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Abstract
Based on an extensive literature review the main aims of this research 
are to investigate empirically the degree of marketing standardisation 
in German companies as well as to examine the impact which external 
factors and the internal dimension have on the degree of marketing 
strategy standardisation. The study contributes to several key aspects 
of the international standardisation debate which has remained 
unresolved despite its great topicality as the large amount o f recent 
research in this area suggests (e.g. Melewar and Saunders, 1999, 
Ramarapu et al, 1999, Whitelock and Pimblett, 1997).
Firstly, this study offers empirical findings as opposed to the 
descriptive nature of many previous studies (e.g. Momani and Richter, 
1999, Kaufmann and Eroglu, 1998, Raaij, 1997, Zou and Cavusgil, 
1996, Agrawal, 1995). Secondly, several authors (e.g. Zou and 
Cavusgil 1996, Collins 1991, Bartlett and Goshal 1987) argue that the 
majority of previous research in this debate has primarily focused on 
the external industry factors and hardly considered internal 
organisational aspects which are investigated in this research based on 
the framework of Jain (1989). Germany is a leading world economy 
which makes it interesting to study with regard to the underlying 
strategies leading to its success and there is a need for empirical 
research into the international marketing strategies of German 
companies because international studies considering them are rare 
(e.g. Shaw, 1995, Shaw and Wong, 1994). Moreover, most German 
research focuses on conceptual studies (e.g. Müller and Kornmeier, 
1996, Böttcher and Welge, 1994).
The findings of this study suggest that German companies tend to 
standardise their entire marketing programme to a very high degree. In 
contrast to this, the marketing process is highly adapted by most 
companies (71.4%). Within the marketing mix the product policy 
showed the highest degree of standardisation as in all previous studies. 
This is followed by the price policy and only then by the distribution 
and promotion activities. This finding contradicts some older 
empirical findings (e.g. Sorenson and Wiechmann, 1975, Althans, 
1982) which suggested a rather limited potential for price 
standardisation but it lends support to more recent findings (e.g. 
Chhabra, 1996, Shoham, 1996, Akaah, 1991). For the majority of 
external factors a similarity between the home and host market 
favoured a high standardisation while some assumptions regarding the 
internal dimension could not be supported (e.g. a high degree of 
controlling interest of the headquarters or a high degree o f ownership 
overseas would lead to high a degree of standardisation).
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CHAPTER ONE
Chapter One: Introduction
CHAPTER ONE INTRODUCTION
1.1 INTRODUCTION
The issue of standardisation of marketing activities has been a key 
debate in international marketing for more than three decades. This is 
partly based on the lack of a clear definition o f marketing 
standardisation in the literature (e.g. Harris, 1994, Onkvisit and Shaw, 
1987). But the major problem of this debate concentrates on the 
question whether it is beneficial for a company to standardise its 
marketing activities across national markets. If the answer to this is 
yes related questions automatically arise. In this case practitioners and 
academics alike need answers to questions such as to what degree and 
under which circumstances it is beneficial to standardise.
Early supporters of a standardisation approach (e.g. Buzzel, 1968, 
Levitt, 1983) primarily base their argument on the advantages 
achieved through economies of scale and increased efficiency while 
followers of an adaptation strategy (e.g. Boddewyn et al., 1986, 
Douglas and Wind, 1987) focus on the various differences between 
individual markets which might require tailored marketing activities.
I
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Some researchers assert that the degree of standardisation or 
adaptation is contingent on a number of internal and external aspects 
(e.g. Cavusgil et al, 1993, Jain, 1989, Kreutzer, 1988, Wang, 1996).
But most authors have focused on the external industry drivers only to 
examine their impact on standardisation/adaptation decisions of 
companies (e.g. Raaij, 1997, Wang, 1996, Agrawal, 1995, Harris, 
1994, Zandpour et al, 1994, Cavusgil et al, 1993). Fewer studies have 
considered the influence of internal company factors (e.g. Zou and 
Cavusgil, 1996, Muller and Kornmeier, 1996, Theis, 1994, Barker, 
1993).
This study therefore applies the conceptual framework of Jain (1989) 
and explores both, external and internal, aspects with regard to the 
largest companies from one of the internationally most successful 
economies in the world, Germany. This research examines not only 
the degree of standardisation but also seeks to broaden the existing 
knowledge with regard to the question of which external country 
factors and which internal resource based aspects have a significant 
impact on the success o f a standardised marketing strategy.
Despite the high degree of international competitiveness of German 
companies the issue o f standardisation and its determinants have not 
yet been examined which represents a key contribution of this 
research. Whilst several studies have been conducted with regard to
2
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the international marketing strategies of Japanese, American and 
British companies (e.g. Doyle et al 1989, Jatusripitak et al, 1985), 
previous research to the marketing strategies of German companies are 
comparatively rare (Shaw, 1995, Shaw and Wong, 1994, Shaw, 1992). 
Those which have studied German companies have primarily focus on 
manufacturing issues (Avlonitis and Parkinson, 1986, Daly et al, 1985, 
De Meyer, 1988, Taggart and Hood, 1995, Voss and Backmon, 1996) 
or on marketing strategies in general but not specifically on the extent 
to which German companies standardise their marketing programmes 
and processes (Bolz, 1992, Kreutzer, 1989). Therefore, it is the key aim 
of this study to contribute to this area with regard to German 
companies in order to narrow the existing gap in the literature.
1.2 THE RESEARCH
There have been tremendous advances in information technologies 
over the past decades - especially in the areas of visual, 
telecommunication and personal computer technologies (e.g. Bottcher 
and Welge, 1994, Bolz, 1992). This has made information more 
available to an increasingly high number of people all over the world 
(e.g. Muller and Kommeier, 1996). This exposure of people from 
different nations to the same information, images and products 
potentially converges their requirements and needs. This development 
- which often is referred to as the globalisation of markets - arguably
3
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represents a great potential for exploitation by companies (e.g. 
Buzzell, 1968, Levitt, 1983, Usunier, 1991).
Therefore, it is not surprising that scholars and managers alike share 
great interest in the question how to exploit this effect most 
successfully with regard to corporate objectives. One has to be aware 
that globalisation might not only offer potential opportunities in 
overseas markets but might also come at the price of an implicit 
product-orientation and an increased competition in the home market 
(e.g. Barker, 1993, Bolz, 1992, Meffert, 1991, Zou et al, 1997).
Every attractive home market o f a company might represent an 
attractive overseas market for competitors from other nations. Thus, it 
is not surprising that the question of how to tackle the global 
marketing challenge most successfully has been the subject of so much 
academic interest over the years (e.g. Melewar and Saunders, 1999, 
Whitelock, 1987, Chang, 1995, Kustin, 1994, Wang, 1996). That the 
standardisation debate - which aims to assess how to approach the 
global challenge most successfully - is still unresolved and, therefore, 
of great interest is well illustrated by the large amount of recent work 
in this area (e.g. Robles and Akhter, 1997, Rosenbloom et al, 1997, 
Whitelock and Pimblett, 1997, Yip, 1997, Zou et al, 1997, Botschen 
and Hemetsberger, 1998, Kaufmann and Eroglu, 1998).
4
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Thus it is the aim of this research project to contribute to this debate 
by assessing the degree of standardisation and to test propositions 
about the internal resource based and external country factors which 
have an impact on the standardisation of international marketing 
activities in German companies. For this reason the conceptual 
framework of Jain (1989) is applied. It was chosen because it 
comprises all of the internal and external factors which influence the 
decision of whether to standardise. It analysis the external aspects with 
regard to the target market, the market position, the nature of product 
and the environment.
With regard to the internal dimension Jain (1989) concentrates on 
various organisational aspects such as the corporate orientation, the 
relationships between the headquarters and the subsidiaries as well as 
on the delegation of authority. Since much of previous research in this 
context has been rather descriptive as opposed to empirical it is the 
aim of this study to contribute empirical findings to this debate - also 
with regard to the impact of standardisation on success.
A methodology strategy was applied which has been tested in previous 
marketing research (Melewar, 1994). It utilises the framework for 
developing better measures by Churchill (1979). Thus, special 
attention was paid to the reliability and validity of the measures used 
before applying data analysis techniques such as correlation analysis, 
T- test analysis and ANOVA analysis to measure and to characterise
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approaches of the companies as well as to differentiate the differences 
between them. Another major aspect o f this research is the strong need 
for a study analysing the approach of German companies in this 
context because - despite the fact that Germany is the third largest 
economy world-wide - there has been hardly any empirical research 
into their approach towards marketing standardisation.
1.3 THE RESEARCH AIMS
While the marketing approach of a company comprises of two 
dimensions - the marketing programme and the marketing process - 
the literature review reveals three theoretical options to approach 
markets across nations: a standardisation strategy, an adaptation 
strategy or a compromise between those two. According to the 
literature the compromise approach has recently reached the general 
consensus (e.g. Baalbaki and Malhorta, 1993, Douglas and Wind, 
1987, Yavas et al., 1992, Wang, 1996). In order to make a decision 
regarding these alternatives many critical factors have to be taken into 
account. Therefore, the following research aims are pursued:
1. To assess the extent to which the top 500 German
companies standardise their marketing programmes and 
marketing processes.
6
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2. To analyse the impact of external country factors such as 
the market position of the company, the nature of the 
traded product and various environmental aspects on the 
degree of marketing standardisation.
3. To determine the impact of internal, resource based 
factors such as corporate orientation, headquarters- 
subsidiary relationships and delegation of authority on 
the degree of marketing standardisation.
4. To explore the impact of the degree of marketing 
standardisation on market performance with regard to 
aspects such as market share, profit and return on 
investment.
1.4 RESEARCH METHODOLOGY: AN OVERVIEW
This project is an empirical study based on a postal survey of the 500 
largest German companies. The subject of exploration is the degree of 
marketing standardisation and its correlates in the concerned sample 
companies. While the dimensions which are examined are based on 
the conceptual framework of Jain (1989) the methodological strategy 
is based on the framework of Churchill (1979). The methodology 
framework of Churchill was chosen because a) it emphasises the need 
for reliable and valid measures which is often neglected in marketing
7
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research and b) it was successfully applied in previous marketing 
research (Melewar, 1994).
Therefore, an extensive literature review of the Anglo-Saxon and 
German literature was conducted before defining the conceptual 
specification of the research construct. Once it was decided which 
factors should be included in the construct another literature review 
and interviews with some executives from participating companies 
were conducted. Based on the literature review a series of propositions 
were developed which will be tested in the course of this research. 
This led to indications how the variables had to be defined and how 
many sub-components they should comprise.
This process led to the development o f a preliminary questionnaire 
which was developed and back-translated by the bi-lingual German 
researcher and his British supervisor. The language used in the final 
questionnaire was English because the majority of executives 
participating in the pre-tests preferred English to German. The 
preference was primarily based on the following observations a) that 
English was their corporate language anyway and b) that they were 
very familiar with the English language.
The questionnaire was sent to the Chief Executive Officers of the 
largest 500 companies in Germany - identified by using secondary 
sources - and comprised 46 questions mainly using a five-point-
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interval scale. The final response rate of usable questionnaires was 
17.2 % and thus well within the typical range of international mail 
surveys (Fox et al., 1998).
The data was analysed to test the propositions of this research using 
statistical techniques such as simple and multiple correlation analysis, 
the T - test and one-way ANOVA analysis. Summated scales were 
calculated whenever it was necessary to reduce the number of 
variables. The correlation analysis was performed to explore the 
relationships between the dependent and independent variable while 
the T-test and the one-way ANOVA analysis was utilised to test the 
propositions.
9
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1.5 THE ORGANISATION OF THE THESIS
The thesis is organised as follows:
Chapter 2 reviews the relevant literature on the marketing 
standardisation debate. It discusses how marketing standardisation is 
defined and which domains have been focused on in previous studies. 
It represents the first theoretical section in this thesis which 
propositions were developed for. These consider the key aspects of the 
literature review with regard to the degree of marketing 
standardisation.
Chapter 3 is the second section of the literature review and 
concentrates on the contingency factors of marketing standardisation. 
Special emphasis is put on the influencing aspects, namely the internal 
resource-based dimension and the external factors. Based on the two 
dimensions, propositions were developed which consider the key 
aspects of the literature review in terms of the contingency factors and 
performance.
Chapter 4 is the part of the thesis which illustrates the methodology 
applied for this study. Therefore, the methodology strategy (Churchill, 
1979) is discussed in a chronological order. Hence, the first part of this 
chapter is primarily concerned with the development of reliable and 
valid measures for the research, the sample selection and the data
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collection methods. The second part outlines the statistical techniques 
used for analysing the data.
Chapter 5 presents the characteristics of the German sample 
enterprises as well as it is reporting the findings from the simple and 
multiple correlation analysis relating to the German companies. The 
results of the propositions relating to the degree of standardisation are 
presented and discussed with regard to the different sub-components 
o f the marketing mix elements.
Chapter 6 investigates the propositions with regard to the contingency 
factors as well as the impact of the external and internal dimensions on 
the degree of marketing standardisation is discussed. Finally, the 
impact of the different degree of standardisation on the market 
performance is highlighted and thus the propositions of this project are 
tested with regard to the German sample.
Chapter 7 draws the final conclusions. It is the chapter which 
summarises the main findings. The implications of this study for 
scholars and managers as well as the limitations of this study are 
outlined. Finally, ideas for further research related to this area are
presented.
Chapter One: Introduction
1.6 CONCLUSIONS
This chapter presented an overview on the major aspects of this thesis. 
It outlined the background of the research project and methodological 
aspects as well as specifying the objectives of this research area.
It highlighted the aim of this study to make its contribution with 
regard to minimising the limitations of previous studies by considering 
German companies and their approach towards the standardisation of 
the marketing programme all its key dimensions.
Finally, an overview of the content of each chapter was given to 
illustrate the overall organisation of this dissertation. Figure 1.1 
summarises the structure of this thesis.
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Figure 1.1: The structure of this thesis
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CHAPTER TWO MARKETING
STANDARDISATION
2.1 INTRODUCTION
For decades a key debate in international marketing has been the 
question of whether it is more appropriate to use a standardisation or 
an adaptation marketing strategy.
However, due to the different perspectives o f researchers on what 
marketing standardisation actually means and the primarily 
descriptive nature of many previous studies (e.g. Boddewyn et al, 
1986, Friedman, 1986, Kale and Sudhashan, 1987), there has been a 
significant amount of conceptual ambiguity in the standardisation 
debate (Goshal, 1987, Hamel and Prahalad, 1985, Porter, 1991). 
Nevertheless it is commonly acknowledged that this question is of 
crucial importance for the competitiveness and performance of 
companies in world markets (Hax, 1989, Ohmae, 1989, Shoham, 
1995).
Therefore, after the term "marketing standardisation" is clarified for 
this research, an overview of the standardisation debate is given 
before applying the existing model of Jain (1989). This model was 
chosen because it has the advantage of considering the key dimensions 
which have an impact on the degree of marketing standardisation and
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moreover, it has only been tested once so far with regard to the 500 
largest American companies (Akaah, 1991).
2.2 DEFINITION OF MARKETING STANDARDISATION
The ambiguity in the standardisation debate is partly based on 
different perspectives of authors in previous studies. But this 
development also arose because the definition of marketing 
standardisation has not been developed to a high degree (Harris, 1994, 
Sandler and Shani, 1992).
Some authors refer to marketing standardisation in a very strict way 
(e.g. Buzzell, 1968, Roostal, 1963, Boddewyn et al., 1986, Kanso, 
1992). For example, Buzzell (1968, p. 103) understands marketing 
standardisation as the "offering of identical product lines at identical 
prices through identical distribution systems supported by identical 
promotional programmes in several countries". Others, meanwhile, 
consider marketing standardisation in a far broader sense (Hout et al., 
1982, Ohmae, 1989, Sandler and Shani, 1992, Takeuchi and Porter, 
1989). For example, Picard et al (1988, page 7) define it as "the 
degree of similarity in the marketing activities, programmes and 
policies of an international enterprise from one country to another” 
while Takeuchi and Porter (1989, p. 129) refer to marketing 
standardisation as the "transfer of marketing-know-how to other 
countries".
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In addition to these differences, one has to be aware that previous 
work utilises only single indicators to capture the notion of marketing 
standardisation (Sandler and Shani, 1992, Sorenson and Wiechmann, 
1975). Others consider the differentiation between the standardisation 
of marketing programmes and the marketing process as important 
(Jain, 1989). The marketing programme reflects the different aspects 
of the marketing mix while the marketing process refers to tools 
which support the development and implementation of the marketing 
programme (Bolz, 1992, Jain, 1989).
Thus, there is no consistency in defining or operationalising marketing 
standardisation among empirical or conceptual studies. Therefore, 
authors like Walters (1986) stress that it is rather easy to argue in 
favour of a standardised or adaptation strategy because the domain of 
marketing standardisation varies among the studies. Obviously, 
different emphasises with regard to the marketing domain increases 
the chance of different results and, therefore, it is of crucial 
importance that the domain o f marketing standardisation has to be 
clearly defined (Harris, 1994, Walters, 1986).
But in recent years a certain consensus has emerged which stresses the 
notion that the crucial issue is not so much whether to use a 
standardisation or adaptation strategy but rather to what degree a 
marketing strategy should be standardised (e.g. Baalbaki and 
Malhorta, 1993, Yavas et al., 1996, Wang, 1996).
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The authors argue that it is neither the best approach to tailor 
marketing efforts to meet all local preferences nor to concentrate on 
identical marketing regardless of the local needs. Therefore, several 
researchers have come up with contingency models in order to 
investigate the different internal and external aspects which have an 
impact on the standardisation decision (e.g. Cavusgil et al., 1993, 
Wang, 1996, Zou et al., 1997).
With regard to the definition of marketing standardisation in this 
thesis it is referred to in the sense of the contingency perspective 
which considers marketing standardisation not as the issue whether to 
standardise or not but considers it as being primarily depending on its 
actual degree. Acknowledging the crucial importance of defining also 
the domain of marketing standardisation this thesis takes into account 
the major elements of the marketing dimension as proposed by authors 
like Bolz (1992) and Jain (1989). Thus, all major elements of the 
marketing programme and the marketing process are considered. This 
includes various sub-elements of the four major marketing mix 
aspects as well as different aspects of the marketing information, 
planning and control process.
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2.3 THE MARKETING STANDARDISATION DEBATE:
AN OVERVIEW
There is no consensus as to what international marketing 
standardisation is and how to apply it successfully. Proponents of a 
strict standardisation approach have mainly argued that the world 
markets have become more similar and that a standardised approach 
can generate advantages through economies of scale and a higher level 
of efficiency (e.g. Buzzell, 1968, Fatt, 1967, Kogut, 1985, Levitt, 
1983, Ohmac, 1989, Porter, 1986).
Specifically, the underlying premise of this concept is the notion that 
world markets converge due to homogenising consumer preferences 
through aspects such as increased access to communication or 
decreased travel costs (Buzzell, 1968, Levitt, 1983, Ohmae, 1989, 
Porter, 1986). This arguably leads to the emergence of homogeneous 
cross-country market segments. Based on this premise the proponents 
base their arguments for standardisation on the theory of economies- 
of-scale (Levitt, 1983, Porter, 1980, 1985) which include R&D, 
production, logistics, distribution as well as economies of scale in 
areas such the marketing mix, in particular promotion and advertising 
activities (Hout et al, 1982, Quelch and Hoff, 1986).
Moreover, standardisation is supposed to have the potential to enhance 
product quality through a stronger focus on the various operations in 
the value chain (Yip, 1989, Porter 1985, 1986). According to Porter
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(1986) industries in which significant value is added in upstream 
activities (e.g. inbound logistics) should pursue a global strategy while 
industries in which major value is added downstream (e.g. outbound 
logistics, service) should rather follow a country-centred strategy. 
Nevertheless, the author also acknowledged that his approach is a 
framework which should be used flexible in a sense that if there are 
global segments in a downstream-adding-value-industry a company 
should certainly pursue a global strategy (Porter, 1986).
Collis (1991) summarises the various perspectives which were taken 
in the standardisation debate by formulating the following statements: 
When there are interdependencies among the competitive positions of 
an organisation in different national markets a standardised strategy 
can be considered essential for success. These interdependencies 
should include scale economies (Levitt, 1983), the learning curve 
effect (Porter, 1985) gained through international experience (Douglas 
and Craig, 1989), the opportunity for a firm to cross-subsidise its 
activities (Hamel and Prahalad, 1985) and the existence of a global 
brand name (Ohmae, 1989). Finally, the global or standardised 
strategy must include the co-ordination and configuration of the 
world-wide activities of an organisation (Porter, 1986).
Other authors, such as Douglas and Wind (1987), consider the notion 
of universal standardisation as oversimplistic and therefore argue in 
favour of an adaptation approach. The supporters of the adaptation 
approach primarily stress their argument that the differences among
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various markets in terms of a large number o f influencing factors 
require marketing activities which take these specific country 
requirements into account (Bartlett and Goshal, 1988, Boddewyn et al, 
1986, Chang, 1995, Hill and Still, 1984, Hout et al, 1982, Kotler, 
1986).
Hout et al (1982) argue that companies should leverage the firm's 
competitive advantage across different markets while Hamel and 
Prahalad (1985) emphasise the aspect of cross-subsidisation across 
markets to be successful. Other proponents of an adaptation consider 
the standardisation approach primarily as questionable because they 
doubt the underlying assumptions of this approach with regard to the 
convergence of homogeneous consumer preferences but also in terms 
of benefits from economies-of-scale effects (Muller and Kornmeier, 
1996, Kashani, 1989, Kotler, 1986).
Whitelock and Pimblett (1997, page 62) acknowledge the potential of 
scale economies but stress that “it is questionable whether the savings 
are enough to compensate for the loss o f  sales resulting from 
insensitivity to cultural differences”. Samiee and Roth (1992) argue in 
a similar direction by emphasising that a more accurate positioning 
towards the host market preferences enables the company to charge 
higher prices. The authors suggest that this price discrimination can at 
least compensate the reduced costs under a high degree of 
standardisation.
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Shoham and Albaum (1994) stress that costs are not only driven by 
economy of scales but also by hidden costs arising from friction 
between headquarters and subsidiary. This friction can lead to the sub- 
optimal execution of marketing strategies and thus has the potential to 
increase costs above the savings achieved through economies-of-scale. 
These interactions must be considered as important since in many 
cases the local managers have the power and the desire to subvert the 
strategic decisions of their headquarters as well as they can represent a 
positive resource for innovations and learning for the headquarters 
(Kim and Mauborgne, 1993, Bartlett and Goshal, 1986, 1988).
Moreover, the supporters of adaptation stress the various constraints 
which limit the potential of standardised marketing programmes and 
processes (e.g. Muller and Kornmeier,1996, Chang, 1995, Hill and 
Still, 1984). Different stages of the market/product life cycle can have 
an influence on the ability to standardise the marketing programme of 
a firm (e.g. Agrawal, 1995, Shoham, 1995, Baalbaki and Malhotra, 
1993, Bolz, 1992). Samiee and Roth (1992) argued that uniformity 
with regard to marketing programmes are more likely in the early 
stages of the product life cycle because the number of competitors is 
fewer and thus the competition increases in the maturity stage. This 
development in combination with the circumstance that technology 
rarely changes at that stage lead to a higher focus on market 
segmentation and product differentiation which can limit the potential 
for a high degree o f standardisation (Kotler, 1986).
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Other authors stress the importance of taking the competition in the 
target market into account (e.g. Bolz, 1992, Porter, 1989, Quelch and 
Hoff, 1986, Meffert, 1988). While the structure of the competition can 
offer some indication about the attractiveness of the target country 
market the competitive position of the companies can help to evaluate 
the required resources to be successful in the target market (Day, 
1984, Porter, 1986, 1989). Since a company might face different 
competitors in different markets its competitive advantage might be of 
different impact on the target markets which is likely to influence its 
competitive position (e.g. Porter, 1989). Therefore, these aspects have 
to be considered with regard to a marketing standardisation (e.g. 
Henzler and Rail, 1986, Jain, 1989, Quelch and Hoff, 1986, Yip, 
1989). Moreover, different markets in the various countries can vary 
with regard to economic aspects (e.g. Douglas and Wind, 1987, 
Huszagh et al., 1986), political-legal factors (e.g. Doz and Prahalad, 
1980, Doz et al, 1981, Hill and Still, 1984) and cultural and consumer- 
behavioural aspects (e.g. Aydin and Terpstra, 1981, Friedman, 1986, 
Ricks, 1986).
All these aspects have potential to influence the situation of the 
company and thus will have an impact on the standardisation 
decisions of a company. Table 2 .1 provides a summary of the different 
key notions of the standardisation debate. The external as well as 
internal factors with regard to marketing standardisation will be 
examined in more detail in the section which focuses on the 
contingency factors.
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Table 2.1: Bases and assumptions for standardisation and adaptation 
in the international marketing debate (based on Shoham, 1995)
Standardisation Adaptation
Theoretical
Bases:
Economies-of-Scale 
(Lower costs) in:
Segmentation and 
Positioning:
M a r k e t in g  P r o g r a m m e A c c u r a t e  p o s i t i o n i n g  o n  th e  
b a s i s  o f  d i f f e r e n c e s  b e t w e e n  
m a r k e t s
M a r k e t in g  P r o c e s s P r ic e  d i f f e r e n t i a t i o n  b a s e d  
o n  d i f f e r e n t  c o n d i t i o n s  in  
e a c h  m a r k e t
V a lu e  C h a i n  A c t i v i t i e s M a s s  c u s t o m i s a t i o n  -  f i t t i n g  
p r o d u c t s  t o  e a c h  c u s t o m e r  
s e p a r a t e ly
- Theory of Friction:
-
H o m e  m a r k e t - h o s t  m a r k e t  
( f r i c t i o n  b e t w e e n  th e  
e x p o r t e r  a n d  th e  lo c a l  
r e p r e s e n t a t i v e
-
I n t r a - c o m p a n y  f r ic t io n  
( f r i c t i o n  b e t w e e n  
h e a d q u a r t e r s  a n d  lo c a l  
s u b s i d i a r y )
Assumptions: Homogenising World 
Markets
Diverging
International Markets
( I n f o r m a t i o n  a n d  
c o m m u n i c a t i o n  f lo w s ,  a n d  
t r a v e l ) ;  C r o s s - b o r d e r  
s e g m e n t  f o r m a t io n
( I n c r e a s i n g  d i f f e r e n c e s  
b e t w e e n  c o n s u m e r s  in  
d i f f e r e n t  m a r k e t s ) ;  I n c r e a s e d  
im p o r t a n c e  o f  W i th in -  
M a r k e t  S e g m e n t s
D e c r e a s e d  C o s t s :  L o w e r  
p r i c e s  a n d  in c r e a s e d  s a l e s  
v o lu m e
-
Some
Representative
Papers: P e r lm u t t e r
( 1 9 6 9 )
B o d d c w y n
( 1 9 8 1 )
S o r e n s o n  /  W i c e h m a n n  
( 1 9 7 5 )
K a s h a n i
( 1 9 8 9 )
H o u t  e t  a l  ( 1 9 8 2 ) K a n s o  ( 1 9 9 2 )
L e v i t t  (1 9 X 3 ) S h o h a m  ( 1 9 9 5 )
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2.4 PREVIOUS STUDIES
Several studies have been conducted to explore the different aspects of 
marketing standardisation. As discussed under section 2.2 it is 
important to approach previous studies by considering the different 
domains they cover. This is done in the following discussion before 
investigating their findings and implications for this study.
The advertising dimension was the first and primary concern of 
researchers and practitioners alike with regard to the marketing 
standardisation debate (Britt, 1974, Elinder, 1961, Fatt, 1967, Hite and 
Fraser, 1978, Peebles et al, 1977, Roostal, 1963). It still is a major 
focus of recent research as the large number of studies with this focus 
illustrates (Harris, 1994, Kanso, 1992, Shao et al, 1992, Whitelock and 
Chung, 1989, Whitelock, and Kalpaxoglou, 1991, Zandpour et al, 
1994, Raaij, 1997).
Authors like Elinder (1961) and Fatt (1967) were among the first to 
argue in favour of standardisation by stressing that an uniform 
approach towards advertising was getting more feasible while other 
researchers (Roostal, 1963, Miracle, 1968) emphasised the limitations 
o f such an approach. Most of these studies focused on advertising only 
(e.g. Britt, 1974, Dunn, 1966, Fatt, 1967, Harris, 1994, Hite and 
Fraser, 1988, Kanso, 1992, Killough, 1978, Kirpalani et al, 1988, 
Miracle, 1968, Onkvisit and Shaw, 1987, Peebles, 1989, Peebles et al, 
1977, Ricks et al, 1974, Roostal, 1963, Ryans and Donelly, 1969,
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Shao et al, 1992, Whitelock and Chung, 1989, Whitelock and 
Kalpaxoglou, 1991, Zandpour et al, 1994). Key Findings of these 
studies and their implications for this research are discussed in section 
2.5.
The aspect of the marketing standardisation which attracts the second 
largest attention has been the product aspect. The article of Levitt 
(1983) is probably the most influential but most articles which 
considered the product aspect include other aspects as well. Studies 
which explored solely the product aspect in isolation are rare. Hout et 
al (1982) concentrated on the concept of world products while Ohmae 
(1989) explored the product dimension as part of a lead-country 
model.
A large number of publications take into account several domains of 
marketing standardisation as opposed to just one. The research of 
Akaah (1991), Blackwell et al. (1991), Buzzell (1968), Jain (1989), 
Meffert and Bolz (1995), Müller and Kornmeier (1996), Sorenson and 
Wiechmann (1975), Wind (1986) are examples for this development 
since these authors explore various key marketing aspects as shown in 
Table 2.2. It gives an overview on key studies with regard to the 
marketing standardisation debate. It intends to clarify the different 
domains as explored by different authors. The review is primarily 
based on articles which were considered to present significant 
contributions to the standardisation debate and which appeared in 
leading academic publications focusing on marketing and strategy.
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Table 2.2: The domain of international marketing standardisation in 
some previous key studies
A u t h o r ( s ) P r o m o t i o n  P r o d u c t  D i s t r i b u t i o n  P r i c i n g  S t r a t e g y  /
P r o c e s s
A g r a w a l  ( 1 9 9 5 ) X
A k a a h  ( 1 9 9 1 ) X X  X X X
B a a lb a k i  a n d  
M a lh o t r a  ( 1 9 9 3 )
X X  X X X
B a r k e r  ( 1 9 9 3 ) X
B la c k w e l l  e t  a l .  
( 1 9 9 1 )
X X  X X X
B o d d e w y n  e t  a l .  
( 1 9 8 6 )
X X
B r i t t  ( 1 9 7 4 ) X
B u z z e l l  ( 1 9 6 8 ) X X  X X X
C a v u s g i l  e t  a l . 
( 1 9 9 3 )
X X
C h h a b r a  ( 1 9 9 6 ) X X  X X
D u n n  ( 1 9 6 6 ) X
E l in d e r  ( 1 9 6 1 ) X
F a t t  ( 1 9 6 7 ) X
H a r r i s  ( 1 9 9 4 ) X
H il l  a n d  K w o n  
( 1 9 9 2 )
X
H il l  a n d  J a m e s  
( 1 9 9 1 )
X X
H i te  a n d  F r a s e r  
( 1 9 8 8 )
X
H o u t  e t  a l .  ( 1 9 8 2 ) X
J a i n  ( 1 9 8 9 ) X X  X X X
K a n s o  ( 1 9 9 2 ) X
K e r m a n  a n d  
D a m z e l  ( 1 9 9 3 )
X
K ir p a l a n i  e t  a l .  
( 1 9 8 8 )
X
K u s t in  ( 1 9 9 4 ) X X  X X X
L e v i t t  ( 1 9 8 3 ) X
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Table 2.2 (cont'd)
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Table 2.2 (cont'd)
Author(s) Promotion Product Distribution Pricing Strategy / 
Process
Z o u  a n d  C a v u s g i !  
( 1 9 9 6 )
X
Z o u  a n d  L a u g h l in  
( 1 9 9 6 )
X X X X X
Many studies are conceptual in nature (e.g. Elinder, 1961, Roostal, 
1963, Fatt, 1967, Miracle, 1968, Buzzell, 1968, Britt, 1974, Hout et al, 
1982, Friedmann, 1986, Porter, 1986, Quelch and Hoff, 1986, Sheth, 
1986, Walters, 1986, Wind, 1986, Onkvist and Shaw, 1987, Rau and 
Preble, 1987, Jain, 1989, Ohmae, 1989, Peebles, 1989, Blackwell et 
al, 1991, Agrawal, 1995, Raaij, 1997, Wang, 1996, Yip, 1989, Zou 
and Cavusgil, 1996).
Other studies are empirical but vary with regard to aspects such 
industry, sample size etc. Dunn (1966) conducted case studies of 30 
U.S. international firms, Sorenson and Wiechmann (1975) 
concentrated on 100 executives from 27 MNCs in the U.S. while 
Killough (1978) addressed 65 executives in MNCs and advertising 
agencies. Hill and James (1991) investigated marketing 
standardisation in U.S. MNCs with regard to consumer non-durables 
in Europe.
Hill and Still (1984) explored U.S. MNCs in less developed countries, 
Boddewyn et al (1986) concentrated on 71 U.S. firms which do 
business in Europe, Martenson (1987) conducted a case study of the 
Swedish furniture group IKEA, Hite and Fraser (1988) studied 150
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companies from the Fortune 500, Kirpalani et al (1988) explored 
MNCs from the U.S., Japan and Canada while Whitelock and Chung 
(1989) considered advertising in two magazines, one in the UK and 
the other in France. In 1987 Whitelock (1987) concentrated on a small 
number of UK manufacturers with a specialised product.
Shao et al (1992) explored 344 affiliates of U.S. advertising agencies 
while Samiee and Roth (1992) targeted CEOs in global industries. 
Kanso (1992) investigated 96 companies from Fortune 500, Sandler 
and Shani (1992) explored Canadian enterprises, Cavusgil et al (1993) 
investigated 79 manufacturing companies in the U.S. while Szymanski 
et al (1993) focused on firms which generate most of their business 
either in the U.S. or Western Europe based on P1MS data.
Zandpour et al (1994) analysed advertising from several markets, 
Baalbaki and Malhorta (1993) researched into 74 U.S.-based 
companies while Akaah (1991) concentrated on the top 500 US 
companies by turn-over. Hill and James (1991) also focused on U.S. 
multinationals as well as Hill and Kwon (1992) who explored 28 U.S. 
MNCs and 229 of their subsidiaries. Zou and Laughlin (1996) 
explored 40 Business Units of Japanese and European MNCs in the 
U.S. market and Shoham (1996) investigated 100 exporters from the 
USA.
Not only differences with regard to the geographic scope of various 
studies complicate the standardisation debate: the different
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perspectives of the researchers have contributed to the ambiguity in 
the discussion. The majority o f previous research as shown in Table
2.1 has primarily focused on U.S. companies and on external factors 
as opposed to internal, organisational aspects (e.g. Collis, 1991, Zou 
and Cavusgil, 1996).
2.4.1 PREVIOUS GERMAN STUDIES
If one analyses the German literature one makes a very different 
observation. First of all, the standardisation debate has attracted far 
less attention in Germany than the international discussion and the 
strong dependency of the German economy on international trade 
would suggest. But the key difference with regard to previous 
international studies is that German researchers tend to concentrate 
primarily on the strategic and organisational factors of standardisation 
(e.g. Müller and Kommeier, 1996, Böttcher and Welge, 1994, 
Stegmüller, 1993, Jentner, 1992, Meissner, 1991, Meffert, 1991).
Moreover, nearly all studies are conceptual as opposed to empirical 
which lends support to the notion of researchers like Baalbaki and 
Malhorta (1993), Bolz (1992) and Wang (1996) who argue that this is 
adding to the ambiguity in the international standardisation debate. 
Table 2.3 presents the domain of some German studies on marketing 
standardisation. It shows that the contribution of the German literature 
to the standardisation debate tends to focus on advertising aspects as 
in many international studies but in contrast to them German authors
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concentrate on strategic issues which are primarily discussed on a 
conceptual level (e.g. Böttcher and Welge, 1994, Jentner, 1992, 
Kreutzer, 1989 and 1991, Meissner, 1991, Meffert, 1991, Müller and 
Kornmeier, 1995 and 1996, Raffee and Kreutzer, 1986, Rail, 1991, 
Theis, 1994, Stegmüller, 1993).
This concentration on strategic issues indicates that the 
American/British literature seems to refer primarily to marketing 
strategy as the actual emphasis and immediate combination of various 
marketing mix elements (e.g. Jain, 1987, Aaby and McGann, 1989, 
Toyne and Walters, 1989) while in contrast to this the German 
understanding of marketing strategy rather emphasises the long-term 
marketing planning for achieving corporate objectives by canalising 
various activities such as the different marketing programme 
categories (e.g. Bolz, 1992, Becker, 1991, Kreutzer, 1989, Meffert, 
1986).
Authors like Bolz (1992), therefore, consider it as essential to further 
differentiate between the actual standardised contents o f  the marketing 
elements and the pursued marketing strategy per marketing category. 
This differentiation between the degree of the operative 
standardisation level of specific marketing elements and the more 
strategic conceptual level will be taken into account in this thesis by 
measuring both, the actual degree of standardisation o f the marketing 
elements as well as by considering the summated values for each of 
the key marketing categories.
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Table 2.3: The domain of international marketing standardisation in 
some previous German studies
Author(s) Promotion Product Distribution Pricing Strategy / 
Process
Althans X X X X
(1982)
Beutelmeyer
and
Mühlbacher
(1986)
X X X X
Böttcher and 
Welge (1994)
X
Bolz (1992) X X X X X
Grosse and 
Zinn (1991)
X X X
Jentner (1992)
Kreutzer X X X X X
(1989)
Kreutzer X X X X X
(1991)
Meissner
(1991)
X
Meffert and 
Bolz (1995)
X X X X X
Meffert X
(1991)
Meyer X X X X
(1978)
Müller and 
Kommeier 
(1996)
X
Müller and 
Kommeier 
(1995)
X
Raffee and 
Kreutzer (1986)
X X
Rail (1991) ______ >l J
Theis (1994) X
Stegmüller
(1993)
X
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Empirical evidence with regard to the standardisation debate is rather 
rare and provided primarily by authors like Althans (1982), 
Beutelmeyer and Miihlbacher (1986), Meyer (1978), Meffert and Bolz 
(1995) as well as by Bolz (1992).
Althans (1982) focused on 52 advertising agencies from Germany and 
their promotion approach towards other European markets. Meffert 
and Bolz (1995) investigated the impact of marketing standardisation 
on the performance in 92 German companies of the consumer goods 
industry. They focused on the German home market and the host 
markets France, Italy and the UK.
Beutelmeyer and Miihlbacher (1986) focused on the degree of 
marketing standardisation in 94 companies from the pharmaceutical, 
food, automobile, electrical and information technology industry as 
well as from firms providing services while Grosse and Zinn (1991) 
explored MNCs and their degree of marketing adaptation towards 
South American and European markets.
Meyer (1978) explored the international marketing approach of 31 
MNCs from the same industries as Beutelmeyer and Miihlbacher 
(1986) but also considered the textile and ceramic industry while Bolz 
(1992) concentrated on 105 German consumer-goods companies with 
operations in Europe to investigate the degree of marketing 
standardisation. The findings of these studies vary and are explored in 
the following section.
33
Chapter Two: Marketing Standardisation
2.5: FINDINGS OF PREVIOUS STUDIES
The review of the literature suggests that the findings with regard to 
marketing standardisation are very mixed. This suggests that they 
have to be evaluated in the light of the diverse perspectives which 
were explored by the researchers (Meffert and Bolz, 1995, Ghoshal, 
1987, Hamel and Prahalad, 1985). A major aspect one has to be aware 
of is the difference in terms of the regional scope of previous studies. 
Some studies and primarily the studies of the supporters of a 
marketing standardisation refer to a single region such as the 
European market (e.g. Meffert and Bolz, 1995, Bolz, 1992, Hill and 
James, 1991, Whitelock and Chung 1989, Whitelock, 1987, Huszagh 
et a!., 1986). Other research findings exclusively refer to more than 
one region. Several findings consider the “triad“ - markets such as the 
American, Japanese and the European market which are developed to 
a comparatively high level (e.g. Zou and Laughlin, 1996, Szymanski 
et al, 1993, Ohmae, 1985, Sorenson and Wiechmann, 1975).
In contrast to this several studies of opponents of a standardised 
approach seem to primarily refer to single markets which are lesser 
developed and which are located in the third world (e.g. Daz, 1981, 
Hill and Still, 1984). Regardless of the regional scope of previous 
findings a clear bias of previous studies towards exploring the 
standardisation strategy of US companies can be observed in the 
standardisation debate (e.g. Baalbaki and Malhorta, 1993, Shao et al, 
1992, Hill and Kwon, 1992, Akaah, 1991, Hill and James, 1991).
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Table 2.4: Key Findings of international studies on marketing 
standardisation
A u t h o r ( s ) K e y  Findings Empirical C o n c e p ­
t u a l
A g r a w a l  ( 1 9 9 5 ) T h e  p e r s p e c t iv e  o f  a c a d e m i c s  
a n d  p r a c t i t i o n e r s  t o w a r d s  
a d v e r t i s i n g  s t a n d a r d i s a t i o n  
c h a n g e s  o v e r  t im e .
X
A k a a h  ( 1 9 9 1 ) O n ly  4 3 %  o f  t h e  m a r k e t i n g  m ix  
a n d  p r o c e s s  s h o w e d  a  h ig h  
d e g r e e  o f  s ta n d a r d i s a t i o n .
P r o d u c t s  a r e  s t a n d a r d i s e d  th e  
m o s t ,  f o l l o w e d  b y  th e  p r i c in g ,  
d i s t r i b u t io n  a n d  p r o m o t i o n  m ix
X
B a a lb a k i  a n d  
M a lh o t r a  ( 1 9 9 3 )
H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
is  n o t  a p p r o p r i a t e .
C o m p e t i t i v e  e n v i r o n m e n t  
in f l u e n c e s  th e  d e g r e e  o f  
s t a n d a r d i s a t i o n  th e  m o s t .
X
B a r k e r  ( 1 9 9 3 ) S ta n d a r d i s a t i o n  i s  p r o d u c t -  
o r i e n t a t e d .  It ig n o r e s  r e a l  
d i f f e r e n c e s  a m o n g  s e g m e n t s .
X
B la c k w e l l  e t  a l .  
( 1 9 9 1 )
S o m e  e l e m e n t s  c a n  b e  
s t a n d a r d i s e d ,  o t h e r s  r e q u i r e  
a d a p ta t i o n .
I n c o n s i s t e n t  b r a n d  im a g e  c a n  
c r e a t e  c o n f u s i o n  a m o n g  
c u s to m e r s .
X
B o d d e w y n  e t  a l .  
( 1 9 8 6 )
I n d u s t r ia l  g o o d s  a r e  
s t a n d a r d i s e d  th e  m o s t .
A d v e r t i s i n g  is  l e s s  l i k e l y  t o  b e  
s u c c e s s f u l l y  s t a n d a r d i s e d .
X
B r i t t  ( 1 9 7 4 ) L i m i t e d  p o te n t ia l  f o r  
a d v e r t i s i n g  s t a n d a r d i s a t i o n  
w i th  r e g a r d  t o  p r o d u c t s  w h ic h  
a r e  c u l t u r e - b o u n d  o r  a f f e c t e d  
b y  p s y c h o - s o c i a l  a s p e c t s
X
B u z z e l l  ( 1 9 6 8 ) S ta n d a r d i s a t i o n  d e c i s i o n  s h o u ld  
b e  b a s e d  o n  e v a l u a t i o n  o f  
p o te n t i a l  c o s t s  a n d  r e v e n u e s .
X
C a v u s g i l  a n d  
Z o u  ( 1 9 9 4 )
I n d u s t r i e s  w i th  a  h ig h  
t e c h n o lo g y  in t e n s i t y  a r e  
p a r t i c u l a r ly  c o n d u c t i v e  to  
m a r k e t i n g  s t a n d a r d i s a t i o n .
X
C a v u s g i l  e t  a l .  
( 1 9 9 3 )
S u p p o r t  f o r  t h e  c o n t i n g e n c y  
p e r s p e c t iv e .  S e v e r a l  a s p e c t s  
i n f l u e n c e  th e  d e g r e e  o f  
s t a n d a r d i s a t i o n  ( e  g . in d u s t r y ,  
p r o d u c t ,  h o s t  m a r k e t )
X
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Table 2.4 (cont'd)
A u t h o r ( s ) K e y  F i n d i n g s E m p i r i c a l C o n c e p -  I  
t u a l
C h h a b r a  (  1 9 9 6 ) P r o d u c ts  a r e  s t a n d a r d i s e d  th e  
m o s t ,  f o l l o w e d  b y  th e  
d i s t r i b u t io n ,  p r o m o t io n  a n d  
p r ic in g  m ix
X
D u n n ( 1 9 6 6 ) S u p p o r t s  a  m i d d le - o f - t h e  r o a d  
p e r s p e c t iv e  o n  s ta n d a r d i s a t i o n .
W e ll  e d u c a t e d  ta r g e t  g r o u p s  a r e  
in f lu e n c e d  t o  a  lo w e r  d e g r e e  b y  
c u l tu r e .
X
E l in d e r  ( 1 9 6 1 ) S ta n d a r d i s e d  a d v e r t i s i n g  is  
d e s i r a b l e  a n d  f e a s ib le .
X
F a t t  ( 1 9 6 7 ) S ta n d a r d i s e d  a d v e r t i s i n g  
c a m p a ig n s  a r e  e f f e c t iv e  
in t e r n a t io n a l l y .
X
H a r r i s  ( 1 9 9 4 ) 7 6 %  o f  c o m p a n ie s  s t a n d a r d i s e  
th e i r  s t r a t e g y  a s  o p p o s e d  t o  th e  
a c tu a l  m a r k e t i n g  c o n t e n t s  a n d  
e x e c u t io n s .
X
H ill  a n d  K w o n  
( 1 9 9 2 )
L e v e l  o f  m a r k e t  s o p h i s t i c a t i o n  
d e t e r m i n e s  d e g r e e  o f  
s t a n d a r d i s a t i o n .
S o m e  i n d u s t r i e s  m o r e  s u i t a b l e  
fo r  s t a n d a r d i s a t i o n  th a n  o th e r s .
X
H ill  a n d  J a m e s  
( 1 9 9 1 )
H ig h  d e g r e e  o f  p r o d u c t  a n d  
p r o m o t io n  s t a n d a r d i s a t i o n  in  
U  S . M N C s  w i th  r e g a r d  to  
E u r o p e a n  m a r k e ts .
X
H ite  a n d  F r a s e r  
( 1 9 8 8 )
M o s t  f i r m s  s t a n d a r d i s e  s o m e  
a s p e c t s  a n d  a d a p t  o th e r .
L a n g u a g e  s h o u ld  b e  a d a p t e d  to  
c o u n t r y  m a r k e t s .
X
H o u t  e t  a l .  
( 1 9 8 2 )
C o m p a n ie s  n e e d  a  g lo b a l  
a p p r o a c h  to  b e  s u c c e s s f u l .
X
J a in  ( 1 9 8 9 ) D i f f e r e n t i a t i o n  b e t w e e n  
m a r k e t i n g  p r o g r a m m e  a n d
p r o c e s s .
I m p o r t a n c e  t o  c o n s id e r  e x t e r n a l  
a n d  in t e r n a l  d i m e n s io n s ,  th e  
h ig h e r  t h e  d e g r e e  o f  s im i l a r i t y  
th e  h ig h e r  th e  d e g r e e  o f  
s t a n d a r d i s a t i o n .
X
K a n s o  (  1 9 9 2 ) 7 5 %  o f  c o m p a n ie s  f a v o u r  a n  
a d a p ta t i o n  a p p r o a c h .
X
K ir p a l a n i  c t  a l . 
( 1 9 8 8 )
4 6 %  o f  c o m p a n ie s  c o n s i d e r  
c o s t  r e d u c t io n  a s  th e  m a in  
b e n e f i t  o f  s t a n d a r d i s a t i o n .  1 5 %  
c o n s id e r  a  c o n s i s t e n t  c o r p o r a t e  
im a g e  a s  t h e  k e y  b e n e f i t .
X
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Table 2.4 (cont'd)
A u t h o r ( s ) K e y  F i n d i n g s E m p i r i c a l C o n c e p -  1 
t l i a i  1
K u s t in  ( 1 9 9 4 ) C o m p a n i e s  c a n  e n g a g e  in  
s e r v i n g  h o m o g e n e o u s  m a r k e t s  
b y  a  s t a n d a r d i s e d  s t r a t e g y  
w h i l e  t h e y  s h o u ld  a p p r o a c h  
d i v e r s e  m a r k e t s  w i th  a 
m o d i f i e d  m a r k e t i n g  m ix .
X
L e v i t t  ( 1 9 8 3 ) O n ly  g l o b a l  c o m p a n i e s  w i l l  
a c h i e v e  lo n g - t e r m  s u c c e s s  b y  
f o c u s i n g  o n  h o m o g e n e o u s  
n e e d s  a n d  w a n ts .
T h e s e  f i r m s  s h o u l d  b e  a b l e  t o  
o f f e r  u n i f o r m  p r o d u c t s  w h ic h  
a r e  a d v a n c e d  a n d  lo w - p r i c e d .
X
M a r te n s o n
( 1 9 8 7 )
I K E A  s u c c e e d s  w i th  a n  
u n i f o r m  m a r k e t i n g  s t r a t e g y .
X
M ir a c l e  ( 1 9 6 8 ) F o c u s  o n  th e  i m p o r t a n c e  o f  
u n i f o r m i t y  o f  i n t e r n a l  p r o c e s s e s  
a n d  o n  u n i f o r m i ty  o f  
a d v e r t i s i n g  p r o g r a m m e  s u c h  a s  
t h e  m e s s a g e .
X
O h m a e  ( 1 9 8 9 ) G l o b a l  ( lo w  o f  i n f o r m a t i o n  
c r e a t e s  d e m a n d  f o r  h ig h  c o s t  
p r o d u c t s  w h i le  t h e  c r e a t i o n  o f  
a n  a d e q u a t e  in f r a s t r u c tu r e  
d e t e r m i n e s  th e  s u c c e s s  o f  lo w  
c o s t  p r o d u c t s .
X
O n k v i s i t  a n d  
S h a w  ( 1 9 8 9 )
G l o b a l  s t a n d a r d i s e d  a d v e r t i s i n g  
r e p r e s e n t s  a  f o r m  o f  m y o p ia .
X
O n k v i s i t  a n d  
S h a w
( 1 9 8 7 )
S t a n d a r d i s a t i o n  i s  a  m a t t e r  o f  
d e g r e e .
D e t e r m i n i n g  a s p e c t s  in  t e r m s  
o f  a  d e s i r a b l e  a d v e r t i s i n g  
s t a n d a r d i s a t i o n  a r e  
h o m o g e n e i t y  o f  th e  t a r g e t  
g r o u p ,  c o s t s  a n d  p r o m o t io n  
e f f e c t i v e n e s s .
X
O z s o m c r  e t  a l 
( 1 9 9 1 )
G e r m a n  c o m p a n i e s  s h o w  th e  
h i g h e s t  d e g r e e  o f  m a r k e t i n g  
m i x  s t a n d a r d i s a t i o n  in  
c o m p a r i s o n  t o  U .S .  a n d  o t h e r  
E u r o p e a n  f i r m s .  P r o d u c t  
f e a t u r e s  w e r e  s t a n d a r d i s e d  th e  
m o s t ,  f o l l o w e d  b y  p r o m o t io n ,  
d i s t r i b u t i o n  a n d  p r ic in g  
a s p e c t s .
X
P o r t e r  ( 1 9 8 6 ) T h e  t w o  m a in  d i m e n s i o n s  o f  a  
g l o b a l  s t r a t e g y  a r c  th e  
c o n f i g u r a t i o n  o f  v a l u e - a d d in g  
a c t i v i t i e s  a n d  th e  c o - o r d i n a t i o n  
o f  t h e  a c t i v i t i e s  a c r o s s  m a r k e ts .
X
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Table 2.4 (cont'd)
A u t h o r ( s ) K e y  F i n d i n g s E m p i r i c a l C o n c e p t u a l  I
Q u e ic h  a n d  H o f f  
( 1 9 8 6 )
S t r a t e g i c  m a r k e t i n g  e l e m e n t s  
( p o s i t i o n i n g )  a r e  e a s i e r  t o  
s t a n d a r d i s e  th a n  a c tu a l  
e x e c u t i o n s  o f  e l e m e n t s .
X
R a a i j  ( 1 9 9 7 ) A  g l o b a l  c o m m u n ic a t io n  
s t r a t e g y  d o e s  n o t  n e c e s s a r i l y  
i m p l y  a  h ig h  d e g r e e  o f  
s t a n d a r d i s a t i o n .
C u l t u r a l  d i f f e r e n c e s  h a v e  to  b e  
t a k e n  in t o  a c c o u n t .
X
R a u  a n d  P r e b lc  
( 1 9 8 7 )
T h e  h i g h e r  th e  d e g r e e  o f  
s i m i l a r i t y  b e t w e e n  h o m e  a n d  
h o s t  m a r k e t  ( e .g .  l i f e  c y c l e )  th e  
h i g h e r  t h e  f e a s ib le  p o t e n t i a l  f o r  
s t a n d a r d i s a t i o n .
T h e  lo w e r  th e  in t e r n a l  
o r g a n i s a t i o n a l  c o s t s  a n d  th e  
b e t t e r  t h e  in te r n a l  
c o m m u n i c a t i o n  th e  h i g h e r  th e  
d e g r e e  o f  s t a n d a r d i s a t i o n .
X
R o o s ta l  ( 1 9 6 3 ) B a r r i e r s  to  a  s t a n d a r d i s e d  
a d v e r t i s i n g  a p p r o a c h  t o w a r d s  
E u r o p e  p e r s is t .
X
R o s e n  e t  a l . 
( 1 9 8 9 )
A  h i g h  d e g r e e  o f  b r a n d  
s t a n d a r d i s a t i o n  c a n  b e  
o b s e r v e d .
X
S a m ie e  a n d  R o th  
( 1 9 9 2 )
N o  d i f f e r e n c e  w i th  r e g a r d  to  
p e r f o r m a n c e  b e t w e e n  f i r m s  
w h i c h  s t a n d a r d i s e  a n d  o th e r s .
X
S a n d le r  a n d  
S h a n i
( 1 9 9 2 )
S t a n d a r d i s e d  s t r a t e g i c s  a r e  u s e d  
m o r e  w i th  r e g a r d  t o  d u r a b l e  
g o o d s  in  c o m p a r i s o n  t o  n o n ­
d u r a b l e  g o o d s .
S t a n d a r d i s a t i o n  o f  a d v e r t i s i n g  
a n d  b r a n d i n g  a r e  r a t h e r  
i n d e p e n d e n t  d e c i s io n s .
X
S h a o  c t  a l. 
( 1 9 9 2 )
S t a n d a r d i s a t i o n  p o t e n t i a l  f o r  
a d v e r t i s i n g  is  l i m i t e d  d u e  to  
d i f f e r e n t  e n v i r o n m e n t s .
X
S h o h a m ( 1 9 9 6 ) H i g h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  p r i c i n g ,  d i s t r i b u t i o n  a n d  
p r o m o t i o n  m ix  e l e m e n t s  o n  th e  
s a m e  ( lo w e r )  le v e l .
X
S h o h a m  ( 1 9 9 5 ) M a r k e t s  d o  n o t  s e e m  to  
h o m o g e n i s e  b u t  r a t h e r  to  s h i t )  
a p a r t .
X
S h e th  ( 1 9 8 6 ) O n l y  i f  m a r k e t  r e s o u r c e s  a n d  
m a r k e t  r e q u i r e m e n t s  c o n v e r g e ,  
g l o b a l  m a r k e t s  w i l l  b e  r e a l i t y .
X
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Table 2.4 (cont'd)
A u t h o r ( s ) K e y  F i n d i n g s E m p i r i c a l C o n c e p t u a l  |
S o r e n s o n  a n d
W i e c h m a n n
( 1 9 7 5 )
H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  p r o m o t io n ,  d i s t r i b u t i o n  a n d  
p r i c in g  m i x  e l e m e n t s .
M a r k e t in g  p r o c e s s  h a s  g r e a t  
s t a n d a r d i s a t i o n  p o te n t i a l .
X
S z y m a n s k i  e t  a l  
( 1 9 9 3 )
N o r th  A m e r i c a  a n d  E u r o p e  a r e  
r a t h e r  s im i l a r  w h e n  c o n s id e r e d  
u n d e r  m a r k e t i n g  a s p e c t s .
S i m i l a r  r e s o u r c e  a l l o c a t io n  
a m o n g  th e  m a r k e t i n g  m ix  
e l e m e n t s  in  t h e s e  m a r k e t s  l e a d s  
to  a  s im i l a r  p e r f o r m a n c e .
X
W a l t e r s  ( 1 9 8 6 ) U n i f o r m  m a r k e t i n g  
p r o g r a m m e s  a n d  p r o c e s s e s  a r c  
s e ld o m .
F in d in g s  r e g a r d i n g  th e  
s t a n d a r d i s a t i o n  o f  th e  
p r o m o t io n  m i x  a r e  m ix e d .
X
W a n g  ( 1 9 9 6 ) A  c o n t i n g e n c y  f r a m e w o r k  is  
p r e s e n t e d  b a s e d  o n  p r o d u c t ,  
c o u n t r y  a n d  c o n s u m e r  s e g m e n t  
c h a r a c t e r i s t i c s .
D e c i s i o n s  r e g a r d i n g  th e  d e g r e e  
o f  s t a n d a r d i s a t i o n  s h o u ld  b e  
b a s e d  o n  th e  e f f e c t  o f  th e s e  
v a r i a b le s .
X
W h i t e l o c k  e t  a l 
( 1 9 9 5 )
M o d i f i c a t i o n s  a r e  r e q u i r e d  to  
th e  m a r k e t i n g  s t r a t e g y  o f  a  
b r a n d  to  b e  a b l e  t o  g e n e r a te  
p a n - E u r o p e a n  s a l e s .
X
W h i t e l o c k  a n d  
C h u n g ( 1 9 8 9 )
C o m p l e t e  s t a n d a r d i s a t i o n  o f  
c o p y  a n d  la y o u t  o f  a d v e r t i s in g  
is  r a r e l y  p o s s i b l e  in  F r a n c e  a n d  
th e  U K . In  m o s t  c a s e s  
m o d i f i c a t i o n s  a r c  o b s e r v e d .
X
W h i t e l o c k  ( 1 9 8 7 ) S ta n d a r d i s a t i o n  i s  n o t  v ia b le  
w i th  r e g a r d  t o  b e d l in c n  
p r o d u c t s  f r o m  t h e  U K  to  o th e r  
E u r o p e a n  m a r k e t s .
L o c a l  h a b i t s  a n d  c u s to m s  
in f l u e n c e  m o d i f i c a t i o n s .
X
W i n d  ( 1 9 8 6 ) T h i n k  g lo b a l  b u t  a c t  lo c a l ly .
P o s i t i o n i n g  o f  k e y  im p o r ta n c e  
f o r  t h e  s t a n d a r d i s a t i o n .
X
Z a n d p o u r  e t  a l . T V  a d v e r t i s i n g  m u s t  c o n s id e r X
( 1 9 9 4 ) c u l tu r a l  a s p e c t s .
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Table 2.4 (cont'd)
A u t h o r ( s ) K e y  F i n d i n g s E m p i r i c a l C o n c e p t u a l
Z o u  a n d  
C a v u s g i l  ( 1 9 9 6 )
T h e  s t a n d a r d i s a t i o n  d e b a t e  h a s  
b e e n  d o m i n a t e d  b y  th e  
i n d u s t r i a l  o r g a n i s a t i o n  
p e r s p e c t iv e  f o c u s i n g  o n  
e x t e r n a l  f a c t o r s  w h i le  
n e g l e c t i n g  in t e r n a l  a s p e c t s .
X
Z o u  a n d  
L a u g h l in  ( 1 9 9 6 )
J a p a n e s e  M N C s  s e e k  a  h ig h e r  
d e g r e e  o f  p r o d u c t  
s t a n d a r d i s a t i o n  in  t h e  U .S .  th a n  
E u r o p e a n  M N C s .
X
With regard to the German studies the findings are not quite as diverse 
as in the international debate. But this observation has to be seen in 
relation to the limited number of studies and the fact that the 
researchers have concentrated more on one aspect in the debate, 
namely strategic and organisational factors. Table 2.5 summarises the 
German key findings.
Table 2.5: Key Findings of previous German Standardisation Studies
A u t h o r ( s ) -  K e y  F i n d i n g s E m p i r i c a l C o n c e p t u a l
A l th a n s  ( 1 9 8 2 ) H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  p r o m o t i o n  a n d  d i s t r i b u t io n  
a n d  p r i c in g  m i x  e l e m e n t s .
X
B e u t e l m e y e r  a n d
M ü h l b a c h c r
(1 9 X 6 )
H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  d i s t r i b u t i o n ,  p r o m o t io n  a n d  
p r i c i n g  m i x  e l e m e n t s .
X
B ô t t c h e r  a n d  
W e lg e  ( 1 9 9 4 )
S t r a t e g i c  i n f o r m a t i o n  
g e n e r a t i o n  i s  o f  k e y  i m p o r t a n c e  
w i th  r e g a r d  t o  s u c c e s s  in  g lo b a l  
o r g a n i s a t i o n s .
A  m o d e l  i s  p r o p o s e d  f o r  
s t r a t e g i c  i n f o r m a t i o n  d ia g n o s i s  
f o c u s i n g  o n  g lo b a l  i n f o r m a t i o n
p r o c e s s e s .
X
B o lz  ( 1 9 9 2 ) H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  d i s t r i b u t i o n ,  p r o m o t io n  a n d  
p r i c i n g  m ix  e l e m e n t s .
X
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Table 2.5 (cont'd)
Author(s) Key Findings Empirical Conceptual 1
G r o s s e  &  
Z i n n  ( 1 9 9 1 )
H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  p r o m o t io n  a n d  p r i c in g  m ix  
e l e m e n t s .
X
J e n t n e r ( 1 9 9 2 ) D e v e l o p m e n t s  w i th i n  th e  
E u r o p e a n  m a r k e t  r e q u i r e  
s t r a t e g i c  r e - e v a lu a t io n s ,  
d i f f e r e n t  s t r a t e g ie s  a r e  
e x p l o r e d .
X
K r e u t z e r  (  1 9 8 9 ) T h e  th r e a t  o f  s u b s t i t u t e s  
i n f l u e n c e  th e  p o te n t ia l  d e g r e e  
o f  p r o d u c t  s t a n d a r d i s a t i o n .
D i f f e r e n t  v a r i a n t s  o f  p r o d u c t  
s t a n d a r d i s a t i o n  a r c  e x p l o r e d .
X
K r e u t z e r  ( 1 9 9 1 ) T h e  m a r k e t i n g  m ix  e l e m e n t s  
h a v e  d i f f e r e n t  p o t e n t i a l s  w i th  
r e g a r d  t o  th e  d e g r e e  o f  
s ta n d a r d i s a t i o n .
It i s  t o  e v a lu a te d  a s  p a r t  a s  a n  
o v e r a l l  s t r a t e g y  i n c lu d in g  th e  
m a r k e t i n g  p r o c e s s  a n d  th e  
c o r p o r a t e  id e n t i ty .
X
M e i s s n e r  ( 1 9 9 1 ) A  g lo b a l  m a r k e t in g  s t r a t e g y  
h a s  t o  b e  e v a lu a te d  o n  th e  b a s i s  
o f  th e  r e le v a n t  s t r a t e g i c  s u c c e s s  
f a c to r s .
S t r a t e g y  p o r t f o l io s  a n d  m a r k e t  
a s p e c t s  a r e  a n a ly s e d .
X
M e f f c r t  a n d  B o lz  
( 1 9 9 5 )
T h e  S ta n d a r d i s a t i o n  o f  th e  
p r o m o t io n  m ix  h a s  a  n e g a t iv e  
im p a c t  o n  p e r f o r m a n c e .
T h e  S ta n d a r d i s a t i o n  o f  th e  
p r o d u c t  a n d  d i s t r i b u t io n  m ix  
h a s  a  p o s i t i v e  im p a c t  o n  
p e r f o r m a n c e ,  ( n o  r e l a t i o n  w a s  
f o u n d  f o r  th e  p r i c in g  
s t a n d a r d i s a t i o n  /  p e r f o r m a n c e )
X
M e f f e r t  ( 1 9 9 1 ) T h r e e  f a c to r s  d e t e r m i n e  a 
s t a n d a r d i s a t i o n  s t r a t e g y :  th e  
g lo b a l i s a t i o n  o f  m a r k e t s ,  
c o m p e t i t i o n  a n d  in d u s t r i e s .
E s p e c ia l l y ,  th e  m a r k e t i n g  
p r o c e s s e s  a n d  th e  c o r p o r a t e  
c u l tu r e  h a v e  to  b e  r e - c o n s id c r .
X
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Table 2.5 (cont'd)
Author(s) Key Findings Empirical Conceptual 1
M ü l le r  a n d  
K o m m e ie r  
( 1 9 9 6 )
T h e  n o t i o n  th a t  g lo b a l  m a r k e t s  
b e c o m e  in c r e a s in g ly  
h o m o g e n e o u s  c a n n o t  b e  
s u p p o r t e d .
S e v e r a l  b a r r i e r s  t o  a  h ig h  
d e g r e e  o f  s t a n d a r d i s a t i o n  a r e  
d i s c u s s e d .
X
M ü l l e r  a n d  
K o m m e i e r  
( 1 9 9 5 )
C u l t u r e  i s  t h e  d e t e r m i n in g  
f a c t o r  w i th  r e g a r d  t o  th e  
i n t e r n a t io n a l  s t a n d a r d i s a t i o n  o f  
m a r k e t i n g  s t r a t e g y .
T h e  c o m p l e x i t y  o f  th e  c u l tu r a l  
c o n s t r u c t  is  a n a ly s e d .
X
M e y e r
( 1 9 7 8 )
H ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  
f o r  p r o d u c t  e l e m e n t s ,  f o l l o w e d  
b y  d i s t r i b u t i o n ,  p r o m o t io n  a n d  
p r i c i n g  m ix  e l e m e n t s .
X
R a fT e c  a n d  
K r e u tz e r  ( 1 9 8 9 )
S u c c e s s  o f  g lo b a l  m a r k e t i n g  
a c t i v i t i e s  d e p e n d s  o n  h o w  
e f f e c t i v e  i t s  o r g a n i s a t i o n a l  
i n c o r p o r a t i o n  is .
V a r i o u s  o r g a n i s a t i o n a l  
p o s s i b i l i t i e s  f o r  th e  
i n c o r p o r a t i o n  o f  g lo b a l  
m a r k e t i n g  a r e  e x p l o r e d .
X
R a i l  ( 1 9 9 1 ) S u p p o r t s  th e  c o n t in g e n c y  
p e r s p e c t i v e  w i th  r e g a r d  to  th e  
i n t e r n a l  o r g a n i s a t i o n  o f  th e  
m a r k e t i n g  p r o c e s s .
D i f f e r e n t  o r g a n i s a t i o n a l  
c o n c e p t s  ( e  g . L e a d  L o c a t io n  
C o n c e p t )  a r e  a n a ly s e d  a n d  
c o m p a r e d .
X
T h e i s  ( 1 9 9 4 ) T h e  s t a n d a r d i s a t i o n  o f  g lo b a l  
a d v e r t i s i n g  is  a  m a t t e r  o f  
d e g r e e .
A  m o d e l  is  s u g g e s t e d  w h ic h  
c o m b i n e s  th e  b e n e f i t  o f  a  
r e d u c t io n  in  t e r m s  o f  c o s t s  
w h i l e  s e c u r i n g  a  h ig h  d e g r e e  o f  
i n t e r n a t io n a l  s u c c e s s .
X
Stegmüller
( 1 9 9 3 )
T h e  s t r u c t u r e  o f  in t e r n a t io n a l  
m a r k e t i n g  a c t i v i t i e s  a r e  
a n a l y s e d  w i th  r e g a r d  to  th e  
c o r p o r a t e  o r i e n t a t i o n  a n d  
v a r i o u s  s t r a t e g i c  l e v e l s .
X
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Table 2.4 and Table 2.5 illustrate the diversity of previous findings. 
Conceptually, different authors place emphasise on different 
standardisation issues. Several authors argue in favour of a certain 
approach towards marketing standardisation which they consider 
desirable (e.g. Baalbaki and Malhorta, 1993, Cavusgil et al, 1993, 
Dunn, 1966, Hout et al, 1982, Kustin, 1994, Rail, 1991, Onkvisit and 
Shaw, 1987, Sheth, 1986, Theis, 1994) and recently, there seems to 
emerge an increased interest in contingency models in order to 
investigate the different internal and external aspects which have an 
impact on the standardisation decision (e.g. Zou et al., 1997, Wang, 
1996).
Other researchers focus on various aspects of the environment which 
influences the international marketing standardisation (e.g. Britt, 
1974, Dunn, 1966, Hill and Kwon, 1992, Meffert, 1991, Meissner, 
1991, Müller and Kornmeier, 1996 and 1995, Jain, 1989, Raaij, 1997, 
Rau and Preble, 1987, Roostal, 1963, Shao et al, 1992, Shoham, 1995, 
Sheth, 1986, Wind, 1986, Zandpour et al, 1994).
In contrast to these areas of key interest studies which concentrate 
primarily on the impact of marketing standardisation on performance 
are fewer (e.g. Meffert and Bolz, 1995, Samiee and Roth, 1992, 
Schneeweiss, 1985, Shoham, 1996, Szymanski et al, 1993). The same 
observation can be made with regard to international studies which 
focus on conceptual frameworks in terms of the marketing
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standardisation (e.g. Zou and Cavusgil, 1996, Zou and Laughlin, 
1996, Wang, 1996, Jain, 1989, Yip, 1989,).
The review of the literature also suggests that the standardisation of 
the actual content of the marketing programme elements (e.g. an 
advertising TV spot) can be considered as being more difficult than 
the standardisation of marketing programme concepts (e.g. advertising 
campaigns) (e.g. Harris, 1994, Meffert, 1991, Quelch and Hoff, 1986).
With regard to the potential for standardising the marketing process a 
similar situation occurs. There seems to be a higher potential for 
standardising the strategic conceptual process than the actual operative 
methods which harmonise the marketing activities in the country 
organisations (Böttcher and Welge, 1994, Jentner, 1992, Walters, 
1986, Miracle, 1968). In comparison to the standardisation potential of 
the marketing programme some authors consider the standardisation 
of the marketing process as having the higher potential to be 
standardised to a high degree (Böttcher and Welge, 1994, Jentner, 
1992, Meffert, 1991, Kreutzer, 1989, Sorenson and Wiechmann, 
1975).
Authors like Rail (1991), Raffee and Kreutzer (1989) and Kreutzer 
(1989) even suggest that the harmonisation of the marketing process is 
potentially more important than the harmonisation of the marketing 
programme. Firstly, this is because the contents of the marketing 
programme is the most difficult to harmonise and secondly because
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one can consider the harmonisation of the marketing process as of 
having a catalyst function for further standardisation activities 
(Meffert, 1991).
The author argues that the harmonisation of management systems in 
the countries often leads to a higher degree of transparency with 
regard to information and thus represents a crucial key with regard to 
the integration of formerly decentrai activities. Therefore, finding the 
most beneficial degree of standardisation of marketing programme 
and process is crucial for the success of a company (e.g. Baalbaki and 
Malhorta, 1993, Wang, 1996, Rail, 1991).
Nevertheless, some authors (e.g. Zou and Cavusgil, 1996 Meissner, 
1991, Raffee and Kreutzer, 1989) argue that a large amount of the 
relevant literature neglects this important internal dimension of 
management systems by focusing on the instrumental level of the 
marketing programme only.
This limits a lot of previous research to an investigation of the 
standardisation of product or price or promotion or distribution or 
single aspects of these marketing mix elements (e.g. Hill and Still, 
1984, Sorenson and Wiechmann, 1975, Walters and Toyne, 1989). 
With regard to these aspects a key interest of many studies remains the 
question to which a standardisation is desirable and feasible (e.g. 
Akaah, 1991, Althans, 1982, Beutelmeyer and Miihlbacher, 1986, 
Bolz, 1992, Cavusgil et al, 1993, Chhabra, 1996, Grosse and Zinn,
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1991, Meyer, 1978, Ozsomeret al, 1991, Rosen et al, 1989, Shao et al,
1992, Sorenson and Wiechmann, 1975, Whitelock and Chung, 1989, 
Whitelock, 1987).
Table 2.6 and Table 2.7 show the findings of some empirical studies 
which explore the degree of the marketing mix standardisation. Table
2.6 concentrates on international studies while Table 2.7 presents the 
findings of German authors.
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2.6 THE DEGREE OF PRODUCT STANDARDISATION
As illustrated by Table 2.2 the general discussion regarding product 
standardisation has attracted a lot of attention (e.g. Baalbaki and 
Malhorta, 1993, Hill and James, 1991, Kustin, 1994, Levitt, 1983, 
Samiee and Roth, 1992, Whitelock, 1987, Zou and Laughin, 1996). 
Some key studies which specifically explore the degree of product 
standardisation as part of the marketing programme are shown in 
Table 2.6 and Tale 2.7 (e.g. Akaah, 1991, Althans, 1982, Bolz, 1992, 
Beutelmeyer and Mtihlbacher, 1986, Chhabra, 1996, Grosse and Zinn, 
1991, Ozsmer et al, 1991, Sorenson and Wiechmann, 1975).
The literature review reveals differences not only with regard to the 
degree of the standardisation but also with regard to the notion of what 
a standardised product is. While authors like Jeannet and Hennessey 
(1992) differentiate between customised and standardised products 
other authors like Toyne and Walters (1990) primarily differentiate 
between
• uniform products
• modified products
While uniform products are considered by the authors to be identical 
regardless of the target market the modified products are similar to a 
very high degree and characterised by some minor country-specific 
changes only. In contrast to these two options the adapted products are
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specifically developed with regard to the special requirements of 
different country markets. The choice to adapt products to the specific 
country needs is based on the notion that the impact o f  the barriers of 
standardisation is too high to pursue the first two options (e.g. Bolz, 
1992, Toyne and Walters, 1990, Kreutzer, 1989).
2.6.1 UNIFORM PRODUCTS
There are different approaches which can be pursued to reach an 
uniform product which serves all target markets. Perlmutter (1969) 
describes one possible approach by presenting an ethnocentric 
standardisation approach. A company which follows this way 
transfers a product or an entire product concept unchanged to other 
country markets after this product has been successful in the home 
market. An advantage of this approach is that the additional sales 
which are generated abroad come with rather low cost which makes 
this export-orientated strategy attractive to a certain degree (e.g. 
Meffert and Bolz, 1995, Bolz, 1992, Kreutzer, 1989).
Another option to achieve a degree of product uniformity is the 
“premium prototype approach” (Walters and Toyne, 1989, page 39). 
By pursuing this approach a company develops a product which 
targets the high price segment. Then this product is distributed 
unchanged to other country markets. The high potential for 
standardisation of products in this segment is considered to have 
different reasons. Levitt (1983) argues that the target group for luxury 
goods is very similar across different markets. Kreutzer (1989)
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stresses with regard to the high standardisation potential of luxury 
goods that the threat of substitution is rather low in this segment 
especially as long as they are innovative and benefit from some 
advantages related to image such as a positively perceived country of 
origin.
The third option in terms of developing uniform products is the 
approach which takes into account the requirements of a large number 
of different target markets. The similarities of these countries are 
evaluated and the product might be modified in the sense of the 
common denominator approach (Bolz, 1992). Baden Fuller and 
Stopford (1988) as well as Kreutzer (1989) describe a slightly 
different execution of this approach in which almost all requirements 
of the different markets are collected and implemented in one product 
resulting in a product which offers more to each group of the national 
consumers. Kreutzer (1989) states that the comparably high costs of 
such an interpretation of the common denominator approach will be 
compensated by positive economy of scale effects.
2.6.2 MODIFIED PRODUCTS
The aim which a company pursues with modified products is to 
combine the advantages of a highly standardised approach with the 
advantages which arise by taking into account major needs of key 
markets (Walters and Toyne, 1989). The main approach to achieve 
this aim is to utilise specific modules of regional or global core
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products which can be modified to specific country market 
requirements as often used in the car industry (Bolz, 1992).
Another approach towards modified products is a built-in-flexibility 
which enables the company to offer the product in different target 
markets (Kreutzer, 1989). The author illustrates the advantages of this 
built in flexibility with examples from the electronic industry which 
frequently uses this approach. The changeable voltage of many 
electronic devices such as shavers, for instance, serve as good 
examples for this product strategy.
These different options in terms of the product aspect aim to achieve a 
high degree of product standardisation and indeed empirical findings 
show that the marketing category which is found to be standardised to 
the highest degree in all studies refers to product mix elements (e.g. 
Akaah, 1991, Bolz, 1992, Chhabra, 1996, Sorenson and Wiechmann, 
1975).
The findings of Akaah (1991) suggest that the high degree of product 
mix standardisation is followed by the standardisation of the pricing 
mix. The categories which are standardised to a lower extent are the 
distribution and the pricing mix in this ranking order. The same 
ranking order was found by Chhabra (1996).
Ozsomer et al (1991) found a different ranking order in terms of the 
degree of marketing programme standardisation. While the product
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mix remains the category which is standardised to the highest degree 
as in the other findings the category which were standardised to the 
second highest degree was the promotion category, followed by the 
distribution and the pricing programme. The same order was found in 
the studies of Sorenson and Wiechmann (1975), Althans (1982) and 
partly by Grosse and Zinn (1991) who found the product category to 
lead the promotion mix.
However, most German studies show a different pattern. Beutelmeyer 
and Miihlbacher (1986) also found that the product mix was 
standardised to the highest degree but in their findings it was followed 
by the distribution mix and the promotion category. The pricing mix 
was standardised to the lowest extent. These findings regarding the 
ranking order arc supported by the findings of Bolz (1992) and Meyer 
(1978). These findings are summarised in Table 2.8.
Proposition PI-1 was formulated to test the above findings with regard 
to the German companies of this study:
Proposition P 1-1
The highest level o f  standardisation within the marketing mix 
categories is likely to be found in the product mix category (e.g. 
Akaah, 1991, Bolz, 1992, Chhabra, 1996, Grosse and Zinn, 1991, 
Ozsrner et al, 1991, Shohant 1995, Sorenson and Wiechmann, 1975).
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Table 2.8 presents the ranking order in terms of the degree of the 
marketing programme categories of previous studies. The higher the 
degree of standardisation the lower the ranking number ( a “ 1” 
represents the highest degree of standardisation).
Table 2.8: Ranking order in terms of the Degree of Standardisation|s
STUDY
Akaah
(1991),
Chhabra
(1996),
Shoham
(1996)
Althans 
(1982), 
Ozsmer et al 
(1991), 
Sorenson & 
YYicchmann 
(1975)
Beutelmeyer & 
Mühlbacher 
(1986), 
Bolz 
(1992), 
Meyer 
(1978)
Highest degree of 
Standardisation
Product Product Product
t
Pricing Promotion Distribution
1 Distribution Distribution Promotion
Lowest degree of 
Standardisation
Promotion Pricing Pricing
Table 2.8 illustrates that in all key studies which were investigated the 
product category shows the highest degree of standardisation. It also 
indicates that for the other categories there are different patterns but 
many studies found a low degree of standardisation with regard to the 
price category. Most German findings suggest that companies 
standardise their products to the highest degree followed by 
distribution, promotion and pricing mix (e.g. Bolz, 1992, Beutelmeyer 
and Miihlbacher, 1986, Meyer, 1978).
T h e  s tu d i e s  o f  B o d d c w y n  e l  a l  ( 19 8 6 ) ,  G r o s s e  a n d  Z i n n  ( 1 9 9 1 )  a n d  S c h u s t e r  a n d  
B o d k in  ( 1 9 8 7 )  w e r e  n o t  c o n s i d e r e d  b e c a u s e  th e y  d id  n o t  c o v e r  a l l  c a t e g o r i e s .
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With regard to specific elements of the product dimension the study of 
Sorenson and Wiechmann (1975) found the highest degree of 
standardisation (81%) with regard to product features. The lowest 
degree of product feature standardisation was found by Chhabra 
(1996) who reported that only a third (34%) of the companies 
standardise this aspect of the marketing mix. Other international 
studies report percentages around 50 % (e.g. Schuster and Bodkin, 
1987, 53%; Hill and Still, 1984, 42-67%; Weinrauch and Rao, 1974, 
45%).
The German studies tend to show a standardisation level which is 
even slightly higher. As Table 2.7 illustrates Beutelmeyer and 
Miihlbacher (1986) report a percentage of 93% and Althans (1982) a 
similar high degree (92%). Bolz (1992) found that 71% of the German 
firms standardised their product features. The lowest level reported 
was 45% (Meyer, 1978).
The degree to which the brand name is standardised tends to be even 
higher both, in international as well as in German studies. The 
findings of Chhabra (1996) as well as the ones by Sorenson and 
Wiechmann (1975) suggest a standardisation level of 93%. Althans 
(1982) findings are even higher (95%) while Beutelmeyer and 
Miihlbacher (1986) are slightly lower (91%). The lowest level of 
brand name standardisation was observed by Boddewyn et al (1986) 
who found that 35-50% of the firms standardised their brand name.
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Based on this observation proposition P 1-2 was put forward to 
confirm these findings with regard to the top 500 German firms.
Proposition P 1-2
Within the product elements the “brand name“ will be standardised 
to a very high degree that is higher than the degree o f most other 
product elements (Chhabra, 1996, Sorenson and Wiechmann, 1975, 
Althans, 1982, Beutelmeyer and Miihlbacher, 1986).
Several authors have stressed the importance of a harmonised brand 
name with regard to the standardisation of other marketing mix 
elements and particular in terms of German companies that a very 
similar degree of standardisation can be expected for the product 
quality because German companies primarily compete on the quality 
of their products (Bolz, 1992, Shaw, 1994, Simon, 1990, Meffert and 
Althans, 1982, Ricks, 1983). This aspect will therefore be explored in 
detail in chapter five.
2.7 THE DEGREE OF PRICE STANDARDISATION
With regard to the standardisation of the price category Table 2.8 
shows that the findings of previous studies are mixed. The findings of 
Akkah (1991), Chhabra (1996) and Shoham (1996) suggest a rather 
high standardisation potential but all other studies observe a low 
degree of standardisation (e.g. Bolz, 1992, Ozsmer et al, 1992, 
Sorenson and Wiechmann, 1975).
56
Chapter Two: Marketing Standardisation
Nevertheless, the literature suggests various aspects which make the 
quest for a price standardisation desirable (e.g. Buzzell, 1968, 
Terpstra, 1978, Kahmann, 1972):
• decrease of re-imports and company-internal competition
• decrease of confusion of customers
• consistent image positioning
One major advantage which a standardised approach towards the price 
elements offers is the potential decrease with regard to parallel 
imports and company-internal competition. Authors like Buzzell 
(1968), Terpstra (1987)and Kahmann (1972) argue that only a high 
degree of harmonisation of the price elements ensures that no 
competition arises between different country organisations, licensees 
or wholesalers. This aspect becomes the more important the more a 
company sells its products or services to customers which operate 
internationally themselves (Kahmann, 1972).
The issue of pricing is also very much related to the problem of 
parallel imports. These grey imports can always emerge if differences 
in price elements exist between markets which are geographically 
close and in which there is a permanent transfer of information and 
goods under low legal restrictions (Duhan and Sheffet, 1988, Phillips 
et al, 1994, Weiss, 1982). The authors stress that parallel imports do 
not only represent a major threat to the profit of a company concerned 
but that they also represent a threat to the image of the firms.
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Therefore, authors like Cavusgil and Sikora (1988) argue not to be 
concerned with the legal system alone but to take (management-) 
action steps while authors like Cecchini (1988) argue in favour of a 
high degree of price standardisation within specific regions which 
decrease the attractiveness of grey imports.
Channon and Jalland (1979) state that a company which sells similar 
or uniform products at different price levels in different markets risks 
to confuse their customers. Significant differences can also undermine 
the credibility of the company. Kahmann (1972) argues in the same 
direction. The potential damage and confusion is likely to be the 
higher the more the company offers their products in the same retail 
organisations. Kreutzer (1989) argues that this situation gets even 
more problematic if the retail organisations themselves operate on a 
higher degree of price standardisation.
Various authors (e.g. Blackwell et al, 1991, Buzzell, 1968, Peebles, 
1989) stress that consistent image positioning is one of the major 
advantages which the standardisation o f the marketing mix elements 
offers. This notion includes the standardisation of the price elements 
which have a high share of importance in terms of the image of a 
company. Kreutzer (1989) argues that even price differences in certain 
markets which are based on objectively high costs due to aspects like 
higher tax or high transport costs represent a major threat to the aim of 
consistency in image perception. The author suggests to communicate
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the reasons for the differences to remain credible with regard to the 
target groups.
But despite these potential benefits of a high degree of price 
standardisation, the findings which suggest a low potential for 
standardisation in this marketing programme category must have 
reasons they are based on. Different authors (e.g. Cateora and Hess, 
1979, Cannon, 1985, Segler, 1986) stress that aspects such as costs for 
transportation, for tax, tariffs and an increased number of middlemen 
in different country markets can increase the difference between the 
price in the home and in the target markets. Moreover, there might be 
different retail margins and legal requirements in terms of product 
liability which have to be considered to a high degree in certain 
markets like the USA, for instance, in which the legal regulations 
regarding product liability are extremely strict (Schilling and 
Joerissen, 1988). There are more aspects such as currency fluctuations 
and political risks which might require additional financial reserves 
which will increase costs and thus reduce the potential for a high 
degree of price standardisation (Muller and Kommeier, 1996, Bolz, 
1992). Terpstra (1987) argues with regard to markets with extreme 
changes in inflation rates in favour of specific calculation schemes.
Phillips et al (1994) stress the importance of the issue of perceived 
value for money in different country markets. They illustrate the 
example of Mark and Spencer's higher prices for high quality food in 
the UK which could not be transferred to other markets because of
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different price/quality relations among consumers. This example also 
emphasises the importance of the consumers' response. In different 
country markets there are different perceptions of risks when buying a 
product which differentiates the willingness to pay a certain price (e.g. 
Cunningham, 1967). Finally a barrier for a high degree of price 
standardisation is given in the different macro-economic aspects such 
as the purchasing power of consumers in different country markets 
which will influence the demand/supply structure and the product life 
cycle of the product (Jeannet and Hennessey, 1992, Phillips et al, 
1994). Kreutzer (1989) stresses that these aspects have an impact on 
the prices of the competitors which also determines the degree of price 
standardisation.
Based on the above discussion and the findings of previous studies the 
following proposition is going to be tested in this study.
Proposition P 1-3
The price elements show a lower degree o f standardisation than the 
product elements because its potential for a high degree of 
standardisation is extremely sensitive to limiting factors such as the 
marketing infrastructure o f the host markets (Shoham, 1995, 
Alihans, 1982, Beutelmeyer and Miihlbacher, 1986, Boh, 1992, 
Meyer, 1978, Ozsnter et al, 1991, Sorenson and Wiechmann, 1975).
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2.8 THE DEGREE OF DISTRIBUTION STANDARDISATION
Hamel and Prahalad (1985) argue that the standardisation of the 
distribution elements are primarily concerned with the choice of 
identical distribution channels. The authors argue that “an investment 
in world-scale manufacturing, when not linked to an investment in 
global distribution, presents untenable risks” (Hamel and Prahalad, 
1985, page 146).
But similar to the potential for the standardisation with regard to 
prices the distribution elements are thought of as having a rather low 
potential for standardisation (e.g. Bolz 1992, Kreutzer, 1989, Shoham, 
1995). As Table 2.8 illustrates the findings of authors like Akaah 
(1991), Chhabra (1996) and Ozsmer et al (1991) lend support to this 
notion.
In most empirical studies the level of standardisation of the 
distribution mix and the price category follow each other because o f 
their highly similar potential for standardisation (Akaah, 1991, 
Althans, 1982, Chhabra, 1996, Shoham, 1996, Ozsmer et al, 1991, 
Sorenson and Wiechmann, 1975). In some studies the differences are 
minimal (e.g. Shoham, 1996).
This observation appears to be primarily based on the fact that the 
standardisation of distribution elements heavily relies on existing 
market structures and in many cases on the dependence on other local
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companies to perform distribution services abroad. Aspects which 
were also discussed in the section of the price standardisation. Phillips 
et al (1994) point out that the majority of companies in non-domestic 
markets are unlikely to be able to claim distribution channel 
leadership which makes them vulnerable to pressure from other 
companies.
Therefore, authors like Bolz (1992), Meffert and Althans (1982) and 
Quelch and Hoff (1986) mention the concept of franchising as a way 
to combine a highly standardised distribution approach with a large 
amount of control with country specific components of the country 
markets. Bolz (1992) argues that otherwise a major restrain might 
arise from the unwillingness of mighty national outlet chains to co­
operate which might lead to either restricted distribution or to 
relatively high costs resulting from the need to buy shelf places in the 
stores.
If a direct distribution channel with its advantages of direct control 
and a higher potential for standardisation is not possible an indirect 
distribution approach has to be considered. The methods and key 
criteria for selecting the channels vary but the primary factors are 
related to costs, capital, control, coverage, character and continuity 
issues (Cateora, 1990, Czinkota and Ronkainen, 1990, Phillips et al, 
1994, Usunier, 1993).
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But Baden Fuller and Stopford (1988) illustrate with their research 
into household goods in Europe how different the importance of 
various distribution channels can be even within a single region which 
limits the potential of a high degree of distribution standardisation 
(table 2.9).
Table 2.9: Distribution Channels of Household Goods (in %) 
in European Key Markets (source: Baden Fuller and Stopford, 1988)
Germany France Italy UK
Department
Stores
40-50 45 5-10 70
Specialists
Dealers
25-35 25
80-90 20
Wholesale
Dealers
25-35 30
Mail-order
Selling
Unknown Unknown 5-10 10
Based on these limiting factors and the empirical findings of authors 
like Akaah (1991), Chhabra (1996) and Shoham (1996) the following 
proposition was formulated to be tested in this study:
Proposition P 1-4
The distribution elements have a lower degree o f standardisation 
potential than the product elements by showing a similar 
standardisation level as the price elements due to their comparable 
sensitivity towards the marketing infrastructure o f the overseas 
markets (Akaah, 1991, Althans, 1982, Chhabra, 1996, Shoham, 
1996, Ozsmer et al, 1991, Sorenson and Wiechmann, 1975).
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Another important aspect related to the distribution elements is the 
management of the sales force whose personnel might possess 
different cultural expectations (Honeycutt and Ford, 1995). The 
authors state with regard to management of the sales force and the 
organisation of the sales regions that “to automatically assume that 
what has worked in one country will work in another can lead to 
disastrous results” (Honeycutt and Ford, 1995, page 135).
Hill et al (1991) emphasise that firms in international markets often 
organise their sales forces similar to domestic structures, regardless of 
differences. There are various means (e.g. products, customers, 
concentration of distribution outlets) by which the sales force can be 
organised but one of the most common approaches is to organise the 
sales force along geographical territories within a specific region or 
country market (Churchill et al, 1993).
But while the approach to organise the sales force along geographical 
territories might offer a certain potential for standardisation the 
management of the sales force with regard to aspects such as 
motivation, compensation and training differ greatly throughout 
culturally diverse markets (Cundiff et al, 1988, Hill et al, 1991, 
Honeycutt and Ford, 1995).
Empirical findings regarding this aspect are rare but they suggest a 
rather limited potential for standardisation as conceptually anticipated 
above. Akaah (1991) found a medium to low degree of standardisation
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while Meyer (1978) found that only 20% of companies standardise 
this aspect. Medium levels of sales force standardisation are reported 
by Ozsmer et al (1991) and Chhabra (1996). The only high degree of 
standardisation was found in the study of Sorenson and Wiechmann 
(1975) which observed that 74% of their firms standardised this 
aspect.
Based on these empirical findings and the conceptual factors as 
discussed the following proposition was put forward:
Proposition P 1-5
Within the distribution elements the “management o f the sales 
force “ is likely to he standardised to the lowest degree because of the 
predominant dependence on different cultural expectations o f the 
sales personnel as well as due to differences in the market structures 
(Akaah, 1991, Baden Fuller and Stopford, 1988, Honeycutt and 
Ford, 1995, Hill et al, 1991, Meyer, 1978).
2.9 THE DEGREE OF PROMOTION
STANDARDISATION
Companies use their promotion mix elements which include various 
aspects like advertising, personal selling or sales promotion with the 
aim to communicate with their various publics (Kotler, 1996). As 
Table 2.8 illustrates companies approach this issue with regard to the
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degree of standardisation very differently. There are studies which 
found the promotion category to be the one which is standardised to 
the second highest degree compared to the other categories (e.g. 
Ozsomer et al, 1991, Sorenson and Wiechmann, 1975) but there are 
also studies which suggest that the potential for a high degree of 
promotion standardisation is rather limited (e.g. Chhabra, 1996, 
Shoham, 1996, Shao et al, 1992).
Nevertheless, authors like Meffert and Althans (1982) emphasise the 
need for companies to use the promotion elements to positively 
influence actual and potential customers in the home market as well as 
in overseas markets. They argue that the standardisation of the 
promotion mix elements can lead to a reduction in (production) costs 
especially with regard to advertising (e.g. Elinder, 1961, Fatt, 1967).
But in addition to a decrease in development costs of promotion 
campaigns a standardisation of promotion elements offers the chance 
to build a more homogeneous perception of the brand on a world-wide 
basis (e.g. Blackwell et al, 1991, Levitt, 1983, ). This can have another 
positive effect in terms of a decrease of irritation of the consumers 
which might be otherwise produced through frontier-crossing 
promotion messages with a different focus (Müller and Kommeier, 
1996).
Tietz and Zentes (1980; page 399) summarise the potential advantages 
of standardised promotion elements as
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• reduction of the overall costs
• regional/global use of successful advertising ideas
• development of an uniform corporate image
• more efficient utilisation of the promotion budget
• opportunity to use cross-border media
These potential advantages of this approach probably are the reason 
why the standardisation of the promotion elements has attracted such a 
large amount of research interest, (e.g. Althans, 1982, Elinder, 1961, 
Fatt, 1967, Harris, 1994, Hite and Fraser, 1988, Kanso, 1992, Kaynak, 
1989, Landwehr, 1988, Peebles et al, 1977, Roostal, 1963, Steffens, 
1982, Theis, 1994, Tostmann, 1985, Whitelock et al, 1995, Zandpour 
et al., 1994).
However, several authors stress that there are also a number of aspects 
which limit the use of a standardised approach (e.g. Boddewyn et al, 
1986, Britt, 1974, Onkvisit and Shaw, 1987, Raaij, 1997, Shao et al., 
1992, Whitelock and Chung, 1989). Authors like Bolz, 1992, Chhabra 
(1996), Kreutzer (1991), Meffert (1991) and Hensmann (1989) 
emphasise differences with regard to the media structure which exist 
within regions such as Europe which limit a standardised approach 
towards promotion elements. Other authors strengthen this notion by 
stressing that the specific retail structures of country markets as well 
as different legal restrictions have an important impact on the degree 
o f  standardisation with regard to sales promotion activities (e.g. 
Müllerand Kornmeier, 1995, Walters, 1986).
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Taking into account the potential benefits as well as the barriers it 
does not surprise that the findings are mixed as Table 2.6 and Table
2.7 show. With regard to the standardisation of promotion Shoham 
(1995) found that the scope of complete promotion standardisation 
varied from 60% (Schuster and Bodkin, 1987) to just 13% (Boddewyn 
et al, 1986) while the range of complete standardisation of specific 
promotion elements varied from 43-71 %. Within these extremes the 
findings of Chhabra (1996) suggest a medium degree of 
standardisation of 48%, the same level of standardisation was found 
by Weinrauch and Rao (1974). Based on these findings the following 
proposition is suggested for testing in the process o f this study:
Proposition P 1-6
The promotion category will be standardised to a medium to high 
degree but lower than the product category acknowledging that 
several advantages can be achieved by a promotion standardisation 
(Althans, 1982, Beutelmeyer and Miihlbacher, 1986, Boh, 1992, 
\ f  tiller and Kornmeier, 1996, Ozsmer et al, 1991).
Within the promotion category the international as well as German 
findings all suggest that the promotion element which is standardised 
to the highest degree is the advertising message. Table 2.6 illustrates 
this for the studies of Akaah (1991), Ozsmer et al (1991) and 
Sorenson and Wiechmann (1975). Table 2.7 supports this notion with 
regard to the findings of Althans (1982), Bolz (1992) and Beutelmeyer
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and Miihlbacher (1986). However, the level of standardisation varies 
considerably between the studies though.
The highest degree of advertising standardisation was found in the 
studies of Beutelmeyer and Miihlbacher (1986) who reported 75% 
which is similar to the findings of Sorenson and Wiechmann (1975) 
who observed 71%. Althans (1982) found that 65% standardised their 
message while the lowest degree was found by Bolz (1992) who saw 
only 32% of German companies to standardise their advertising 
message but even this low level was higher than the other promotion 
elements measured in his studies (e.g. sales promotion: 16%). Based 
on these findings proposition P 1-7 was formulated to be confirmed 
with regard to the German companies of this study:
Proposition P 1-7
Within the promotion elements the “advertising message“ will be 
standardised to the highest degree (Akaah, 1991, Bolz, 1992, 
Beutelmeyer and Miihlbacher, 1986, Kreutzer, 1989, Ozsmer et al, 
1991, Sorenson and Wiechmann, 1975, Theis, 1994).
Nevertheless, as stated above one has to be aware of the limitations of 
the findings as presented in Table 2.6, Table 2.7 and Table 2.8: The 
underlying surveys were not consistent and varied in important 
aspects such as their scope or the choice of industry. As also indicated 
one must be rather careful with an evaluation of the degree of 
marketing standardisation based on single aspects of product, price.
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promotion and distribution elements as it can be misleading in the 
sense that it might neglect the overall marketing standardisation 
strategy of the firms (e.g. Bolz, 1992, Kreutzer, 1989). An evaluation 
of the degree of the marketing process is even more difficult because 
studies which explored this aspect empirically are hardly existing so 
far. There is not only a predominance towards conceptual studies in 
this area but also towards German studies which tend to place more 
emphasis on this issue than the international literature (e.g. Bolz, 
1992, Becker, 1991, Kreutzer, 1989, Meffert, 1986).
2.10 POTENTIAL BENEFITS OF MARKETING
STANDARDISATION
Based on an extensive literature review the benefits of marketing 
standardisation can be condensed to issues related to costs benefits, 
management efficiency and consistent brand image and appearance 
(e.g. Bolz, 1992, Buzzell, 1968, Kreutzer, 1989, Levitt, 1983, Ohmae, 
1989, Peebles, 1989, Quelch and Hoff, 1986, Kirpalani et al, 1988). 
The related disadvantages can be summarised by issues addressing 
conflicts between the headquarters and the country organisations as 
well as the arguably limited use of highly standardised approaches due 
to various barriers to marketing standardisation such as cultural 
factors, legal regulations, technical as well as competition-related 
factors (e.g. Muller and Kommeier, 1996, Shoham, 1995, Hill and 
Kwon, 1992).
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2.10.1. COST REDUCTION
The positive impact of marketing standardisation on costs has been a 
key argument for the proponents of a standardisation approach right 
from the beginning of the marketing standardisation debate (Buzzell, 
1968, Elinder, 1961, Kirpalani, 1988). This notion has been strongly 
identified with the work of Levitt (1983). The underlying premise of 
this notion is that world markets converge due to homogenising 
consumer preferences through aspects such as increased access to 
communication or decreased travel costs (Buzzell, 1968, Levitt, 1983, 
Ohmae, 1989, Porter, 1986). This leads to the emergence of 
homogeneous cross-country market segments. Based on this premise 
several authors argue in favour of a standardisation stressing the 
theory of economies of scale (Levitt, 1983, Porter, 1980, 1985) which 
can be challenged (Whitelock and Pimblett, 1997).
This cost benefit can include all areas of the marketing mix but in 
particular promotion and advertising activities (Hout et al 1982, 
Quelch and Hoff, 1986). Porter (1986) adds to this discussion that 
marketing standardisation also has the potential to enhance product 
quality through a stronger focus on the various operations in the value 
chain (Porter, 1985, 1986, Yip, 1989). Moreover, authors like Meffert 
and Bolz (1995) argue that the cost argument is based on the notion 
that a standardised marketing approach will lead to the accumulation 
of experience and economies of scale effects which can offer cost 
advantages in comparison to competitors. These advantages can be
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even transformed into price advantage in comparison to competitors 
which will lead to a high market share and to high profitability (e.g. 
Levitt, 1983, Porter, 1985, 1986).
2.10.2 INCREASED MANAGEMENT EFFICIENY
Buzzell (1968) and Quelch and Hoff (1986) emphasise the improved 
management efficiency which a standardised approach can generate in 
terms of a strong influence of the headquarters on the immediate 
implementation of marketing activities in the country markets. 
However, this benefit of an improved execution efficiency also 
includes a large potential for conflicts between the country 
organisations and headquarters (Peebles, 1989, Quelch and Hoff, 
1986, Wiechmann and Pringle, 1979).
Meanwhile, Martinez and Jarillo (1989) argue that the complexity and 
uncertainty of an international environment requires rather informal 
co-ordination and control mechanisms as opposed to the high levels of 
formalisation and centralisation as found in globally orientated 
organisations. Thus, the environmental aspect can threaten an 
increased management efficiency when it is based on a high degree of 
formalisation (Roth et al, 1991). Other findings (e.g. Hedlund, 1994, 
Hedlund, 1993, Hedlund and Riddersdale, 1992, Macharzina, 1992) 
strengthen the notion that informal exchange of information and cross- 
departmental relations built on consensus gain increasing importance 
within companies which operate internationally. This can be
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interpreted as a challenge to the notion that a key benefit of 
standardisation is an increased management efficiency.
2.10.3 CONSISTENT BRAND IMAGE
Another major benefit of marketing standardisation is the notion of a 
consistent brand image (e.g. Blackwell et al, 1991, Buzzell, 1968, 
Peebles, 1989, Peebles et al, 1977). The advances in communication 
and transportation systems around the world enables consumers to 
easily access information across national boundaries. If a company 
pursues a highly standardised approach it can minimise the risk of 
confusing consumers about the brand’s core benefits as well as 
minimising the risk of parallel imports (e.g. Kreutzer, 1989). Sorenson 
and Wiechmann (1975) argue that standardised branding offers a 
greater protection from fake products which can harm the consumer 
perception since the imitations are typically of low price and low 
quality.
Kreutzer (1989) highlights the importance of a highly standardised 
price with regard to companies which very strongly depend on brand 
image. He argues that even decreased profit margins due to increased 
cost through increased transportation costs in some markets should be 
tolerated in order to be able to benefit from a consistent image 
position. Otherwise the company risks suffering confused and 
discontented consumers (e.g. Channon and Jalland, 1979, Kahmann, 
1972). Despite all these benefits there are various barriers which affect
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different aspects of the marketing programme. Several researchers 
(e.g. Bolz, 1992, Cavusgil et al, 1993., Harris, 1994, Kreutzer, 1989, 
Walters, 1986) argue that the benefits and the degree of a marketing 
standardisation depends on several contingency variables which are 
explored in the following section.
2.11 CONCLUSIONS
This chapter gave an overview on the theoretical background of this 
research. It presents the place of this study in the context of the overall 
globalisation debate, defines the key term marketing standardisation 
for the further use in this thesis and presents the potential benefits of a 
successfully implemented marketing standardisation. Based on the 
extensive review of the relevant literature it is demonstrated that the 
key question in this debate is not whether or not a company should use 
a standardisation or rather an adaptation approach towards its 
international marketing activities but that it is a matter of degree.
The management has to be clear about the specific answers for their 
particular organisations but in any case the reasonable degree of 
marketing standardisation is dependent on various contingency factors 
which will be examined in detail in next chapter by applying the 
conceptual framework of Jain (1989). In the following tables the 
propositions are summarised. Table 2.10 presents the propositions 
P 1-1 to P 1-7 which relate to the first theoretical block of the 
literature review and thus to the degree of the standardisation.
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Table 2.10: Propositions relating to the Degree of Marketing 
Standardisation
P r o p o s i t i o n s  ( P  I )  T h e  D e g r e e  o f  M a r k e t i n g  S t a n d a r d i s a t i o n1
p t-i T h e  h ig h e s t  le v e l  o f  s t a n d a r d i s a t i o n  w i th i n  th e  
m a r k e t i n g  m ix  c a t e g o r i e s  i s  l i k e l y  to  b e  f o u n d  in  th e  
p r o d u c t  m ix  c a t e g o r y  ( A k a a h ,  1 9 9 1 , B o lz ,  1 9 9 2 , 
C h h a b r a ,  1 9 9 6 , G r o s s e  a n d  Z i n n ,  1 9 9 1 , O z s m e r  e t  a l ,  
1 9 9 1 , S h o h a m  1 9 9 5 , S o r e n s o n  a n d  W i e c h m a n n ,  1 9 7 5 ) .
P 1-2 W ith in  th e  p r o d u c t  e l e m e n t s  t h e  " b r a n d  n a m e “  w i l l  b e  
s t a n d a r d i s e d  t o  a  v e r y  h ig h  d e g r e e  th a t  i s  l i k e ly  t o  b e  
h ig h e r  t h a n  th e  d e g r e e  o f  m o s t  o t h e r  p r o d u c t  e l e m e n t s  
( C h h a b r a .  1 9 9 6 ,  S o r e n s o n  a n d  W i e c h m a n n .  1 9 7 5 ,  
A l ih a n s ,  1 9 8 2 , B e u t c lm e y c r  a n d  M i ih lb a c h e r .  1 9 8 6 ) .
P 1-3 T h e  p r i c e  e l e m e n t s  s h o w  a  l o w e r  d e g r e e  o f  
s t a n d a r d i s a t i o n  th a n  th e  p r o d u c t  e l e m e n t s  b e c a u s e  i t s  
p o te n t ia l  f o r  a  h ig h  d e g r e e  o f  s t a n d a r d i s a t i o n  is  
e x t r e m e l y  s e n s i t i v e  to  l i m i t i n g  f a c to r s  s u c h  a s  th e  
m a r k e t i n g  i n f r a s t r u c tu r e  o f  t h e  h o s t  m a r k e t s  ( S h o h a m ,  
1 9 9 5 , A l th a n s ,  1 9 8 2 . B e u t e l m e y c r  a n d  M i ih l b a c h e r ,  
1 9 8 6 , B o lz ,  1 9 9 2 , M e y e r ,  1 9 7 8 ,  O z s m e r  e t  a l ,  1 9 9 1 ,  
S o r e n s o n  a n d  W i c c h m a n n ,  1 9 7 5 ) .
P 1-4 T h e  d i s t r i b u t io n  e l e m e n t s  h a v e  a  l o w e r  d e g r e e  o f  
s t a n d a r d i s a t i o n  p o te n t ia l  th a n  th e  p r o d u c t  e l e m e n t s  b y  
s h o w i n g  a  s im i l a r  s t a n d a r d i s a t i o n  le v e l  a s  t h e  p r i c e  
e l e m e n t s  d u e  to  t h e i r  c o m p a r a b l e  s e n s i t i v i t y  t o w a r d s  
th e  m a r k e t i n g  in f r a s t r u c tu r e  o f  th e  o v e r s e a s  m a r k e t s  
( A k a a h ,  1 9 9 1 , A l th a n s ,  1 9 8 2 ,  C h h a b r a ,  1 9 9 6 , S h o h a m ,  
1 9 9 6 , O z s m e r  c t  a l ,  1 9 9 1 , S o r e n s o n  a n d  W i e c h m a n n ,  
1 9 7 5 ) .
P l-S W ith in  th e  d i s t r i b u t io n  e l e m e n t s  th e  “ m a n a g e m e n t  o f  
th e  s a le s  f o r c e "  is  l i k e ly  t o  b e  s t a n d a r d i s e d  to  th e  
l o w e s t  d e g r e e  b e c a u s e  o f  t h e  p r e d o m in a n t  d e p e n d e n c e  
o n  d i f f e r e n t  c u l tu r a l  e x p e c t a t i o n s  o f  s a l e s  p e r s o n n e l  a s  
w e l l  a s  d u e  to  d i f f e r e n c e s  i n  m a r k e t  s t r u c t u r e s  ( A k a a h .  
1 9 9 1 , B a d e n  F u l le r  a n d  S t o p f o r d ,  1 9 8 8 , H o n e y c u t t  a n d  
F o r d ,  1 9 9 5 , H i l l  e t  a l ,  1 9 9 1 ,  M e y e r ,  1 9 7 8 ) .
P 1-6 T h e  p r o m o t io n  c a t e g o r y  w i l l  b e  s t a n d a r d i s e d  to  a  
m e d iu m  to  h ig h  d e g r e e  b u t  l o w e r  th a n  th e  p r o d u c t  
c a t e g o r y  a c k n o w l e d g in g  th a t  s e v e r a l  a d v a n ta g e s  c a n  b e  
a c h i e v e d  b y  a  p r o m o t io n  s t a n d a r d i s a t i o n  ( A l t h a n s ,  
1 9 8 2 , B c u t e lm e y e r  a n d  M i i h l b a c h e r ,  1 9 8 6 ,  B o lz ,  1 9 9 2 , 
M i i l l e r a n d  K o m m c ie r ,  1 9 9 6 ,  O z s m e r  e t  a l ,  1 9 9 1 ) .
P 1-7 W i th in  th e  p r o m o t io n  e l e m e n t s  t h e  “ a d v e r t i s i n g  
m e s s a g e "  w i l l  b e  s t a n d a r d i s e d  to  th e  h ig h e s t  d e g r e e  
( T h c i s ,  1 9 9 4 , A k a a h ,  1 9 9 1 ,  B o lz ,  1 9 9 2 , B c u t c lm e y e r  
a n d  M i ih lb a c h c r ,  1 9 8 6 , K r e u t z e r ,  1 9 8 9 , O z s m e r  c t  a l ,  
1 9 9 1 , S o r e n s o n  a n d  W i c c h m a n n ,  1 9 7 5 ) .
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CHAPTER THREE CONTINGENCY FACTORS OF
MARKETING
STANDARDISATION
3.1 INTRODUCTION
The contingency variables are often discussed with a focus on external 
factors since the early discussion was very much influenced by the 
work of Buzzell (1968). He was the first to classify common 
contingency variables in this debate by differentiating them into 
categories such as market characteristics, market institutions, industry 
conditions and legal requirements.
Other authors have acknowledged these factors but have added more 
variables which they consider as being of great importance. With 
regard to the external contingency variables several authors (e.g. 
Boddewyn et al, 1986, Ohmae, 1989, Rau and Preble, 1987, Samiee 
and Roth, 1992) consider the type of product as another key variable 
which has to be considered.
Table 3.1 gives an overview of some key studies and the contingency 
variables taken into consideration.
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Chapter Three: Contingency Factors of Marketing Standardisation
Some authors (e.g. Bartlett and Goshal, 1991, Collis, 1991, Zou and 
Cavusgil, 1996) argue that the majority of previous research in this 
debate has primarily focused on the external globalisation drivers but 
have hardly considered internal organisational aspects such as the 
managerial orientation, the headquarters-subsidiary relationships or 
the delegation of authority.
Therefore, several researchers (e.g. Cavusgil et al., 1993, Collis, 1991, 
Jain, 1989, Sandler and Shani, 1992, Samiee and Roth, 1992, 
Szymanski et al, 1993) consider organisational issues as another 
important aspect to be included in the standardisation debate. The 
conceptual framework for determining the degree of marketing 
programme standardisation of Jain (1989) considers both, the internal 
and external, dimensions. It also explicitly considers the performance 
issue and thus offers one of the very most complete models with 
regard to the standardisation debate. Therefore, it will be the basis for 
the further discussion of the contingency variables in this thesis.
Certainly, it is important to be aware that external global market 
forces impose pressure on companies and that therefore a global 
strategy is dictated to a certain amount by market imperatives (Zou 
and Cavusgil, 1996, Collis, 1991). But authors like Zou and Cavusgil 
(1996), Bartlett and Goshal (1988), Collis (1991) and Hamel and 
Prahalad (1985) showed that companies with a similar strategy in the 
same industry, and hence exposed to identical external forces, can
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achieve different levels of success while other firms with different 
strategies in the same global industry can prosper, too.
Therefore, the consideration of both dimensions in the conceptual 
framework underlying this study is of great importance. It represents 
the primary reason why the framework of Jain (1989) was preferred to 
other conceptual frameworks such as the one of Yip (1989). 
Moreover, the framework of Jain (1989) reflects the contingency 
perspective of Douglas and Wind (1987) and has been empirically 
verified by Cavusgil et al (1993) with regard to small and medium 
companies.
Another reason for choosing this model was that Akaah (1991) chose 
this model for his empirical research into the approach towards 
international marketing standardisation of the largest 500 US firms. 
The author considered this model because it has the advantage of 
considering the key dimensions which have an impact on the degree 
of marketing standardisation. The study of Akaah (1991) has been the 
only one which tested the model so far with regard to the 500 largest 
companies of a leading economy.
Figure 3.1 shows the framework of Jain (1989).
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Figure 3.1 : Framework for Determining Marketing Programme 
Standardisation (source: Jain 1989)
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3.2 THE EXTERNAL DIMENSION OF
CONTINGENCY VARIABLES: AN OVERVIEW
The external industrial perspective has been taken by most authors 
involved in the standardisation debate (e.g. Bartlett and Goshal 1991, 
Collis 1991, Ohmae, 1989, Rau and Preble, 1987, Samie and Roth, 
1992, Yip 1989, Zou and Cavusgil, 1996). Based on the structure- 
conduct-performance paradigm of Bain (1951,1956) and the 
influential article of Buzzell (1968) researchers have focused on 
external market forces as the reason for global and standardised 
approaches because they viewed these market forces as responsible for 
market imperatives to which organisations have to adapt to be able to 
remain or to become successful (Collis 1991, Yip 1989). Yip (1989) 
argues that if an organisation is able to match these imperatives by 
achieving a strategic fit between its strategy and the external forces a 
competitive advantage over competitors can be generated.
In the specific context of the degree of the marketing mix 
standardisation Jain (1989) condenses the external contingency factors 
into four dimensions (see Figure 3.2)
87
Chapter Three: Continucncv Factors of Marketing Standardisation
Figure 3.2: External Factors of Framework for Determining Marketing 
Programme Standardisation (Source: Jain 1989)
3.3 TARGET MARKET
With regard to the dimension target market Jain (1989) focuses on the 
geographic area and the economic factors of the home and the host 
country.
3.3.1 ECONOMIC AND GEOGRAPHICAL FACTORS
Several authors have paid attention to the economic factors as an 
important part of the environment (e.g. Chhabra 1996, Agrawal, 1995, 
Meffert and Bolz, 1995, Kustin, 1994, Baalbaki and Malhorta, 1993,
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Bolz, 1992). The economic factors consider aspects such as the GNP 
per capita which provide important information considering the 
purchasing power and the disposable income of consumers (e.g. 
Douglas and Wind, 1987, Huszagh et al., 1986). Phillips et al (1994) 
point out that these indicators can be used for classifying different 
geographic areas or country markets. A regional or country-orientated 
classification can represent a first evaluation of opportunities 
regarding a homogeneous markets as a basis for inter-country 
segmentation and the potential for a marketing standardisation (Hill 
and Still, 1984).
Substantial differences between markets in terms of economic wealth 
and disposable income can represent significant constraints towards a 
standardised marketing strategy because of their impact on important 
aspects such as the price consciousness of consumers and their 
capability and frequency of purchasing (e.g. Shoham, 1996, Meffert 
and Bolz, 1995, Kreutzer, 1989). Therefore, various authors stress that 
they consider opportunities for standardisation more likely to occur if 
the economic dimension is similar (e.g. Miiller and Kornmeier, 1996, 
Bolz, 1992, Akaah, 1991, Jain, 1989).
This notion is reflected in proposition P 2-1 :
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Proposition P 2-1
Companies are likely to standardise their marketing mix to a higher 
degree if  the customer characteristics and their behaviour in the 
home market and in the host market are similar (e.g. Müller and 
Kornmeier, 1996, Bolz, 1992, Ozsomer et a!, 1991, Huszagh et al, 
1985, Jain, 1989, Levitt 1983, Ohmae 1985).
Some authors emphasise that this is particularly the case among 
certain industrialised countries where market conditions and consumer 
preferences are likely to be more similar than among developing 
countries (e.g. Bolz, 1992, Douglas and Wind, 1987, Hill and Still, 
1983).
Based on this notion the assumption of Jain (1989) is that a company 
is likely to standardise its marketing mix if the general economic 
environments of home and host countries are similar. This notion is 
shared conceptually by many researchers (e.g. Chhabra 1996, 
Shoham, 1996, Agrawal, 1995, Meffert and Bolz, 1995, Kustin, 1994, 
Baalbaki and Malhorta, 1993, Kreutzer, 1989) but has been rarely 
tested empirically (e.g. Akkah, 1991, Bolz, 1992). Most empirical 
contributions to the standardisation debate do not explicitly investigate 
the influence of economic factors on standardisation (e.g. Robles and 
Akhter, 1997, Chhabra, 1996, Chang, 1995, Cavusgil and Zou, 1994, 
Ozsmer et al, 1991, Boddewyn et al, 1986, Sorenson and Wiechmann, 
1975).
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Therefore, there appears to be a need to test empirically the economic 
factor of the target market dimension in the sense of the conceptual 
consensus. This notion is reflected in proposition P 2-2:
Proposition P 2-2
Companies are likely to standardise their marketing mix to a higher 
degree if  the economic factors in the home market and in the host 
market are similar (e.g. Müller and Kornmeier, 1996, Chliahra 
1996, Shoham, 1996, Bolz, 1992, Jain 1989, Levitt 1983, Ohmae 
1985).
3.4 MARKET POSITION
According to Jain (1989) the dimension market position focuses on 
the market development, the market conditions and competitive 
factors. As Table 2.10 illustrates this dimension has been investigated 
by large number of researchers (e.g. Raaij, 1997, Whitelock and 
Pimblett, 1997, Zou and Cavusgil, 1996, Cavusgil et al, 1993, Ozsmer 
et al, 1991).
Within the importance of various factors which influence the 
decisions of a company the intensity of competition in the target 
market represents one of the most important aspect (e.g. Müller and 
Kornmeier, 1996, Quelch and Hoff, 1986, Khandwalla, 1977,
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Mintzberg, 1979, Miller and Friesen, 1980, Douglas and Craig, 1983, 
Hill and Still, 1984).
The underlying assumption with regard to the market position is that 
the higher the degree of similarity between the home and the overseas 
market is the higher will be the feasible degree of marketing 
standardisation (e.g. Müller and Kommeier, 1995, Bolz, 1992, Jain, 
1989, Kreutzer, 1989). This notion is formulated as proposition P 2-3.
Proposition P 2-3
Companies are more likely to standardise their marketing mix to a 
higher degree when their market position in the home and host 
markets are similar with regard to their market share (e.g. Meffert 
and Bolz, 1995, Müller and Kornmeier, 1995, Henzler and Rail 
1986, Jain 1989, Sorenson and Wiechmann, 1975).
3.4.1 COMPETITIVE ASPECTS
Baalbaki et al (1993) argue that competitive aspects can be considered 
as being of great importance in global markets because they might 
force companies to adapt their marketing activities. Therefore, these 
aspects have gained a lot of research attention, primarily at a 
conceptual level (e.g. Müller and Kommeier, 1996, Kreutzer, 1989, 
Kim and Mauborgne, 1993, Hill and Still, 1984, Douglas and Craig, 
1983, Buzzell, 1968). But also empirical studies confirm that
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competitive factors are of key importance with regard to 
standardisation (e.g. Boddewyn and Grosse, 1995, Ozsmer et al, 1991, 
Bolz, 1992). Some studies (e.g. Akaah, 1991, Sorenson and 
Wiechmann, 1975) however, suggest that the nature of competition 
does not influence standardisation.
Porter (1983) meanwhile, argues that the intensity of competition can 
be differentiated between competition which is price driven and 
competition which is based on quality. The quality related competition 
is given if the price for the products on the market is identical and the 
competition is determined by differences related to the quality of 
products or services. Khandwalla (1977) points out that price related 
competition is based on the perceived homogeneity of the products on 
the market and the competition is determined on the price of products 
or services.
Henderson (1983) argues that the intensity of price based competition 
is higher than on quality based competition because it just relies on 
one differentiation criteria. This is often the case if the competitive 
advantage of a firm is focuses on economies of scale. If the company 
gains cost advantages, it will lower its price for customers which will 
put the competitors under pressure (e.g. Meffert and Bolz, 1995, Bolz, 
1992, Kreutzer, 1989, Levitt, 1983). This development is likely to lead 
to a high intensity competition on price which no company benefits 
from (e.g. Bolz, 1992, Kreutzer, 1989, Hatten et al, 1988). One way to 
reduce the risk of such a competitive situation is to differentiate the
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products or the perception towards them to reduce the exchangeability 
of them. Therefore, Jain (1989, page 74) argues that “the presence of 
competition may necessitate customisation to gain an advantage over 
rivals Based on this conceptual notion as well as on empirical 
findings which suggest that a low level o f competition leads to a high 
degree of standardisation (e.g. Ozsmer et al, 1991) the following 
proposition will be tested with regard to the competition aspect of the 
market position :
Proposition P 2-4
Companies are more likely to standardise their marketing mix to a 
higher degree when the level o f competitive rivalry is low (e.g. Boh, 
1992, Ozsmer et al, 1991, Jain, 1989, Kreutzer, 1989, Quelch and 
Hoff, 1986).
3.4.2 MARKET CONDITIONS
Based on the relevant literature (e.g. Douglas et al, 1986, Henzler, 
1981, Kaynak and Cavusgil, 1983, Ricks, 1983, Terpstra, 1985, 
Terpstra and David, 1985) Jain (1989) identifies economic and 
cultural differences as well as different perceptions o f customers as 
the key market conditions which determine international marketing 
standardisation. While economic factors have already been discussed 
the cultural aspects also have a direct impact on the potential degree of 
marketing standardisation as well as on the perceptions of the
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customers. Therefore, its key notions will be discussed in the 
following.
3.4.3 CULTURE
Many researchers have focused on the implications which cultural 
aspects can have with regard to companies (e.g. Sorge, 1995, Adler et 
al, 1989, Cooper and Cox, 1989, Hofstede, 1991, Kelley et al, 1987, 
Osigweh, 1989, Steers, 1989).
Authors like Child and Tayeb (1983) differentiate between theories 
which treat cultures as “ideational systems” and theories which treat 
them as “adaptive systems”. The ideational theories regard cultures as 
sets of ideas, values, meanings shared symbols. The adaptive systems 
considers cultures as total ways of life by which communities have 
survived and adapted in their ecological surroundings. This notion 
draws attention to the expression of culture in the forms taken by 
institutions.
Sorge (1995), though, argues that these two theories are merely the 
same. According to the author the nature of the institutions of a 
society can be interpreted as an expression of its dominant value 
orientation. In this view institutions reflect choices which might be 
rather pragmatic than value orientated. The pragmatic choices which 
societies make focus on structural arrangements to maintain crucial 
aspects such as social order, the allocation of people to productive
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activity, the promotion of economic and technical development as 
well as the distribution of material benefits. These institutions in turn 
reinforce the already existing value system.
Despite the fact that Adler (1984) catalogued more than 100 different 
definitions of culture some authors (e.g. Nasif et al, 1991) argue that 
culture is not adequately defined. Nevertheless, there is a broad 
consensus in the literature that cultural aspects affect the values, 
perceptions, preferences and behaviours of people which are therefore 
of key importance to decisions in international marketing (e.g. Adler 
et al, 1989, Jeannet and Hennessey, 1992, Kotier and Armstrong, 
1996, Phillips et al, 1994). From a marketing point of view these 
decisions are of primary concern with regard to the consumer 
behaviour as well as the management style in different markets since 
the belief in an universality of management has been discarded as a 
myth by several authors (e.g. Ronen, 1986, Hofstede, 1980, 1991, 
Laurent, 1983, Osigweh, 1989, Adler, 1983).
In terms of consumer behaviour the emergence of a common 
European market in 1992 was expected to result in a convergence of 
preferences within the involved nations but the current findings of 
Schlegelmilch et al (1992) and Müller and Kornmeier (1996) illustrate 
that even within Europe the differences between consumers persist. 
Other studies in the context of convergence of consumer behaviour 
show similar results with respect to the regions and nations studied 
(e.g. Kanvar, 1993, Sood, 1993, Yavas et al, 1992).
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With regard to the convergence of macro-variables of markets studies 
which analysed larger regions and a larger number of nations came to 
similar conclusions as the ones focusing on the consumers of different 
nations. Craig et al (1992) concluded that despite increased interaction 
and communication industrialised nations are not becoming more 
similar.
Various studies conducted on differences between managers in 
different cultures conducted by Hofstede (1991, 1983, 1980), Herbig 
and Miller (1993) and Tse et al (1988) also identify significant 
differences in terms of the managerial orientations such as long-term 
orientation and uncertainty avoidance. Longitudinal studies conclude 
that these differences persist over time and also within geographically 
close areas such as within Europe (e.g. Halliburton and Hiinerberg, 
1993, Hofstede, 1991).
Being aware of the different aspects of the cultural complexity with 
regard to the international marketing standardisation various authors 
(e.g. Robles and Akhter, 1997, Müller and Kommeier, 1996, Kale, 
1991, Britt, 1974, Schiffman et al, 1981, Parameswaran and Yaprak, 
1987) assume that a high degree of standardisation is more likely to be 
achieved if the marketing programme is compatible with the values of 
a society because they arguably influence the perception and hence the 
preferences of the individuals/customers.
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Other authors like Baalbaki and Malhorta (1993), Synodinos et al 
(1989) or Hite and Fraser (1988) share this notion by emphasising the 
need to comply with the cultural factors in the target market to 
minimise the risk of unfavourable reactions which would restrict a 
standardised strategy and also empirical findings (e.g. Roth, 1995, 
Akaah, 1991) lend support to this notion. Therefore, the following 
proposition was put forward:
Proposition P 2-5
The more similar the target groups are with regard to the customers' 
perception and preference in the chosen overseas market the higher 
the degree o f standardisation o f the marketing mix (e.g. Roth, 1995, 
Boh, 1992, Jain, 1989, Kreutzer, 1989).
3.4.4 MARKET DEVELOPMENT
In terms of differences between the stage of market development in 
the home and in the host market Jain (1984) and Kirplani and 
Macintosh (1980) argue that it might be appropriate to change the 
product to achieve a fit between the product and the markets. They 
argue that the product life cycle is the concept which explains this 
notion. The different stages of a typical product life cycle with regard 
to sales and profits are illustrated in figure 3.3.
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Figure 3.3: A typical Product Life Cycle 
(source: Roller and Armstrong, 1996)
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Kotler and Armstrong (1996) state with regard to this concept that 
especially in the initial stage it must be the aim of a company to create 
awareness and trial while Meffert (1988) stresses that it is this phase 
which is highly critical in terms o f the development of a stable 
competitive market position. Therefore, Hedlund (1981) argues that at 
this stage the headquarters of a company is likely to pursue an 
approach which ensures a high amount of influence through a high 
degree of marketing programme standardisation.
In later stages the quality of the product gains more importance and 
the intensity of competition increases due to an increased number of 
sellers (Kotler and Armstrong, 1996). For these stages llcdlund (1981) 
argues that headquarters must put a lot of emphasise on the co­
ordination and control of its overseas operations which favours a high 
degree of marketing process standardisation. If one takes all stages of 
the product life cycle into account several authors (e.g. Jain, 1984, 
Kirplani and Macintosh, 198«) imply that the home and host market 
must be in the same stage in order to be able to pursue a successful
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marketing standardisation. This notion is confirmed empirically by 
several authors: Ozsmer et al. (1991, page 61) found that "the level of 
marketing standardisation is highest when the subsidiary sells a 
product which is at the same stage in its product life cycle as the home 
market”. The findings of other studies (e.g. Akaah, 1991, Sorenson 
and Wiechmann, 1975) also lend support to this observation. Based on 
the above notion and findings relating to the dimension market 
position the following propositions will be tested in this study:
Proposition P 2-6
Companies tend to standardise their marketing mix to a high degree 
if  the product life cycle in home and host market are similar (Boh, 
1992, Ozsmer et al, 1991, Akkah, 1991, Jain, 1989, Kirplani, 1985, 
Kirpluni and Macintosh, 1980, Sorenson and Wiechmann, 1975).
3.5 NATURE OF PRODUCT
With regard to the nature of the product the model of Jain (1989) 
differentiates between the type of product and the positioning of the 
product.
3.5.1 TYPE OF PRODUCT
With regard to the type of product type Jain (1989) focuses on the 
differentiation of consumer goods which are distributed to household
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consumers of final consumption and industrial goods which are 
distributed for the transformation process of other corporations. The 
author has preferred this distinction to other types of differentiation 
since it seems to be most appropriate in this debate. The major 
distinctions of product types in this debate are
• High-Tech versus High-Touch Products
(e.g. Levitt, 1983)
• Culture-hound versus Culture-free Products
(e.g. Franzen and Light, 1976)
• Consumer versus Industrial Products
(e.g. Whitelock, 1987)
3.5.2 HIGH-TECH VERSUS HIGH-TOUCH PRODUCTS
Primarily Levitt (1983) differentiates between high tech products such 
as technically advanced goods such as computers and high-touch 
products with which the consumers has a high degree o f physical 
relation such as food or cosmetics or clothes. The author argues that 
both groups of goods are equally suitable for a global use. Meissner 
(1988) also relates in terms of his differentiation of product types 
primarily on technology while Kreutzer (1989) considers such 
approaches as of limited use only when analysing the standardisation 
potential. The author considers a distinction based on technology as 
rather narrow and therefore as insufficient.
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3.5.3 CULTURE-BOUND VERSUS CULTURE -
FREE PRODUCTS
Various authors have differentiated between culture-bound goods and 
culture-free products (e.g. Althans, 1982, Berekoven, 1978, Quelch 
and Hoff, 1986, Raithel, 1984). They argue that in terms of culture- 
free goods there is a higher potential for a high degree of marketing 
programme standardisation in contrast to culture-bound products 
which arguably have hardly any standardisation potential.
Culture-bound goods are - according to the authors -  goods which are 
closely linked to the traditional habits and consumption patterns of a 
society. Therefore, the benefit of the goods must match to a very high 
the social and traditional consumer habits which arguably limits the 
degree of marketing standardisation. Konradt (1986) and Steffens 
(1982) illustrate this notion on the examples of food, medicaments, 
hygiene products, clothes and services. Whitelock (1987) investigated 
this issue with a study of products of the UK bedlinen industry and 
found that standardisation with regard to European markets was not 
viable due to local habits and customs which required modifications.
Culture-free products are products or services which use or 
consumption is not limited by social or cultural values or norms. 
Examples for this notion are soft drinks, perfumes, cameras, 
computers, credit cards as well as air journeys and car rentals (e.g.
102
Chapter Three: Contingency Factors of Marketing Standardisation
Quelch and Hoff, 1986, Mesdag, 1987, Raithel, 1984). But there are 
certain limitations of a classification based on these cultural aspects 
with regard to an evaluation of the marketing standardisation 
potential. The cultural aspects are dynamic and can change and one 
has to consider that the success of certain goods which are distributed 
globally in a highly standardised way is actually based on the fact that 
they are culture-bound. Kreutzer (1989) illustrates this on the example 
of American fast food and soft drinks in which the primary success 
factor is the relation to the American way of life.
3.5.4 CONSUMER VERSUS INDUSTRIAL PRODUCTS
Authors like Boddewyn and Grosse (1995), Boddewyn et al (1986), 
Channon and Jalland (1979), Whitelock (1987) and Jain (1989) focus 
on a differentiation between consumer and industrial products with 
regard to the potential for marketing standardisation by product type. 
These authors argue that companies can standardise their marketing 
programme to a higher degree if involved in industrial goods than 
companies concentrating on consumer goods (e.g. Boddewyn et al, 
1986, Jain, 1989, Ward, 1973, Whitelock, 1987).
Based on the findings of several researchers (e.g. Still and Hill, 1985, 
Sorenson and Wiechmann, 1975, Weinrauch and Rao, 1974) 
Whilelock (1987) developed a framework to guide standardisation 
decisions based on the different types of product. This framework is 
unique in the sense that it does not only illustrate the higher potential
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of industrial goods in comparison to consumer goods but also 
summarises the different potential for the degree of marketing 
standardisation within various groups of consumer goods including 
the aspect of culture-bound “traditional” products.
Whitelock (1987) illustrates that within consumer goods the consumer 
non-durables which are used inside the home of the consumers have 
the lowest potential for a high degree of marketing standardisation in 
contrast to consumer durables which represent the latest trend as in 
international casual clothes, for instance. Figure 2.4 shows this 
standardisation framework.
Figure 3.4: A Standardisation/Modification Decision Framework 
(source: Whitelock, 1987)
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The authors on whose findings the framework of Whitelock (1987) is 
based on, argue that the different potential of consumer and industrial 
goods is caused by a stronger impact of cultural aspects and norms in 
the buying process of consumer goods. Kreutzer (1989), for example, 
stresses that the decision making process in terms of buying industrial 
goods is more dependent on rational aspects such as technical 
characteristics and specifications which are often already standardised 
on a regional level.
Moreover, the sellers and buyers often have a very similar amount of 
know how across various country markets which makes a standardised 
communication approach easier. Kreutzer (1989) also argues that 
suppliers of capital intensive industrial goods such as power plants or 
aeroplanes have a rather limited number of customers which has led to 
an early adoption of a global, highly standardised marketing 
orientation on the side of the suppliers. Boddewyn and Grosse (1995, 
page 37) strengthen the notion of different standardisation potential in 
the respect that their findings show that between 1973, 1983 and 1993 
“consumer non-durables were generally more adapted across the 
marketing mix than either of the other two categories of goods 
(consumer durables and industrial goods)”. Boddewyn and Grosse 
(1995) find that the most important obstacles to marketing 
standardisation remained largely the same over this period in which 
aspects such as differences in taste and habits were among the very 
most important factors with regard to the consumer goods. With 
regard to the industrial goods aspects such as differences in technical
requirements play an very important role while the differences in 
tastes were not among the most important issues. Empirical findings 
also lend support to the notion that industrial goods are more likely to 
be standardised than consumer goods. For example, Chhabra (1996) 
found for nineteen of the twenty-three marketing mix elements in his 
study a higher degree of adaptation in consumer goods, Hill and Kwon
(1992) found that American Multinationals producing industrial goods 
standardise their marketing programme to a higher degree than 
consumer goods producers and also the findings of Cavusgil and Zou
(1993) support this notion. With regard to the aspect nature of product 
the proposition P 2-7 was formulated based on the conceptual notion 
and previous findings:
Proposition P 2-7
Companies which operate in consumer markets are less likely to 
standardise their marketing programme than companies which are 
involved in marketing industrial goods (e.g. Chhabra, 1996, 
Cavusgil et al, 1993, Hill and Kwon, 1992, Samiee and Roth, 1992, 
Jain, 1989, Boddewyn et al, 1986).
3.5.5 POSITIONING OF THE PRODUCT
While Bolz (1992) regards a standardised positioning of the product as 
a major prerequisite for a standardised marketing approach, Douglas 
and Wind (1987) stress the great importance of a standardised product 
positioning with regard to the potential to standardise all other
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marketing programme elements. Waltermann (1989) emphases the 
impact which a standardised product positioning can have for the 
entire brand acknowledging that the positioning refers strongly to the 
occupation of an distinct and valued place in the mind of the 
customers (Kotler, 1991, Ries and Traut, 1982). Kotler (1991) 
identifies various generic kinds o f positioning such as attribute, 
benefit, user and competitor positioning as well as other positioning 
options such as usage, product category and quality and price 
positioning. With regard to a product positioning in international 
markets Bolz (1992) considers a standardised product positioning 
which concentrates on specific product attributes and benefits, usage 
occasions and certain categories of users as most important. But 
various authors (e.g. Cavusgil and Nevin, 1981, Onkvisit and Shaw, 
1987) stress that a standardised product positioning is very difficult to 
achieve due to the different perceptions of customers in different 
markets based on cultural differences. Due to these difficulties authors 
like Bolz (1992) and Waltermann (1989) conceptually suggest 
modular positioning strategies or a positioning concept which bundles 
different positioning options. Bolz (1992) argues in favour of a 
product positioning approach which is based on a standardised basic 
positioning across all target markets. If required additional positioning 
options or modules can be added to the standardised basic positioning 
in certain markets. If a basic product positioning across the markets is 
not feasible, the authors suggest to cluster the markets with similar 
conditions in order to be able to implement a standardised product 
positioning within these groups. Roth (1995, page 55) also lends
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support to this notion by stating that “targeting similar segments 
across markets may be preferable to developing country-by-country 
programs”. But the highest chance for a high degree of marketing 
standardisation is potentially given if the product can be positioned 
similarly in the customer’s mind by the same approach in the home 
and in the host market (Bolz, 1992, Jain, 1989, Kreutzer, 1989, 
Sorenson and Wiechmann, 1975). Roth (1995) illustrates this on the 
example of athletic shoe market and specifically on the example of the 
US brand NIKE which pursues an approach of pattern standardisation 
in which the common denominator is that in all markets each 
marketing programme is flexible to a certain (local) extent but 
reinforces the same global positioning. With regard to the aspect of 
the product positioning proposition P 2-8 will be tested based on the 
conceptual notion as discussed above and to narrow the gap in 
previous empirical studies which did not consider this aspect (e.g. 
Robles and Akhter, 1997, Chhabra, 1996, Hill and Kwon, 1992, 
Akaah, 1991, Ozsmer et al, 1991).
Proposition P 2-8
Companies which position their products in a similar way in their 
foreign markets as in their home markets are more likely to 
standardise their marketing mix than companies which are 
positioned differently in foreign markets (e.g. Bolz, 1992, Jain, 19X9, 
Kreutzer, 19X9, Sorenson and Wiechmann, 1975).
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3.6 ENVIRONMENT
In accordance with the framework of Jain (1989) the important aspects 
relating to culture were already discussed in the context of “market 
position”. Therefore the remaining environmental factors focus on 
legal, political and physical factors as well as on the marketing 
infrastructure of the host market in comparison to the home market.
3.6.1 LEGAL ASPECTS
Despite the fact that there is a growing body of international law 
which increasingly simplifies the international legal environment there 
still remain three major legal systems - the common law approach, the 
civil / code law and the Islamic law - which different regions and their 
markets are ruled by (Phillips et al, 1994). The principles of these 
legal systems differ and so do the various legal restrictions which 
relate to the aspects of the marketing programme (Jeannet and 
Hennessey, 1992). Several authors like Bolz (1992), Kreutzer (1989), 
Hite and Fraser (1988), Peebles and Ryans (1984) and Boddewyn 
(1981) highlight conceptually the importance of the legal aspects with 
regard to communication mix elements. Bolz (1992) illustrate this 
aspect by the example of France which has laws restricting the use of 
foreign words in advertising campaigns to protect the interests of the 
French language while Schuchart (1990) emphasises that certain 
product categories like cigarettes or alcohol are not allowed to be 
promoted in certain country markets. Müller and Kornmeier (1996)
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state in the context of legal aspects that the standardisation of 
regulations, norms and standards within the European Union has been 
far slower than expected after 1992. Other aspects of the marketing 
programme are also affected as illustrated by various authors 
especially with regard to pricing issues which are particularly affected 
by different legal regulations (e.g. Sorenson and Wiechmann, 1975, 
Jeannet and Hennessey, 1992). Technical product features are often 
related to the legal aspect since legal restrictions might cause the need 
to adapt a product to technical norms which might request for example 
a certain size of a product or standards on quality assurance (e.g. 
Czinkota and Ronkainen, 1993, Jain, 1990, Philips et al, 1994). 
Therefore, several authors have stressed the importance of carefully 
examining relevant legal aspects with regard to a marketing 
standardisation because different country markets are likely to require 
unique product standards, product liability, patents, taxes, safety 
specifications and other aspects (e.g. Baalbaki and Malhorta, 1993, 
Buzzell, 1968, Hill and Still, 1984, Rutenberg, 1982, Sorenson and 
Wiechmann, 1975, Onkvisit and Shaw, 1987).
3.6.2 POLITICAL ASPECTS
Political aspects play an important role with regard to the degree of a 
potential marketing standardisation because political interventions and 
regulations can impose major restrictions on business activities (e.g. 
Doz and Prahalad, 1980, Henley, 1976, Kim, 1987, Vernon 1979).
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Kotler and Armstrong (1996) argue that governments develop laws 
and regulations that limit business for the good of the entire society by 
protecting the companies by preventing unfair competition. Moreover, 
Kotler (1986) bases his argument on the notion that consumers are 
protected by regulations from unfair business practice and that 
companies are made responsible for the social costs of their output 
which is of benefit to the society as a whole. In order to achieve this 
there are various options which governments can choose from to 
control their markets (e.g. tariffs and non-tariff barriers like quotas, 
buy local restrictions, subsidies) as illustrated by Jeannet and 
Hennessey (1992). Douglas and Wind (1987) stress that tariffs on the 
import of key materials can easily affect the production costs and thus 
can limit an approach of highly standardised prices. Alternatively, the 
tariffs might result in the substitution of product components which 
would limit the potential degree of product standardisation. 
Nevertheless, the rather recent developments towards an increased 
importance of trading blocks and free trading agreements between 
states of specific regions such as the one between Mexico and the 
USA is likely to lead to a smaller impact of specific national 
regulations. Nevertheless, authors like Robles and Akhter (1997) and 
Dejuana (1996) illustrate that despite this development process there 
currently still remain difficulties since various governmental and 
customs regulations have to be adapted with regard to each other in 
order to be working effectively in favour of international business. 
Based on these aspects the following proposition will be tested with 
regard to these factors:
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Proposition P 2-9
Companies are more likely to pursue a higher level o f marketing 
mix standardisation if  the political, physical and legal circumstances 
of the foreign market are similar to those in the home market 
(Akaah, 1991, Buzzell, 1968, Doz and Prahalad, 1980, Hill and Still, 
1984, Jain, 1989).
3.6.3 PHYSICAL ASPECTS
Jain (1989) argues that the physical aspects of a country have to be 
taken into account when considering the use of marketing programme 
standardisation. He stresses the importance of aspects such as the 
climate, the topography of the target market and natural resources. 
Douglas and Wind (1987, page 25) share this notion and emphasise 
that the "availability and cost of raw materials, as well as labour and 
other resources in different locations, will affect not only decisions 
regarding sourcing of and hence the location of manufacturing 
activities but can also affect marketing strategy decisions such as 
product design”. The authors carry on arguing that cost differentials 
relative to raw materials, management, labour and other input may 
lead to an approach of a rather limited degree of standardisation. They 
illustrate this with an example in which the focus of advertising 
activities would be likely to shift from mass media advertising to 
labour intensive promotion activities (e.g. product demonstrations) if 
labour costs were relatively cheap in comparison to the media costs in 
a particular market. The climate also has an impact on the marketing
standardisation decision. Authors like Müller and Kommeier (1996) 
and Walda (1992) have illustrated this by examples focusing on the 
temperature and the duration / intensity of the sun. For example, 
Walda (1992) observed that in countries with a comparably low 
average temperature and limited number of sunshine such as in 
Germany certain products like washing machines are preferred by the 
consumers if their spin-dry performance was high. In markets with 
high temperatures and lots of sun such as Italy the washing machines 
with a low spin-dry performance were equally successful which 
illustrates that the potential for a high degree of standardisation with 
regard to certain products can be very much limited by physical 
aspects due to their impact on consumer preferences and requirements.
3.6.4 MARKETING INFRASTRUCTURE
Several authors have emphasised the important interdependency 
between the availability, the costs and the performance of an existing 
marketing infrastructure and the potential for marketing 
standardisation (e.g. Baalbaki and Malhotra, 1993, Douglas and Wind, 
1987, Shimaguchi and Rosenberg, 1979, Thorelli and Sentell, 1982). 
Jain (1989, page 75) summarises the marketing infrastructure as 
“institutions and functions necessary to create, develop, and service 
demand, including retailers, wholesalers, sales agents, warehousing, 
transportation, credit, media, and more.” Within the entire marketing 
structure, the aspects relating to media availability and the retail 
structure of a market seem to be o f paramount importance (e.g. Akaah
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1991, Douglas and Wind, 1987, Muller and Kommeier, 1996). 
Douglas and Wind (1987) illustrate the importance of the 
communication marketing infrastructure among others by the example 
of Brazil which has an inadequate mail service which would limit the 
effectiveness of a direct mail promotion. The authors argue that 
differences from market to market in the marketing infrastructure (in 
terms of availability of media, distribution channels and retail 
institutions or in the efficiency of the transportation and 
communication network) limit the use of a standardised strategy. 
Especially the effectiveness of media varies between different markets 
due to differences in regulations with regard to the time of permitted 
advertising on TV, the number of households with a TV set or a radio.
Therefore, many researchers find that the chosen communication 
elements and the overall promotion strategy are affected to a large 
degree by the availability of an infrastructure that supports the strategy 
(e.g. Akaah, 1991, Britt, 1974b, Synodinos et al, 1989, Peebles and 
Ryan, 1984, Kaynak and Mitchell, 1981, Sorenson and Wiechmann, 
1975). As with regard to the promotion infrastructure several authors 
state that the choice of strategy is dependent on the availability, 
accessibility, complexity, and effectiveness of the distribution 
infrastructure (e.g. Baalbaki and Malhotra, 1993, Buzzell 1968, 
Rosenbloom et al, 1997, Stock and Lampert, 1988, Toyne and 
Walters, 1989). Douglas and Wind (1987) illustrate these differences 
by the example of supermarkets which dominate the US market of 
food sales while in other comparably industrialised markets such as in
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the Japanese more than 3/< of food sales are generated by small 
retailers. The authors conclude that these differences severely limit the 
effectiveness of certain marketing strategies and thus represents a 
factor which require a considerable amount of adaptation. With regard 
to all these factors Jain (1989) comes to the conclusion that a high 
degree of standardisation of the marketing programme is more likely 
in the case that the environmental aspects in the host country are 
rather similar to the ones in the home market of a company. This 
notion which is shared among many authors (e.g. Hill and Still, 1984, 
Huszagh et al, 1986, Ohmae, 1985, Rosenbloom et al, 1997, Samiee 
and Roth, 1992) is also supported by empirical studies (e.g. Sorenson 
and Wiechmann, 1975, Akaah, 1991). Further support for this is given 
by Oszmer et al (1991) who found a positive correlation between 
marketing programme standardisation and the similarity of retail 
structure in the host and the Turkish market as well as by the findings 
of C'hhabra (1996) do with regard to South American markets. 
Therefore, the following proposition will be tested to evaluate this 
notion with regard to German companies and the world markets:
Proposition P 2-10
Companies are more likely to pursue a higher level o f marketing 
mix standardisation if  the marketing infrastructure o f the foreign 
market is similar to that in the home market (e.g. Chhabra, 1996, 
Ozsmer et al, 1991, Akaah, 1991, Hill and Still, 1984, Jain, 1989).
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3.7 THE INTERNAL DIMENSION OF
CONTINGENCY VARIABLES: AN OVERVIEW
Several authors (e.g. Bartlett and Goshal 1986 and 1988, Collis 1991, 
Kim and Mauborgne, 1993, Prahalad and Hamel 1990, Shoham and 
Albaum, 1994, Shoham, 1995, Wiechmann and Pringle, 1979) have 
focused on another underlying aspect in the context of marketing 
standardisation debate: the internal dimension influencing marketing 
standardisation. The authors stress the importance of the internal 
resources of an organisation. They argue that the crucial aspects in 
determining a strategy and achieving a high level of performance are 
the internal organisational resources and skills of an organisation.
Jain (1989) considers this aspect in his conceptual framework by 
adding a dimension of organisational factors which focuses on 
corporate organisation, the headquarters-subsidiary relationships and 
the delegation of authority. Figure 3.4 illustrates the key aspects of the 
internal dimension as suggested by Jain (1989).
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Figure 3.5: The Organisational Factors of the Conceptual Framework 
of Jain (1989)
c A r N r \
CORPORATE REALTIONSHIPS DELEGATION
ORIENTATION HEADQUARTERS OF
-SUBSIDIARY AUTHORITY
K
r ~ A
ORGANISATIONAL
FACTORS j
DEGREE OF
MARKETING PROGRAMME 
STANDARDISATION
3.8 CORPORATE ORIENTATION
The dimension corporate orientation focuses on the managerial 
orientation and commitment towards foreign market environments and 
the managerial capability of considering foreign perspectives which 
influences the degree to which the management of a firm is likely to 
standardise its marketing activities (e.g. Jain, 1989, Kreutzer, 1989).
The notion of the corporate orientation is primarily based on the 
EPRG framework of Wind et al (1973) and Perlmutter (1969) who 
differentiate between ethnocentric, polycentric, regiocentric, and 
geocentric oriented organisations.
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Perlmutter (1969) was the first author to present a framework which 
differentiated between major orientations of international managers. 
Based on his differentiation between ethno-, poly- and geocentric 
(EPG) orientations he argued in favour of global products for 
geocentric multinational companies. Wind et al (1973) expanded the 
EPG -  framework of Perlmutter (1969) by adding a regio-centric 
orientation leading to the EPRG framework as briefly described in the 
following:
• Ethnocentrism
• Polycentrism
• Regiocentrism
• Geocentrism
is a primarily home-country-orientation, 
is a primarily host-country-orientation, 
is a primary region-orientation, 
is a primary world-orientation.
3.8.1 ETHNOCENTRIC ORIENTATION
The strategic marketing approach of an ethnocentric corporate 
orientation can be summarised by "this works at home, therefore, it 
must work in every country” (Perlmutter, 1972, page 57). Gluck 
(1985) illustrates this notion with examples of American companies 
such as General Electric and Black & Decker which in the 1960s 
pursued an ethnocentric approach towards their international 
activities: “This country has the best technology, the best management
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skills, and that famous American “can do” attitude” (Gluck, 1985, 
page 12).
Thus, the ethnocentric orientation implies that the management from 
the home country are superior to those in the organisation of the host 
country. The marketing strategy will be chosen which suits the 
headquarters best with regard to the norms of the country market of 
the headquarters. The information flow primarily consists of 
commands from headquarters to the country organisation (e.g. Gluck, 
1985, Kreutzer, 1989).
The decision making and the authority lies in headquarters exclusively 
which leads to a very high degree of centralism. The country 
organisations exist with a minimal amount of autonomy to make sure 
that the interest of headquarters are implemented. This is the reason 
why, in ethnocentric enterprises, the key management positions are 
held by managers from headquarters (Wiechmann and Pringle, 1980).
3.8.2 POLYCENTRIC ORIENTATION
By pursuing a polycentric approach a firm considers the needs and 
wants of the country markets. Kreutzer (1989) illustrates a polycentric 
orientation on the example of Unilever. The focus lies on the 
development of a national image of the brand while ensuring that the 
interests of the management of the country organisation are taken into 
account (Keegan and McMaster, 1983).
119
Chapter Three: Contingency Factors of Marketing Standardisation
Local differences are recognised and the national management has the 
authority to deal with the country-specific situation which limits the 
decision making at headquarters but is likely to establish a situation in 
which the brand is perceived as a national brand.
Robock et al ( 1977) argue that the polycentric approach is a concept 
which can be summarised as a portfolio of various activities in 
different countries which are only loosely linked with each other. 
Therefore, such an orientation is unlikely to generate any synergies 
but if the primary aim is to establish a brand which is perceived as a 
national one it might make sense to pursue this approach and to argue 
that “as long as they earn a profit, we want to remain in the 
background“ (Perlmutter, 1972).
This might be considered as a necessity in certain markets which 
might have great potential due to their size of population but which 
are also characterised by a negative attitude towards western societies 
and their products primarily due to cultural or political reasons. Berg 
(1985) and Kumar (1982) have identified this as an issue with regard 
to India and Iran.
Wiechmann and Pringle (1980) state that the polycentric orientation is 
characterised by the decentral organisation of the enterprise with local 
employees in leading management positions in the country
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organisations as well as willingness to participate in joint ventures 
with a minority stake.
3.8.3 REGIOCENTRIC ORIENTATION
The regiocentric approach is based on groups of relatively 
homogeneous country markets with regard to aspects such as culture 
(especially in terms of the language and the main religion) and politics 
which determine various regulations and the membership of certain 
trading blocks such as the European Union, ASEAN, NAFTA etc. 
(e.g. Bolz, 1992, Kreutzer, 1989).
The marketing strategies are developed for the different identified 
regions to optimise the overall performance of the company which 
means that a regiocentric company is likely to pursue more than one 
regional marketing strategy if operating world-wide. Perlmutter (1972, 
page 53) and Heenan and Perlmutter (1979) stress this notion when 
stating that “the United States is just one region on par with Europe, 
Latin America, Africa, etc. in each product division".
Saporito (1994) illustrates this approach by the example of Procter and 
Gamble which operates with regional brands such as “Ariel“ in the 
European market and Morrison et al (1994) who find this orientation 
in the European TV division of Thomson Consumer Electronics.
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This approach goes along with the notion of a common denominator 
perspective in which specific country organisations are willing to 
sacrifice certain national preferences for the regional good (Kreutzer, 
1989).
The author stresses the importance of intensive internal 
communications within the company to be able to benefit from 
synergies and cost advantages of a regiocentric approach because 
otherwise there is the risk of conflict between the management of the 
regions. According to Kreutzer (1989) this orientation represents a 
challenge to management because it has to balance the decentralism of 
the regions with the efficiency of central management decisions 
regarding co-ordinating the regions.
3.8.4 GEOCENTRIC ORIENTATION
Several authors have argued in favour of a certain supremacy of geo­
centrism and global products for companies in a very advanced 
international phase of development (e.g. Perlmutter, 1969, Wind et al, 
1973, Douglas and Craig, 1989).
By pursuing a geocentric approach a company tries to standardise its 
activities by considering global target groups in global markets while 
fighting global competition (Keegan and MacMaster, 1983). It is the 
primary aim o f this approach to increase the global competitiveness of
12 2
Chapter Three: Contingency Factors of Marketing Standardisation
the company by achieving a global cost or quality leadership which 
requires a very high degree of marketing programme standardisation 
(e.g. Buzzel, 1968, Levitt, 1983, Yip, 1989). This notion implies that 
the allocation of corporate resources on a global basis might sacrifice 
the interests of certain country organisations for the advantages of the 
global corporate objectives (e.g. Douglas and Craig, 1989).
Heenan and Perlmutter (1979), Pucik (1984) and Wiechmann and 
Pringle (1980) all observe that one major characteristic of this 
approach is to select and to develop employees solely on their 
qualification opposed to their nationality. The authors state that one 
major required qualification is the that the employee understands the 
corporate culture and has the potential to work world-wide for the 
company. In order to be able to implement geocentric managers, 
geocentric companies have to combine centralisation with elements of 
decentralisation (e.g. Bartlett, 1983, Picard, 1980).
There is a need for a certain amount of centralisation in order to 
ensure that the global strategy is not slowed down or even changed by 
national or regional strategies of country or regional organisations. 
But the intensity of competition also requires that the companies 
remain flexible and are close to the markets to register changes in 
consumer preferences. This need requires a certain amount of 
decentralised marketing competence. Keegan and MacMaster (1983) 
argue that the geocentric orientation acknowledges both the existence
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of similarities as well as the existence of differences between the 
country markets.
Empirical studies like the one of Akaah (1991) found that geocentric 
(and regiocentric) orientated firms were more likely to standardise 
their marketing strategy than companies with different corporate 
orientations. Empirical support for this finding with regard to German 
companies is offered by Bolz (1992). Based on these findings the 
following proposition was put forward:
Proposition P 2-11
Companies which adopt a geocentric/regiocentric approach towards 
their operations are more likely to standardise their marketing mix 
than companies which pursue an etlinocentric/polycentric 
orientation (Bolz, 1992, Akaah, 1991, Jain, 1989, Perlmutter, 1969, 
Wind et al, / 98 7).
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3.9 HEADQUARTERS-SUBSIDIARY
RELATIONSHIPS
Corporate orientation and the aspects of the headquarters-subsidiary 
relationships are clearly closely linked and dependent on each other. 
Bartlett and Goshal (1988), Simmonds (1985) and Jain (1989) argue, 
for example, that in a truly geocentric orientation, a standardised 
strategy does not affect the decision making authority o f  the local 
managers since this approach is flexible enough to react to any arising 
difficulties to pursue the overall objective of the corporation.
Quelch and Hoff (1986) argue that country managers are unlikely to 
refuse to implement strategies of the headquarters when they can 
identify the strategy as being mutually beneficial and are able to 
participate in decisions (Ohmae, 1989). Kreutzer (1989) states that 
regiocentrism is regionally orientated also with regard to the 
marketing process and thus the information flow typically goes both 
ways between the country organisations and headquarters which 
makes the process beneficial for both sides.
The dimensions of headquarters-subsidiary relationships and the 
related delegation of authority have significant potential for conflict 
with regard to the standardisation of marketing strategy since 
headquarters (HQ) and subsidiaries might not always be able to realise
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the mutual benefit of a strategy or simply disagree on the impact of a 
strategy or its benefits.
As Shoham and Albaum (1994) pointed out this friction can cause 
significant costs through suboptimal implementations of the strategy. 
The level of the friction might depend on the level of the controlling 
interest and capability which the HQ has with regard to its operations 
in foreign markets. The stronger the HQ controlling interest the 
stronger will be its position in transferring and implementing 
marketing programmes but the higher will also be the required 
resource commitment by the HQ (Vernon, 1979).
Rutigliano (1986) considered the central control of world-wide 
operations a necessary requirement for achieving a high level of 
standardisation, while Kashani (1989, 1990) differentiates between the 
authority of central control and the rigid implementation of 
standardisation. In his opinion successful firms search for input from 
their corporate networks but do not dictate strategies in a top-down 
way. But the greater the extent of HQ-subsidiary co-operation the 
greater will be the level of marketing programme transfers (Jain 
1989).
With regard to headquarters-subsidiary relationships the following 
proposition will be tested:
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Proposition P 2-12
A company with a higher degree o f  ownership in its operations 
abroad is more likely to standardise its marketing mix than a 
company with limited ownership in its overseas operations (e.g. Jain, 
1989, Kashani, 1989, Rutigliano, 1986, Vernon, 1979).
3.10 DELEGATION OF AUTHORITY
As with regard to the headquarters-subsidiary relationships, there is a 
strong impact of the corporate orientation on the delegation of 
authority. Kreutzer (1989) demonstrates that the different orientations 
as characterised by the EPRG framework of Wind et al (1973) lead to 
different levels of centralisation regarding key decisions which are 
illustrated in Figure 3.6.
Figure 3.6: Relationship between corporate orientation and degree of 
centralisation of decision making (based on Kreutzer, 1989)
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The different degree of centralisation of the decisions is based on the 
different notions and aims of the different kinds of orientations. The 
one extreme is the highest possible degree of centralism as pursued in 
ethnocentric companies. Authors like Gluck (1985) emphasise that 
this approach considers the headquarters as superior to its country 
organisations and will, therefore, make all relevant marketing 
decisions centrally.
The other extreme is presented in the geocentric firm which shows a 
high degree of centralism at headquarters to achieve global objectives 
while remaining dependent on its country organisations which 
nevertheless are in the position to make certain decisions representing 
a certain degree of decentralised control (e.g. Bartlett and Ghoshal, 
1988, Simmonds, 1985).
Such an approach might prevent difficulties between the management 
of headquarters and the subsidiaries as authors like Yip (1989) and 
Kogut (1990) stress when they emphasise that a high degree of central 
control might lead to a reduction of the specific country market­
relevant flexibility.
Another important aspect with regard to a high degree of central 
control is that it might reduce the autonomy of the local management. 
This can lead to a sub-optimal use of the local management
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capabilities and a local attitude of “not invented here” if problems 
were to arise (e.g. Bolz, 1992, Yip, 1989, Kreutzer, 1989).
Quelch and Hoff (1986) argue that local management typically tries to 
get back more autonomy with regard to control (e.g. in the form of 
increased budgets) when their headquarters pursue a high level of 
central control but needs a fast execution of concepts in the country 
markets. Channon and Jalland (1979) stress that a tight control from 
the headquarters might lead to the loss of competent local managers 
and an unwillingness of the remaining local management to execute 
global concepts which in turn might lead to an even higher degree of 
centralised control.
With regard to the controlling interest of headquarters and the degree 
of marketing standardisation empirical findings suggest that 
headquarters typically place the highest degree of influence and 
control on decisions regarding the product programmes, followed by 
the promotion mix while the distribution and pricing decisions are 
primarily taken on the local level (e.g. Beutelmeyer and Miihlbacher, 
1986, Hedlund, 1981, Wiechmann, 1976).
Bolz (1992) as well as Halliburton and Hiinerberg (1987) and Ahn et 
al (1986) argue that there is a strong link between the level of control 
with regard to marketing programmes and the actual degree of 
standardisation of the marketing elements. This notion is support by 
Welge (1982), Blau and Schoenherr (1971) and Child (1973) who
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emphasise that the delegation of authority leads to the necessity of co­
ordinating decisions which were taken decentrally. When applied vice 
versa, this argument implies that a high degree of centralisation leads 
to a very limited need for co-ordination and thus leads to one of the 
major aims of marketing standardisation - increased efficiency.
Egelhoff (1984) found a positive relationship between global, 
headquarters-driven control and marketing standardisation stressing 
that centralisation and standardisation are not alternative issues but 
one single tool towards a centralised corporate approach. Empirically, 
the studies of Ahn et al (1986) and Egelhoff (1988) lend support for a 
positive relationship between the standardisation of marketing 
programmes and the centralisation of control decisions. In order to test 
this notion in this study the following proposition was formulated:
Proposition P 2-13
The greater the controlling interest o f the headquarters in its 
overseas operation the more likely it is to pursue a standardised 
marketing strategy (e.g. ttolz, 1192, Kreutzer, 19X9, Egelhoff, I9XX, 
Halliburton and Hünerherg, 19X7, Ahn et al, 19X6).
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3.11 IMPACT OF STANDARDISATION ON
PERFORMANCE
The final dimension of the framework of Jain (1989) is about 
marketing standardisation and performance. Shoham (1995) states that 
Jain's approach (1989) is based on the implicit assumption that the 
various contingency variables pull in different directions, some in the 
direction of a high degree of standardisation, some towards as a higher 
degree of adaptation. Therefore, the author argues that “while Jain 
views these factors as determinants of standardisation they can also be 
viewed as moderators of the relation between standardisation and 
performance in that they limit the degree of feasible standardisation” 
(Shoham, 1995, page 109).
Taking this aspect into account as well as the fact that the 
measurement of performance can be regarded as an ambiguous issue it 
is not surprising that research in this relation has different focuses and 
that the findings regarding marketing standardisation are mixed (e.g. 
Venkatraman and Ramanujam, 1986).
Venkatraman and Ramanujam (1986) state that a broad distinction can 
be made between financial and non-fmancial performance indicators. 
According to authors like Gosling (1988) and Whitt and Whitt (1988) 
one can regard as typical non-fmancial performance indicators (among 
others):
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• market share
• market growth
• customer satisfaction
• customer awareness
Financial performance indicators can also take various forms. Most of 
the indicators refer either to growth or profitability. According to the 
literature (e.g. Blaine, 1994, Lee and Blevins, 1990, Rugman, 1983, 
Geringer et al, 1989, Hansen et al, 1989) typical financial performance 
indicators are (among others):
• Return on investment (ROl)
• Return on sales (ROS)
• Return on assets (ROA)
• Return on shareholder equity (ROE)
With regard to the marketing standardisation debate Buzzell (1968) 
was the first to stress the crucial importance o f profitability with 
respect to the decision o f a firm whether to pursue a standardisation 
strategy or not. Ever since various authors (e.g. Keegan, 1969, Samiee 
and Roth, 1992, Shoham, 1995, Wind, 1986) have considered the 
importance of economic pay-off through standardisation because any 
marketing standardisation is not considered as important for 
companies if it does not have the potential to enhance performance 
(e.g. Samice and Roth, 1992, Shoham, 1995).
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The performance indicators used in most research in this field focus 
on financial indicators and, within those, primarily on return on 
investment (e.g. Roth and Morrison, 1990, Meffert and Bolz, 1995, 
Fraser and Hite, 1990). Non-financial indicators receive far less 
attention while there is a strong focus in favour of discussing the issue 
of performance in terms of scale effects (e.g. Buzzell, 1968, Levitt 
1983, Porter, 1986).
Therefore, the standardisation strategy literature primarily discusses 
performance in the context of cost and efficiency advantages through 
economies of scale (e.g. Buzzell, 1968, Keegan, 1969, Levitt, 1983, 
Porter, 1986, Sorenson and Wiechmann, 1975). Cost advantages could 
arguably arise from economies of scale achieved through a high 
degree of product standardisation with a higher production level in 
centralised production facilities which would increase the efficiency 
(e.g. Douglas and Wind, 1987, Keegan, 1969, Levitt, 1983). If a 
company was able to standardise its product it is able to decrease its 
fix costs related to this marketing element but it also creates the 
potential for further standardisation and thus fewer costs related to 
other elements of marketing (Buzzcll, 1968, Green et al, 1975, 
Onkvisit and Shaw, 1987, Terpstra, 1987).
Interestingly, the emphasis on scale effects related to a standardisation 
seems to be the area of the debate in which the broadest consensus 
exists in the literature (Hcnzler and Rail, 1986, Hout et al, 1982, Jain, 
1989, Levitt, 1983, Sorenson and Wiechmann 1975, Terpstra, 1987).
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But despite the conceptual consensus on the theoretical advantages of 
marketing standardisation the pattern of findings in terms of the 
relationship between marketing standardisation and performance are 
highly inconsistent (Shoham, 1995).
3.11.1 FINDINGS ON STANDARDISATION AND 
PERFORMANCE
Several authors (e.g. Shoham, 1995, Kaynak and Kuan, 1993, Fraser 
and Hite, 1990, Christensen et al, 1987) argue with regard to 
performance and product standardisation that a positive relationship 
exists between these two aspects. But in contrast to this notion, 
various other studies have shown a negative relationship (e.g. 
Cavusgil and Kirplani, 1993, Macy et al, 1993, Walters and Samiee, 
1990). The research of Koh and Robicheaux (1988) and Schneeweis 
(1985) showed an insignificant relationship. Fraser and Hite (1990) 
conducted a world-wide survey on the impact of standardised 
advertising and products in relation to the rate of return and market 
share of companies. In terms of product standardisation their findings 
showed that there was a positive relation between a standardisation of 
core products in European markets and a higher return of investment 
(ROl). More significantly positive was the relation between the 
product standardisation and a high market share in Anglo-Saxon 
markets. In terms of the standardisation of advertisements there was a 
significantly positive relation between the standardisation and the ROl 
in the European and Anglo-Saxon markets as well as there was a (less
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significant) positive impact on the market share. Meffert and Bolz 
(1995) found in an empirical study of primarily European firms that 
the standardisation of product and distribution aspects generated a 
positive impact on the ROl while the standardisation of the marketing 
process showed a negative impact on the financial performance. 
However, the study of Ghoshal and Nohria (1989) could not find any 
evidence for a relationship between the internal process 
standardisation and its impacts on ROl. The findings of a survey 
conducted by Hedlund (1981) which focused on Swedish
Multinational Corporations showed a clearly negative relation 
between the two parameters. In contrast to this result Cray (1984) 
found a tendency towards a positive relation between the internal 
marketing standardisation and its impact on performance. Samiee and 
Roth (1992, p.l) conducted a study analysing the impact of world­
wide standardisation on business unit performance, technology, the 
PLC, marketing policy and corporate strategy. The authors identified 
global industries and considered the intra-industry trade with regard to 
147 responses. Their findings with regard to financial performance 
were that "no difference is observed between firms stressing world­
wide standardisation and others". Moreover, the authors proposed that 
despite the importance of reduced costs and lower, competitive prices 
due to standardisation the primary objective of firms is to increase 
profitability. The authors argued that the economies related to 
standardisation (and which most authors refer to when arguing in 
favour of a standardisation approach) do not help the aim of 
increasing profitability but lower costs which in their opinion weakens
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the appropriateness of global standardisation. Taking all these 
different findings and aspects into account one could argue that there 
seems to be neither clear evidence of a positive impact of the 
standardisation o f marketing programmes and the internal marketing 
processes nor is there clear evidence against such a notion. This result 
is probably due to the fact that research in this field has been primarily 
of a fragmented nature (e.g. Boddewyn, 1981, Bradley, 1987). 
Therefore, several authors see a need to further investigate this topic 
(e.g. Hamel and Prahalad, 1985, Hout et al, 1982, Huszagh et al, 
1986). Based on above discussion and for the purpose of this study, 
performance will be measured on the basis of financial performance 
indicators as well as on the basis of non-financial indicators. 
Therefore, and based on above notions two propositions, P 2-14 and P 
2-15, will be tested with regard to performance:
Proposition P 2-14
Companies which standardise their marketing mix to a large degree 
are successful with regard to their financial performance in 
international markets (e.g. Meffert and Boh, 1995, Slioham, 1995, 
Kaynak and Kuan, 1995, Christensen et al, 1987).
Proposition P 2-15
Companies which do not standardise their marketing mix to a large 
degree are successful with regard to customer satisfaction in 
international markets (e.g. Chang, 1995, Kotler, 1986).
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3.12 CONCLUSIONS
This chapter has given an overview of the theoretical background for 
this research with regard to the key contingency factors. Based on the 
extensive review of the relevant literature it is demonstrated that the 
key question in this debate is not whether or not a company should use 
a standardisation or rather an adaptation approach towards its 
international marketing activities but that it is a matter o f degree. 
Managers have to be clear about the specific solutions for their 
particular organisations but in any case a reasonable degree of 
marketing standardisation is dependent on various contingency factors 
which also are examined in detail in this chapter by applying the 
conceptual framework of Jain (1989).
In the following tables the propositions are summarised. Table 3.3 
gives an overview on the proposition P 2-1 to P 2-15 which refer to 
the second theoretical building block of the literature review and 
hence the contingency factors and performance as presented in the 
framework of Jain (1989).
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Table 3.3: Propositions relating to Contingency Factors
P r o p o s i t i o n s  ( P  2 ) T h e  C o n t i n g e n c y  F a c t o r s  o f  M a r k e t i n g  
S t a n d a r d i s a t i o n
P 2-1 C o m p a n i e s  a r e  l i k e ly  t o  s t a n d a r d i s e  t h e i r  m a r k e t i n g  
m ix  t o  a  h ig h e r  d e g r e e  i f  t h e  c u s t o m e r  c h a r a c t e r i s t i c s  
a n d  t h e i r  b e h a v i o u r  in  th e  h o m e  m a r k e t  a n d  in  th e  h o s t  
m a r k e t  a r e  s im i l a r  ( M ü l l e r  a n d  K o m m e ie r ,  1 9 9 6 , B o lz ,  
1 9 9 2 ,  O z s o m c r  c t  a l ,  1 9 9 1 ,  H u s z a g h  e t  a l .  1 9 X 5 , J a in ,  
1 9 8 9 ,  L e v i t t  19X 3, O h m a e  1 9 8 5 ) .
P 2-2 C o m p a n i e s  a r e  l i k e ly  t o  s t a n d a r d i s e  t h e i r  m a r k e t i n g  
m ix  t o  a  h ig h e r  d e g r e e  i f  t h e  e c o n o m i c  f a c t o r s  in  th e  
h o m e  m a r k e t  a n d  in  th e  h o s t  m a r k e t  a r e  s im i l a r  ( e  g . 
M ü l l e r  a n d  K o m m e ie r ,  1 9 9 6 ,  C h h a b r a  1 9 9 6 , S h o h a m ,  
1 9 9 6 ,  B o lz ,  1 9 9 2 , J a in  1 9 8 9 ,  L e v i t t  1 9 8 3 ,  O h m a c  
1 9 8 5 ) .
P 2-3 C o m p a n i e s  a r e  m o r e  l i k e ly  t o  s t a n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  to  a  h ig h e r  d e g r e e  w h e n  t h e i r  m a r k e t  
p o s i t i o n  in  th e  h o m e  a n d  h o s t  m a r k e t s  a r e  s i m i l a r  w i th  
r e g a r d  t o  t h e i r  m a r k e t  s h a r e  ( e  g . M c f f e r l  a n d  B o lz ,  
1 9 9 5 ,  M ü l l e r  a n d  K o m m e i e r .  1 9 9 5 .  H c n z l e r  a n d  R a i l 
1 9 X 6 , J a i n  1 9 8 9 , S o r e n s o n  a n d  W i e c h m a n n ,  1 9 7 5 ) .
P 2-4 C o m p a n i e s  a r c  m o r e  l i k e ly  t o  s t a n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  to  a  h i g h e r  d e g r e e  w h e n  th e  le v e l  o f  
c o m p e t i t i v e  r i v a l r y  is  l o w  ( e  g . B o lz ,  1 9 9 2 . O z s m e r  e t  
a l .  1 9 9 1 .  J a in ,  1 9 8 9 , K r e u tz e r ,  1 9 8 9 , Q u e lc h  a n d  H o f f ,  
1 9 8 6 ) .
P 2-5 T h e  m o r e  s im i l a r  th e  t a r g e t  g r o u p s  a r e  w i th  r e g a r d  t o  
th e  c u s t o m e r s '  p e r c e p t i o n  a n d  p r e f e r e n c e  in  th e  c h o s e n  
o v e r s e a s  m a r k e t  t h e  h ig h e r  t h e  d e g r e e  o f  
s t a n d a r d i s a t i o n  o f  t h e  m a r k e t i n g  m ix  ( e  g . R o th ,  1 9 9 5 ,  
B o lz ,  1 9 9 2 ,  J a in ,  1 9 8 9 , K r e u tz e r ,  1 9 8 9 ) .
P 2-6 C o m p a n i e s  t e n d  to  s t a n d a r d i s e  a  h ig h  d e g r e e  o f  
m a r k e t i n g  m ix  s t a n d a r d i s a t i o n  i f  t h e  p r o d u c t  l i f e  c y c l e  
in  h o m e  a n d  h o s t  m a r k e t  a r e  s i m i l a r  ( B o lz ,  1 9 9 2 , 
O z s m e r  e t  a l ,  1 9 9 1 ,  A k k a h ,  1 9 9 1 , J a i n ,  1 9 8 9 ,  K i r p la n i ,  
1 9 8 5 ,  K i r p la n i  a n d  M a c i n to s h ,  1 9 8 0 ,  S o r e n s o n  a n d  
W i e c h m a n n ,  1 9 7 5 ) .
P 2-7 C o m p a n i e s  w h ic h  o p e r a t e  in  c o n s u m e r  m a r k e t s  a r c  l e s s  
l i k e l y  t o  s t a n d a r d i s e  t h e i r  m a r k e t i n g  p r o g r a m m e  th a n  
c o m p a n i e s  w h ic h  a r c  i n v o l v e d  in  m a r k e t i n g  in d u s t r i a l  
g o o d s  ( e  g . C h h a b r a ,  1 9 9 6 ,  C a v u s g i l  e t  a l ,  1 9 9 3 , H il l  
a n d  K w o n ,  1 9 9 2 ,  S a m i c c  a n d  R o th ,  1 9 9 2 , J a in ,  1 9 8 9 ,  
B o d d e w y n  c t  a l ,  1 9X 6).
P 2-8 C o m p a n i e s  w h ic h  p o s i t i o n  th e i r  p r o d u c t s  in  a  s i m i l a r  
w a y  in  t h e i r  f o r e i g n  m a r k e t s  a s  in  t h e i r  h o m e  m a r k e t s  
a r e  m o r e  l i k e ly  t o  s t a n d a r d i s e  t h e i r  m a r k e t i n g  m ix  th a n  
c o m p a n i e s  w h ic h  h a v e  a  d i f f e r e n t  p o s i t i o n i n g  in  
f o r e i g n  m a r k e t s  ( e  g . B o lz ,  1 9 9 2 . J a i n ,  1 9 8 9 , K r e u tz e r ,  
1 9 8 9 ,  S o r e n s o n  a n d  W i e c h m a n n ,  1 9 7 5 ) .
138
Chapter Three: Continucncv Factors of Marketing Standardisation
Table 3.3 (cont'd)
P r o p o s i t i o n s  ( P  2 )  T h e  C o n t i n g e n c y  F a c t o r s  o f  M a r k e t i n g
S t a n d a r d i s a t i o n
 
P 2-9 C o m p a n i e s  a r e  m o r e  l i k e ly  t o  p u r s u e  a  h ig h e r  le v e l  o f  
m a r k e t i n g  m ix  s t a n d a r d i s a t i o n  i f  th e  p o l i t i c a l ,  p h y s i c a l  
a n d  le g a l  c i r c u m s ta n c e s  o f  t h e  f o r e i g n  m a r k e t  i s  s i m i l a r  
to  t h e s e  a s p e c t s  in  th e  h o m e  m a r k e t  ( e .g .  A k a a h ,  1 9 9 1 , 
B u z z e l l ,  1 9 6 8 , D o z  a n d  P r a h a l a d ,  1 9 8 0 , H il l  a n d  S t i l l ,  
1 9 8 4 , J a in ,  1 9 8 9 ) .
P 2-10 C o m p a n y  a r e  m o r e  l i k e ly  t o  p u r s u e  a  h ig h e r  l e v e l  o f  
m a r k e t i n g  m ix  s t a n d a r d i s a t i o n  i f  t h e  m a r k e t i n g  
i n f r a s t r u c tu r e  o f  th e  f o r e i g n  m a r k e t  i s  s im i l a r  t o  th i s  
a s p e c t  in  th e  h o m e  m a r k e t  ( c .g .  C h h a b r a ,  1 9 9 6 , O z s m c r  
e t a l ,  1 9 9 1 ,  A k a a h ,  1 9 9 1 ,  H i l l  a n d  S t i l l ,  1 9 8 4 , J a in ,  
1 9 8 9 ) .
P 2-11 C o m p a n i e s  w h ic h  a d o p t  a  g c o c e n t r i c / r e g i o c c n t r i c  
a p p r o a c h  to w a r d s  t h e i r  o p e r a t i o n s  a r c  m o r e  l i k e ly  to  
s t a n d a r d i s e  t h e i r  m a r k e t i n g  m ix  th a n  c o m p a n ie s  w h ic h  
p u r s u e  a n  e t h n o c e n t r i c / p o l y c e n t r i c  o r i e n t a t i o n  ( B o lz ,  
1 9 9 2 , A k a a h ,  1 9 9 1 , J a in .  19X 9, P e r lm u t t e r ,  1 9 6 9 , W in d  
e t a l .  1 9 8 7 ) .
P 2-12 A  c o m p a n y  w i th  a  h ig h e r  d e g r e e  o f  o w n e r s h ip  in  i t s  
o p e r a t i o n s  a b r o a d  is  m o r e  l i k e ly  to  s t a n d a r d i s e  i ts  
m a r k e t i n g  m ix  th a n  a  c o m p a n y  w i th  l i m i t e d  o w n e r s h ip  
in  i t s  o v e r s e a s  o p e r a t i o n s  ( e .g .  J a in ,  1 9 8 9 , K a s h a n i ,  
1 9 8 9 ,  R u t i g l ia n o ,  1 9 8 6 , V e r n o n ,  1 9 7 9 ) .
P 2-13 T h e  g r e a t e r  th e  c o n t r o l l i n g  in t e r e s t  o f  th e  h e a d q u a r t e r s  
in  i t s  o v e r s e a s  o p e r a t i o n  th e  m o r e  l i k e ly  it is  to  p u r s u e  
a  s t a n d a r d i s e d  m a r k e t i n g  s t r a t e g y  ( e .g .  B o lz ,  1 9 9 2 , 
K r e u tz e r ,  1 9 8 9 , E g c lh o f f ,  1 9 8 8 ,  H a l l i b u r to n  a n d  
H i in e r b c r g ,  1 9 8 7 , A lin  e t  a l ,  1 9 8 6 ) .
P 2-14 C o m p a n i e s  w h ic h  s t a n d a r d i s e  t h e i r  m a r k e t i n g  m i x  t o  a 
l a r g e  d e g r e e  a r e  s u c c e s s f u l  w i th  r e g a r d  t o  t h e i r  
f i n a n c i a l  p e r f o r m a n c e  in  i n t e r n a t io n a l  m a r k e t s  ( e .g .  
M e f f e r t  a n d  B o lz ,  1 9 9 5 .  S h o h a m .  1 9 9 5 ,  K a y n a k  a n d  
K u a n ,  1 9 9 3 ,  C h r i s t e n s e n  e t  a l ,  19X 7).
P 2-15 C o m p a n i e s  w h ic h  d o  n o t  s t a n d a r d i s e  t h e i r  m a r k e t i n g  
m ix  to  a  l a r g e  d e g r e e  a r e  s u c c e s s f u l  w i th  r e g a r d  to  
c u s t o m e r  s a t i s f a c t i o n  in  i n t e r n a t io n a l  m a r k e t s  ( e  g . 
C h a n g ,  1 9 9 5 , K o t le r ,  19 X 6 )
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4.1 INTRODUCTION
It is the aim of this chapter to explain the methodological approach 
used in this research. The chapter examines the various aspects related 
to the process of data gathering as well as describing the statistical 
techniques employed to analyse the data. Therefore, this chapter is 
primarily concerned with the development of a proper research 
strategy and construct based on the framework of Churchill (1979).
Thus, chapter four primarily focuses on the discussing of the methods 
of enquiry, the design of the questionnaire, the selection of the 
German companies and the issues of validity and reliability of 
measurement as well as the aspects relating to simple and regression 
analysis, to T-test analysis and one-way and post ANOVA are 
explored.
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4.2 RESEARCH STRATEGY
Empirical research in any discipline and nation is complex and, 
therefore, full of potential sources of error which makes a clear 
strategy towards its methodological issues crucial. In addition, the 
complexity of an empirical study requires even more attention to the 
research strategy since important aspects such as the equivalence of 
language and instrumentalisation (Douglas and Craig, 1983, Samiee 
and Jeong, 1994) have to be taken into account.
Adler (1983) stresses the importance of the functional equivalence and 
the instrumentalisation of the sampling design in research. 
Furthermore, the author also regards the criterion definition and the 
research administration as further key issues (Adler, 1983). Nasif et al. 
(1991) highlight the importance of methodological simplicity and the 
level of analysis while Cavusgil and Das (1997) summarise the key 
aspects such as the basic research design, the sampling issues, the 
instrumentation and data collection and the data analysis. Cavusgil and 
Das (1997) also stress the importance of a solid theoretical research 
construct before concentrating on specific cross-cultural aspects and 
that some aspects of the research design may be more important than 
others. Such a solid theoretical research construct is offered by 
Churchill (1979) who offers a framework for one of the most critical 
research aspects: the development of better measures of marketing 
constructs (figure 4.1 ).
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Assess
Reliability
Purify
Measure
Generate 
Sample of Items
Figure 4.1: Procedure for Developing better Measures (Churchill, 
1979)
Recommended Techniques: 
Literature Review
Literature Review 
Focus Groups
Coefficient Alpha 
Factor Analysis
Coefficient Alpha 
Split-half reliability 
Criterion Validity 
Multimethod Matrix 
Statistics
Summarising scores
Collect
Data
The framework of Churchill (1979) reduces the risk of ambiguity and 
errors and has already been applied successfully in previous studies 
(e.g. Melewar, 1994). Figure 4.2 illustrates the research strategy for
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Design
Questionnaire
Assess
Reliability
Assess
Validity
Test
Propositions
Figure 4.2: Research Strategy for this Study
Specify
Domain Of Construct
Applied Techniques: 
Literature Review
Measure
Collect
Data
Measure
Degree of Standardisation
Multiple Regression Analysis
Literature Review
Structured Questionnaire
Coefficient Alpha
Structured Questionnaire
Coefficient Alpha
Content validity 
Construct validity 
Mean Rating
Correlation Analysis 
T-test Analysis
Mail Survey
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4.3 DOMAIN OF CONSTRUCT
Churchill (1979) emphasises the importance of specifying the domain 
of construct. The researcher must be absolutely clear about the 
conceptual specification of the construct. Saunders (1994) shares this 
opinion when he describes the possession and exercise of sound 
substantial knowledge of the intricacies of the systems being 
compared by researchers as the fundamental pre-requisite of good 
research. No ambiguity must remain about which factors should be 
included or excluded in the domain. This seems to be of even greater 
importance when conducting a study in the field of marketing 
standardisation in which there is a significant amount of ambiguity 
due to different perspectives and definitions. (Goshal, 1987, Hamel 
and Prahalad, 1985, Porter, 1991). Therefore "it is imperative that 
researchers consult the literature when conceptualising constructs and 
specifying domains" (Churchill, 1979, page 67).
With regard to this research a precise literature review in the UK as 
well as in the concerned country, Germany, was conducted and any 
relevant contribution to the debate was considered before specifying 
the construct under study (e.g. Miiller and Kommeier, 1996, 1995, 
Meffert and Bolz, 1995, Bolz, 1992, Kreutzer, 1989). Finally, it was 
decided to define the domain of construct of this study as "the degree 
o f  marketing programme standardisation of the largest German 
companies with regard to external and internal factors" to narrow the
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identified gap in the literature.
4.4 SAMPLE OF ITEMS
After having specified the domain of construct it is crucial to generate 
items which capture the domain in the way it was specified (Churchill, 
1979). The aim is to have a clear indication of how a variable is 
defined and how many components it has. In order to accomplish this 
aim one can consider techniques such as literature reviews, experience 
surveys (Dickson and Albaum, 1977) or focus groups (Churchill, 
1979).
For this study the researcher primarily relied on a thorough literature 
review and on the expertise of an experienced British researcher in this 
field in order to generate the sample of items before discussing them 
with two marketing vice presidents and one chief executive officer of 
German companies which agreed to participate in the project.
After having conducted the review of the relevant literature and after 
having the discussions with the industry experts the researcher defined 
the construct and the number of components in accordance with the 
conceptual framework of Jain (1989) and the work of Akaah (1991). 
Therefore, the domain of construct of this study consists of the 
following determinants:
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-product
-price
-promotion
-distribution
-organisation / orientation (3 sub-components)
-target market (2 sub-components)
-market position (5 sub-components)
-nature of product (3 sub-components)
-environment (4 sub-components)
-performance (4 sub-components)
For generating the scale items with each component the same 
approach was chosen as for the definition o f  the components: The 
items were chosen from the review of the relevant literature and the 
discussions with the marketing vice presidents of the participating 
companies. The items and their sub-components were rated on a five- 
point-scale. This is because a five-point (interval) scale can be 
considered as more powerful than a nominal scale (Churchill, 1983). 
This is particularly important because Churchill (1983, page 246) 
argues that "the more powerful scales allow stronger comparisons and 
conclusions".
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4.5 PRELIMINARY QUESTIONNAIRE
As a result of the above steps a preliminary questionnaire was 
designed in English which was translated into German. With regard to 
their content these two versions of the questionnaire were absolutely 
identical in order to ensure the sample comparability and the 
equivalence of language. The equivalence of language implies that the 
words which were used in the measuring instrument convey equivalent 
meanings across cultures (Cavusgil and Das, 1997). In order to 
achieve an equivalence of language it is widely accepted in the 
literature to utilise iterative back translation techniques and parallel 
translation techniques with native speakers (Adler, 1983, Douglas and 
Craig, 1983, Sekaran, 1983). Hofstede (1980) suggests an approach of 
using bi- or multilingual translators who should translate into their 
preferred language. This approach was pursued when the researcher 
translated the questionnaire developed in English into German and 
then back into English.
In order to identify and eliminate areas of confusion a pre-test was 
conducted - in accordance with the recommendations of Tull and 
Hawkins (1990) - by sending the questionnaire to the above described 
sample of executives. After the respondents completed the 
questionnaire they were interviewed by the researcher. The pre-test 
and the following discussions with the industry experts resulted in the 
decision to send out the British version of the questionnaire only. This
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decision was made after German executives stated that they felt very 
comfortable with the British language. They stated that most of their 
daily activities were performed in English anyway. An offer of 
sending the German translation of the questionnaire (Appendix B3) to 
the non-responding companies which was made in the reminder letter 
was not used by a single company.
4.6 PURIFYING THE MEASURE
Churchill (1979) recommends the domain sampling model for 
purifying a measure. The domain sampling model (Ley, 1972) is based 
on the concept of an indefinitely large correlation matrix illustrating 
all correlation between the items which are in the domain. 
Parameswaran et al (1979, page 20) state that this model "does not 
require any postulates about underlying factors (true and error score 
concept) nor does it require that test samples have equal means, 
variances, and covariance (eclectic concept)". According to Nunnally 
(1967) this model represents the notion that the aim of a measurement 
is to estimate the score which would be received in the case of 
utilising all items in the domain. The underlying assumption is that the 
average inter-correlation of an item with all other items within the 
domain always remains the same. But in practise one often does not 
utilise all items available but only a sample of them (Churchill 1979). 
According to the model this is not problematic despite the likelihood 
that each item might have a certain amount of distinctiveness because
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the key notion underlying the model is that all items belonging to the 
domain of the concept have an equal amount of common core. Thus 
all the responses to the items which are taken from one single domain 
should be highly interrelated. If this should not be the case the low 
inter item correlation represent unreliability and error based on 
drawing items from an incorrect domain. According to the literature 
(e.g. Churchill, 1979, Nunnally, 1967, Peter, 1979) the most 
appropriate way to measure the consistency of the items is the use of 
Cronbach's Coefficient Alpha (Cronbach, 1951).
As Churchill (1979) stresses the Cronbach's Coefficient Alpha should 
be used to measure the internal consistency of sets of items because it 
is directly linked to the notion of the domain sampling model. Because 
of that Cronbach's Coefficient Alpha can be regarded as one of the 
most important deductions from the theory of measurement error 
(Nunnally, 1967) and "as a most useful formula for assessing the 
reliability of measures in marketing research" (Peter, 1979, page 9).
The main reason for the success of Cronbach's alpha is based on the 
fact that it determines the mean reliability coefficient for all possible
4.7 CRONBACH'S COEFFICIENT ALPHA
a
k  =  n u m b e r  o f  i t e m s  in  t h e  s c a l e  k  ; < 7“ =  v a r i a n c e  i t e m  i; ( 7 ,  -  v a r i a n c e  o f  s c a l e
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ways of splitting a set of items in half. Thus it avoids the difficulties 
related to the basic split-halves techniques which split item scores in 
half and correlate the resulting half scores (Summers and MacKay, 
1976, Villani and Wind, 1975) leaving the researcher with the problem 
that - depending on how the items are split in half - the obtained 
results vary (Peter, 1979). Cronbach's coefficient alpha overcomes this 
problem because the square root o f coefficient alpha is the estimated 
correlation of the k-item test with errorless true scores (Nunnally, 
1967). Thus the k-item test correlates well with true scores whenever 
Cronbach's Alpha is large while the sample items do not capture the 
construct well whenever the Cronbach's Alpha is small.
What one should regard as a large or as a small coefficient depends to 
some extent on the stage of the research: while a final reliability score 
of between .90 and .95 should be reached before making important 
decisions it is enough to have reliability scores ranging between .50 
and .60 (Nunnally, 1967). The Cronbach's Alpha was calculated for 
the scale components as shown in Table 4.3. The measure led to 
satisfactory levels of obtained coefficient alphas scores which made it 
possible to carry on.
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4.8 DESIGN OF THE QUESTIONNAIRE
The questionnaire was structured and it was designed in a way which 
made it easy to complete. Since the length of the questionnaire is 
considered to be an important factor in terms of response rates in an 
industrial population (e.g. Jobber and Saunders, 1993). the total 
number of the questions was limited to 46, spread over six pages. The 
majority of questions (30) used a numeric scale (1-5 to evaluate the 
responses) in which aspects considered as highly similar were rated 
"1" while factors which the respondents consider as highly different 
were rated "5". There were twelve questions which used tick boxes 
and only four open-ended questions that asked for factual data (e.g. 
name of company).
The questionnaire was printed on white paper to keep the costs down 
especially since the research findings about the effect of coloured 
questionnaires are inconsistent (Greer and Lohtia, 1994, Jobber and 
Sanderson, 1983, Harzing, 1997). The language used in the 
questionnaire was English after the pre-test with German executives 
showed that German executives were comfortable with English 
version of the questionnaire.
This questionnaire was accompanied with a cover letter describing the 
research project in the language of the respondents. It was 
personalised (Dillman, 1978, LaGarce and Kuhn, 1995, Yu and
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Cooper, 1983) and had a hand-written signature accompanied by a 
second signature of the researcher’s supervisor to make the letter look 
even more important. The approach of having two signatures was 
chosen because it replicated the German standard procedure for 
important business mail and moreover this approach has also been 
applied in previous research into German companies (Shaw, 1992). 
This approach reflects the German way o f sending important business 
correspondence to clients or customers (Appendix A 1 ).
4.9 DATA COLLECTION
A mail survey addressing the Chief Executives Officers (CEOs) of the 
500 largest German companies by turnover was conducted in order to 
be able to investigate the aims of this research.
Data was collected on external country factors comprising aspects of 
the marketing environment, customer characteristics and behaviour 
and the competitive environment. In addition, respondents were asked 
to evaluate the degree of similarity in their company’s marketing mix 
and marketing process activities between their home and their 
overseas operations. Meanwhile, a computer package was certainly 
needed for this study since modem computer technology has made 
data analysis relatively straightforward (e.g. Diamantopoulos and 
Schlegelmilch, 1997). Compared to single-focus programmes, 
powerful general purpose packages are much more helpful and
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satisfactory to meet the purpose of this study because such packages 
have facilities for data tabulation, descriptive statistics, cross­
tabulations, tests for differences between groups, correlation analysis 
and multivariate statistics (e.g. Hooley and Hussey, 1995). SPSS for 
Windows, a widely available and recommended package is therefore 
used in this study.
4.9.1 SAMPLE SELECTION
The identification of the companies was done through secondary 
research which was based on a search of relevant books such as The 
Financial Times’ Top 1000 European Companies 1996 and Kompass 
Who Owns Who. In addition to this, publications of official bodies 
and industrial and trade publications such as of the German Chamber 
of Commerce were used. The sample was finally selected by using 
The Financial Times 'Top 1000 European Companies’ and the 
Frankfurter Allgemeine Zeitung GmbH Information Service 
‘Germany's Top 500’ because of the compact information including 
names and phone numbers.
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4.9.2 MAIL SURVEY APPROACH
The approach of a mail survey or a mail interview is a form which is 
commonly used in research projects in the field o f marketing (Torabi, 
1991). Other major options for conducting a survey such as personal 
interviews (Yeung, 1995) or telephone interviews (Tull and Hawkins, 
1990) can be regarded as about twice as effective with regard to 
increasing the response rate (Yu and Cooper, 1983) but they are 
accompanied with significant costs and are less time convenient (Fox 
et al., 1998). Therefore the authors consider for most research projects 
a mail survey as the only possible option for collecting data.
The broad scope of this research (consumer goods as well as industrial 
goods) and the relatively large sample size would have contributed 
further to the cost aspect. Moreover, a mail survey has other 
advantages such as its geographic flexibility with regard to the 
location of the respondents (Kanuk and Berenson, 1975). It is time 
convenient and enables the respondent to get information on questions 
from colleagues of other departments if necessary when answering the 
questionnaire (Holm, 1991). Another major advantage of a mail 
survey which is likely to play a role in this study is that the approach 
offers a high degree of anonymity (Holm, 1991). Many respondents 
participating in this study did not want to be associated by name with 
this research despite the fact that they were reassured that all 
information received will be held in strictest confidence and that no
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conclusions will be drawn from individual companies. A final aspect 
for choosing a mail survey was the intention to use the same approach 
as Akaah (1991) to replicate the findings of his research which 
investigates the degree of marketing programme standardisation with 
regard to the top 500 companies in the USA.
4.9.3 METHOD OF ENQUIRY
The initial mailing consisted of a cover letter (Appendices Al), the 
questionnaire (Appendices Bl) and a stamped, preaddressed return 
envelope to minimise any inconvenience and costs for the respondents 
to receive a high response rate. Personalised addresses and the 
personal salutations to the CEO by name were used because a 
significant number of authors argue that a personalisation of the 
potential respondent also have a positive impact on the response rate 
of a mail survey (Church, 1993, Harvey, 1987, Jobber, 1986, LaGarce 
and Kuhn, 1995, Yu and Cooper, 1983).
The follow-up strategy included a reminder letter which was mailed to 
increase the responses to the initial mailing. In order to further 
increase the response rate Dillman's multiple follow-up strategy 
(Dillman, 1978) was utilised since it has found significant acceptance 
in the literature (Fox et al., 1998, McKee, 1992). Therefore, a second 
mailing was sent out which was followed after one week by a written 
reminder. After two more weeks a final mailing was sent out to non­
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respondents which was followed by another telephone contact.
Final telephone follow-ups were conducted but turned out to be very 
unsuccessful despite full access of the researcher to the company's 
phone numbers. Despite the multiple attempts of the researcher to get 
connected most secretaries blocked the access to various executives 
constantly by stating that the executive and other competent marketing 
colleagues were having meetings or that they were on a business trip.
Due to the mail delivery times and the limited priority with which the 
companies seem to have allocated to the study the responses came in 
rather slowly. For the first mailing around 20 % of the total amount of 
responses were received after two weeks, 50 % within four weeks and 
nearly 70 % within eight weeks. The remaining 30 % trickled in over 
another six weeks. A very similar pattern was found for the reminder 
of the first mailing. The responses to the second mailing came in more 
slowly with nearly 10 % after two weeks but recovered quickly in the 
next two weeks, by the end of which 50 % of the final amount of the 
questionnaires had arrived. After 6 weeks 70 % had been received. In 
the reminder to the second mailing the responses took even more time.
Roughly 10 % after the second, 35 % after the fourth and 60 % after 
the sixth week. In both cases the reminders generated an additional 
response of around 40 % of the original responses. No differences 
were observed with regard to the responses in terms of characteristics
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of the population. As indicated above around 30 % of the responses 
were received through the reminders. Another mailing to the ones 
which did not response at all and a phone contact did not generate any 
additional responses.
4.9.4 RESPONSE RATE
While response rates of national mail surveys typically vary between 
1% and 31% (Fox et al„ 1998) the response rates of international mail 
surveys are generally lower (Jobber and Saunders, 1988, Teagarden et 
al, 1995). The response rates of international mail surveys without a 
pre-contact or a telephone follow-up contact are in a range between 
6% and 16 % (Goshal and Nohria, 1993, Jobber et al, 1991, Kopp, 
1994, Shipchandler et al, 1994, Wolf, 1994). Since the questionnaires 
for this study were sent from the UK the response rate will be 
compared to the ones of international surveys.
The response rates for this study are within the range of comparable 
surveys. The response rate of the usable questionnaires was 17.2% (86 
questionnaires). A list of the participating companies cannot be given 
since anonymity was promised and this thesis will effectively be in the 
public domain. Table 4.1 illustrates the result in terms of the sampling.
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Table 4.1 : Result of Sampling
Total Number of Number of Response
questionnaires Responses Rate
Complete 86 17.2 %
Incomplete 12 2.4 %
98 19.6%
While the literature suggests that there is no inverse relationship 
between the questionnaire length and obtained response rates (Jobber, 
1989) some respondents who did not complete the questionnaire (as 
well as some who did) claimed that it was too long.
Another and major aspect for not fdling in the questionnaire 
completely or not at all was the concern of the respondents about the 
confidentiality with regard to the data. It seems that for the latter 
reason most respondents did not use the opportunity to attach their 
business card or name to the questionnaire when returning the 
questionnaire. This seems to be a common problem since other 
researchers (e.g. Simon, 1990) faced similar difficulties with German 
managers which seems to suggest that university research in general 
was not regarded as being practically meaningful to them.
Therefore, many respondents were not interested in participating and 
in receiving the results at all which had been thought of as
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representing an incentive for the respondents. This incentive seems to 
have actually represented a strong reason for non-response or for 
incomplete responses since if one is not interested in receiving the 
overall results of the research one cannot gain anything from 
participating. Following this train of thought it is understandable that 
many respondents and non-respondents in particular chose not to give 
any disclosure of company information to a third party despite the 
reassurance that all information will be kept in strictest confidence.
Despite the fact that the most recent secondary sources were used, the 
addresses of the companies were one year old resulting in some 
returned questionnaires. In addition, some of the named executives 
had left the company which caused some companies to return the 
mailing as undeliverable. For these reasons 23.6 % of the mailings 
were returned as undeliverable which is in a normal range in 
comparison to other international mail surveys. Recent findings of 
Casson et al (1996), Schlegelmilch and Robertson (1995) and 
Shiphandler et al (1994) all report numbers for undeliverable mailings 
between 20% and 26%. Other reasons for not participating in this 
research were lack o f time and the increasingly high numbers of 
similar requests from other researchers.
Finally, some of the companies did not operate internationally and 
stated therefore that they were unable to participate in this study. A 
detailed analysis of the participating companies. Table 4.2 summarises
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the reasons for not participating.
Table 4.2: Reasons for Not Participating in this Study
Reason for 
Non-Response
Frequency Percentage
Concerns about 
confidentiality
103 25.6 %
No interest 97 24.1 %
No time 48 11.9 %
Not relevant 
(not international)
18 4.5 %
Undeliverable 95 23.6%
No response at all 29 7.2 %
Questionnaire too 
long
12 3%
Total 402 100%
Jobber and Saunders (1993) emphasise that for the large top 500 
companies as ranked in the Times or Fortune the questionnaire crises 
is particularly acute because so many researchers rely on these lists. 
But since the testing of the propositions of this thesis required a large 
sample the approach was chosen.
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4.10 ASSESS RELIABILITY
After having received the data for this research through the responses 
of the mail survey it is of interest to the researcher to assess the 
reliability of the received data. In other words the researcher has to 
evaluate "whether the same result is obtained when a measure is 
repeated, in a different context, fashion or time." (Douglas and Craig, 
1983, page 236). Hence "reliability can broadly described as the 
degree to which measures are free from error and therefore yield 
consistent results" (Peter, 1979, page 6). Davis et al (1981, page 98) 
stress the importance of reliability issues especially with regard to 
cross-national studies because "the discovery of country by country 
differences provides the basis for developing separate localised 
marketing strategies while the absence of such differences bolsters the 
case for standardised marketing programmes". As described by 
Churchill (1979), Parameswaran et al (1979) and Peter (1979) there 
are different methods to estimate reliability which are partly based on 
different assumptions. Among those the most frequently reported 
techniques are the test-retest technique, alternative techniques and the 
internal consistency. The test-retest technique aims to estimate 
reliability by applying an identical measure a second time and under - 
ideally - the same circumstances. Since there is a small likelihood of 
being able to generate equal conditions over time Churchill (1979, 
page 70) states that "test-retest reliability should not be used". While 
acknowledging the related difficulties of this technique Peter (1979)
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nevertheless states that this method can provide useful information 
about the stability of a measure. Alternative techniques to estimate 
reliability are utilised by measuring the same subjects with two 
different scales at two different times. Although the two scales used 
are similar in content they differ to a certain extent in order to ensure 
that the first measurement will not greatly affect remeasurement. Then 
the results of the measurements are correlated in order to receive a 
reliability coefficient which assesses the equivalence of the content of 
the measured items (Peter, 1979).
Nunnally (1979) points out a major problem associated with this 
method. It is the generation of substantially equivalent measures and 
the proof that the two measures used are in fact equivalent in content. 
For these reasons the literature (e.g. Nunnally, 1979, Peter, 1979) 
consider the use of Cronbach's Coefficient Alpha as preferable to 
alternative techniques. The relevant aspects regarding the internal 
consistency have already been mentioned in the context of the domain 
sampling model and the discussion of Cronbach's Alpha Coefficient 
(Cronbach, 1951).
The Cronbach Alpha Coefficient is considered superior to the internal 
consistency technique because its basic form of splitting half the item 
scores of obtained data from a scale and then correlating the resulting 
half scores is problematic (Peter, 1979): Different results are obtained 
depending on how the items are split. As Churchill (1979)
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demonstrates in this context there are 126 possible splits even if the 
researcher is just assessing ten items. Since each of the possible splits 
is likely to generate a different coefficient it is difficult to make any 
assumptions about what the correct split-half reliability is.
Therefore, Cronbach's Alpha can be considered as the most 
appropriate way to estimate reliability (Churchilll, 1979, Nunally, 
1967, Parameswaran, 1979, Peter, 1979). In this study alpha 
coefficients were calculated for each of the scale components and the 
summary of the results is shown in the table 4.3.
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Table 4.3: Results of Reliability Analysis on the Variables of this 
Study
Variables Measure Cronbach Alpha
Product A 9-item measure .87
Pricing A 8-item measure .89
Distribution A 6-item measure .86
Promotion A 15-item measure .91
Marketing management process A 14-item measure .92
External factors
Customer characteristics A 10-item measure .86
Economic factors in the host mkt A 6-item measure .87
Socio-cultural characteristics A 8-item measure .89
Target customer characteristics A 4-item measure .82
Product/service positioning A 5-item measure .81
Political environment A 7-item measure .87
Physical environment A 5-item measure .88
Legal environment A 11 -item measure .95
Marketing infrastructure A 12-item measure .91
Internal factors
Delegation of authority with 
regard to nature of organisation
A 2-item measure .83
Delegation of decision-making 
authority
A 14-item measure .92
Performance factors
Performance (in the home market) A 5-item measure .81
Performance (world-wide) A 5-item measure .93
Performance with regard to 
companies' objectives
A 6-item measure .92
Performance comparison with 
competitors
A 6-item measure .93
As the table shows, all of these alpha coefficients exceeded 0.80,
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therefore the further analyses seem to be worthy.
4.11 ASSESS VALIDITY
When assessing validity the researcher differentiates between the 
validity of the content and the construct validity which has several 
sub-components.
4.11.1 CONTENT VALIDITY
In order to assess the quality of measures further not only the 
reliability is used but also the validity. While the reliability aims at 
verifying that the measures yield consistent, error free results, the 
validity - according to Nicholas et al (1985, page 30) - verifies "that 
the various items measure what they are designed to measure (content 
validity)". Churchill (1979, page 65) states in this context that "a 
measure is valid when the differences in observed scores reflect true 
differences on the characteristic one is attempting to measure and 
nothing else." This notion takes into account that an observed score 
( X ' s based on the object’s real or true score ( X 7)< a systematic 
error ( J ^ s.) and a random error ( Xu) -  This relationship can be 
expressed as
Xo-Xr+Xs+X,
While a large amount o f random errors (e.g. the mood of a person)
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affect the reliability of a measure in the way that it does make the 
measure unreliable the systematic errors (e.g. a person’s willingness to 
express its true feelings) could be present without reducing reliability 
which hence would remain a reliable measure. Therefore it is argued 
"that reliability is a necessary but not sufficient condition for 
validity"(Peter and Churchill, 1986, page 4). Not every possible item 
can be included in a measurement. Thus the researcher must define 
precisely the utilised variables in order to ensure that they are 
representative with regard to the total sample with all its different 
dimensions.
4.11.2 CONSTRUCT V A L ID IT Y
Churchill (1979) states that while the above procedures should result 
in a measure, which is reliable and valid it does not necessarily mean 
that the measure has construct reliability. Peter (1981) states that 
construct reliability refers to the correspondence between a construct 
(a conceptual level) and a measure (an operational level) which ideally 
fulfils two conditions: the construct-valid measure does not 
"underidentify the construct by omitting unique characteristics and it 
"does not contain surplus characteristics that contaminate it" (Peter 
and Churchill, 1986, page 2).
Furthermore, Churchill (1979) stresses that researchers must define the 
extent to which the measure correlates with other measures designed
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to measure the same thing and whether the measure acts in the 
expected way. In order to measure the latter aspect Peter and Churchill 
(1986) refer to nomological validity which assesses the conceptual 
relationships between different constructs as well as taking the 
empirical relationships of different measures into consideration.
Churchill (1979) also stresses the importance of the extent to which 
the measure correlates with other measures designed to measure the 
same thing. In this context Peter (1981) refers to the utilisation of 
convergent validity. By applying convergent validity the researcher 
examines the correlation between responses which were generated by 
the use of methods which are extremely different while measuring the 
same construct. Furthermore, Churchill (1979, page 70) suggests that 
measures also should have discriminant validity which represents the 
extent to which a measure " is indeed novel and not simply a reflection 
of some other variable". The following figure (figure 4.3) illustrates 
the key aspects of construct validity based on Peter and Churchill 
(1986).
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Figure 4.3: Key Aspects of Construct Validity
Construct validity investigates the relationships between the measure 
concerned and measures of other concepts/characteristics within a 
theoretical framework. Nomological validity examines the 
relationships between measures of different concepts that are 
theoretically related. Discriminant validity examines the relationships 
between measures of different concepts that are theoretically 
unrelated. Convergent validity examines the relationships between 
measures of the same concept generated by different methods 
(Dimantopoulos and Schlegelmilch, 1997).
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4.12 MEASURING THE DEGREE OF
STANDARDISATION
To properly address the subject of measuring the degree of 
standardisation it was necessary to define the measurement which 
consists of "rules for assigning numbers to objects in such a way as to 
represent quantities of attributes" (Nunnally, 1978, page 3). The 
process of measuring attitudes objectively is often called scaling 
(Boyd et al, 1989) and a number of useful scales have been generated. 
There are nominal, ordinal, interval and ratio scales (Churchill, 1983).
While the numbers of a nominal scale simply identify the assigned 
attribute (e.g. l=male, 2=female) a ordinal scale serves "to rank a 
respondents according to an order" (Boyd et al, 1989). More powerful 
measures than those two mentioned are presented in ratio and interval 
scales. Ratio scales are very similar to interval scales but possess an 
absolute zero and thus allow comparisons of absolute magnitude while 
in the case of an interval scale (e.g. temperature scales) the zero point 
is set arbitrarily (Churchill, 1983). Interval scales separate items by 
rank order and measure the distance between the rank positions in 
equal units (Boyd et al, 1989).
Douglas and Craig (1983, page 196) state in the context of scales that 
"a five- or seven-point scale is ordinarily used". Although a seven- 
point scale might increase the possible variety in answers, a five-point
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scale which brought a relatively convergent result would be more 
suitable for this study. Therefore the numeric five-point scale with 
descriptive anchors was used to evaluate the responses in which 
aspects considered as highly similar were rated "1" while factors 
which the respondents consider as highly different were rated "5".
In order to assess the degree of marketing strategy standardisation the 
respondents were asked to evaluate the degree of similarity in 
marketing mix and marketing process activities between their 
headquarters and their operation abroad. The evaluations were made 
with regard to the host market that the respondent was most familiar 
with (with respect to the respondent’s overseas operation). Allowing 
the respondents to choose their "most familiar" host market and thus 
using self-selection (a type of free-response questions) offers some 
advantages to the researcher, such as
• Permit the researcher to obtain responses that were unanticipated,
• May elicit more closely the real views of the respondent (Luck and 
Rubin, 1987).
In the case of this study, the answers obtained from the self-selection 
would elicit information more closely to the real situation of their 
chosen host market. However, this self-selection may be very 
expensive and time consuming to code, to tabulate and to analyse 
since the answers may be more divergent than close-ended questions.
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The list of the marketing mix activities as well as the ones concerned 
with the internal marketing process was based on relevant previous 
literature (e.g. Akaah, 1991, Pride and Ferrell, 1989, Sorenson and 
Wiechmann, 1975).
Based on the literature review and the interviews with the executives 
the four major marketing mix elements of the marketing mix variables 
used 38 items in total, the marketing process was examined through 19 
items. Based on the extensive review of the relevant literature on 
marketing standardisation the marketing mix activities were classified 
as product design, product positioning, brand name, packaging, retail 
price, basic advertising message, creative expression, sales promotion, 
media allocation, role of sales force, management of sales force, role 
of middlemen, type of retail outlets and customer service (e.g. Quelch 
and Hoff, 1986, Sorenson and Wiechmann, 1975, Wind and Douglas, 
1986).
Jain (1989) stresses that advertising has been examined more detailed 
and more often than most other elements of the marketing mix and 
suggests that future research should explore the standardisation of the 
other aspects of the marketing mix activities with a comparable 
intensity. In this study, therefore, the dimension product/services is 
split into nine sub-components leading to the construct of nine 
variables which were used to measure the product/services activities.
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Eight variables are used to measure pricing activities, six variables are 
used to measure distribution activities. The importance of the 
advertising elements was considered by measuring it with fifteen sub­
components. Figure 4.4 illustrates the variables used.
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w a r r a n t i e s
Figure 4.4: Variables used for the Measurement of the 
Marketing Mix
p r o d u c t / s e r v i c e  f e a t u r e s ,  
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a f t e r - s a l e s  s e r v i c e
p r i c e  c h a r g e d  to  e n d - u s e r ,  
p r i c e  c h a r g e d  t o  d e a l e r f s ) ,  
p r i c i n g  m e th o d  to  e n d - u s e r ,  
p r i c i n g  m e th o d  t o  d e a l e t f s )  
p r i c e  d i s c o u n t s  t o  d e a l e r f s )  
c r e d i t  t e r m s  t o  e n d - u s e r s  
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a d .  a g e n c y  u s e d  
m e d ia  b u d g e t  a l l o c a t io n  
u s e  o f  T V  a d v e r t i s e m e n t  
u s e  o f  p r i n t e d  a d v e r t i s i n g  
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u s e  o f  t h e  in t e r h e t  
a p p r o a c h  t o  p u b l i c  r e l a t i o n s  
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u s e  o f  s p e c i a l 'c v e n t s  
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174
'
Chapter Four: Methodology
Furthermore, the respondents evaluated the similarity between their 
home market and their chosen host country. The country dimension 
was assessed through 16 characteristics relating to the target market 
(10 regarding the customers, six regarding the economic aspects) and 
12 characteristics which considered the market position aspect (eight 
relating to socio-cultural aspects, three for competition, one for the 
market life cycle). In addition to that, six characteristics were 
concerned with the nature of the product (of which five were related to 
positioning, one to the differentiation between consumer/industrial 
goods) while 35 characteristics comprised the various aspects of the 
environment (political, legal and physical environment, marketing 
infrastructure).
Environmental factors refers to physical, legal and political factors as 
well as the marketing infrastructure. Related aspects such as the media 
availability, the retail structure of a market (Akaah, 1991) have an 
impact in this context as well as the role of the government. With 
regard to these aspects Jain (1989) states that a standardisation of the 
marketing programme is more likely in the case that the environmental 
aspects in the host country are rather similar to the ones in the home 
market.
Seven variables were used to measure the factor "political 
environment", eleven for the factor "legal environment", five for the 
factor "physical environment" and twelve for the factor "marketing
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infrastructure". All characteristics were chosen on the basis of 
comparable key studies as summarised in chapter 3 (table 3.10). The 
variables for each environmental factor are illustrated in Figure 4.5.
Figure 4.5: Variables of the Environmental Factors
ENVIRONMENT 
FACTORS
a Political sy stem  l a
a Political stability
® Foreign  po licy
0 F iscal/m onetary  policy
a Level o f  V A T  tax
<3> G o vernm en t in tervention  in co rp o ra te  1
b usiness
0 C o rp o ra tio n  tax
<3> L egal sy s te m  in general
a L abour p ro tec tion  law s
0 S ocial law s
a Paten t/copyrigh t p ro tec tion
a E nv ironm en t law s
a A d vertis ing  law s
a E m ploym ent law s
a C o m p an y  law s
a P ack ag in g  law s
a Pricing  law s
0 S h o p p in g  law s
a R a n g e  o f  p r o d u c ts  o f f e r e d
a R e ta il  p r ic e s  o f  p rod u ct ran ge
a A v a ila b il i ty  o f  m e d ia
a A c c e s s  to  t e le v is io n s
a A c c e s s  to  r a d io s
a A c c e s s  to  p rin ted  p u b lic a t io n s
a A c c e s s  to  th e  Internet
a A v a ila b il i ty  o f  d is tr ib u tio n  c h a n n e l
a C u s to m e r  a c c e s s  t o  d istr ib u tio n
c h a n n e ls
a R a t io  o f  sm a ll to  b ig  d is tr ib u tio n
c h a n n e ls
a A v a ila b il i ty  o f  s k i l le d  m a rk eters
a A v a ila b il i ty  o f  a d v e r t is in g  a g e n c ie s
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To measure the degree of relationship between standardisation and 
environmental factors, multiple correlation analysis was employed.
The preceding discussion explores the external imperatives that affect 
standardisation. The internal dimension was examined through 19 
items which referred to the concerned aspects.
The aspects of the corporate orientation refers to the managerial 
orientation towards the environment of foreign markets as well as the 
managerial capability of considering foreign perspectives. A multiple 
choice question was used to ask the respondents about the type of their 
companies' orientation. The proposition is tested by T - test analysis 
and ANOVA to compare and to explore two groups of firms with 
different orientations (i.e. geocentric/regiocentric orientation versus 
ethnocentric/polycentric orientation) (e.g. Meffert and Bolz, 1995, 
Bolz, 1992). Another organisational factor that influences 
standardisation of marketing standardisation strategy are the 
headquarters-subsidiary relationships. A T - test analysis is employed 
to test the proposition.
The final organisational factor that influences the standardisation of 
marketing strategy is the extent to which decision-making authority is 
delegated to the overseas subsidiaries. Rutigliano (1986) considered 
the central control of world-wide operations a necessary requirement 
for achieving a high level of standardisation while Kashani (1989,
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1990) differentiates between the authority of central control and the 
rigid implementation of standardisation. In this study the controlling 
interest was measured by three factors: controlling marketing 
performance, the degree of control in chosen overseas and the degree 
of centralisation of the companies. The controlling of the marketing 
performance was measured by five extents: set by headquarters, set 
primary by headquarters, responsibility equally shared between 
headquarters/overseas operation, set primarily by overseas operation 
and set by overseas operation. These aspects are tested by applying 
correlation analysis.
The respondents also provided their evaluations of the performance of 
their companies in their home, in their chosen host market and world­
wide. The evaluation of the company's performance in the home 
market and world-wide comprised financial as well as market 
measures as applied in the literature (Kotabe, 1990, Shaw and Wong, 
1995). The evaluation included five aspects (market share, turnover, 
net profit, return on investment, customer satisfaction) which the 
respondents were asked to evaluate with regard to a period of three 
years. In addition the respondents ticked the box for indicating their 
actual market share in the home market and their market position in 
terms of whether their company is in a market leading, in a 
challenging, average or weak market position (e.g. Bolz, 1992).
Jain (1989) stresses that the decision on standardisation should be
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based on economic payoff, which includes financial performance, 
competitive advantage, and other aspects. The concern for a financial 
advantage has been expressed for a long time (e.g. Buzzell, 1968) and 
most of the literature has emphasised scale effects that transcend 
national boundaries and provide cost advantages to companies selling 
to the world market (e.g. Hout et al, 1982, Rutenberg, 1982, Levitt, 
1983, and Henzler and Rail, 1986). The findings regarding 
standardisation and marketing standardisation are mixed and therefore 
require further investigation (e.g. Shoham, 1995).
Based on the relevant literature (e.g. Blaine, 1994, Lee and Blevins, 
1990, Geringer et al, 1989, Hansen et al, 1989) financial performance 
was measured by typical variables such as market share, turnover, net 
profit and return on investment (ROI). The proposition relating to 
these indicators is tested by multiple correlation analysis to measure 
the degree of relationship between standardisation and financial 
performance. However, Venkatraman and Ramanujam (1986) argue 
that performance is not defined as financial performance only, it may 
be operationalised in other aspects, too. Customer satisfaction is one 
of factors which are commonly used (e.g. Gosling, 1988, Whitt and 
Whitt, 1988).
As mentioned above some of the performance indicators were 
answered by the participants by ticking boxes. The tick-box questions 
list a number of answers and permits the range to select the answer 
that best approximates their own estimation. This approach has the
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same advantages as multiple-choice questions (Luck and Rubin, 1987, 
page 189):
1) Overcome many of the problems of the open-ended questions
2) Assure that the respondents will answer on the same dimension
3) Are less demanding on the interviewer to administer
4) Are easier to edit, to tabulate, and to analyse
The design of the tick boxes exactly meets the need of this study to get 
information about respondents' market share to process and analyse 
the data. With regard to the evaluation of the performance in the host 
market the questions addressing the actual market share and the 
market position were identical to the ones asked in the home market 
context.
But to the five financial and market measures utilised above another 
one, sales growth, was added to make the measure even more 
complete (Bolz, 1992, Meffert and Bolz, 1995). In this context the 
respondents were also asked to evaluate these six aspects in terms of 
the company's objectives as well as with regard to their competitors. 
At the operational level some preliminary statistical analysis as 
frequency and cross-tabulations were conducted at this stage to 
observe the degree of marketing standardisation.
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4.13 TESTING OF THE PROPOSITIONS
Proposition testing can be defined as "a procedure based on sample 
evidence and probability theory used to determine whether the 
proposition is a reasonable statement and should not be rejected, or is 
unreasonable and should be rejected" (Mason and Lind, 1990, page 
357). Thus it is the aim of this procedure to reject or to accept 
explanations of relationships which the researcher assumes within a 
known degree of certainty. Churchill (1983) states that a simple fact 
underlies the statistical test of a proposition: "A null hypothesis may 
be rejected, but can never be accepted except tentatively since further 
evidence may prove it wrong. In other words, one "rejects" the null 
hypothesis (and accepts the alternative hypothesis) or "does not reject" 
the null hypothesis on the basis of the evidence at hand.
In this study the propositions are primarily formulated by 
operationalising the different aspects of the conceptual framework of 
Jain (1989) and comprise each component of the external and internal 
dimension.
4.13.1 DATA ANALYSIS
The statistical techniques of the summated scales, the simple and 
multiple correlation analysis, the T-test analysis and one-way ANOVA 
arc utilised in order to test the propositions of this study. To reduce the
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number of variables for the subsequent analyses the summated scales 
were calculated if necessary in the second step to replace the larger 
numbers of original variables which measured the concept. In the final 
step the simple/multiple correlation analysis were used to test the 
propositions by examining the relationships between the criterion 
variable and the predictor variable(s). Meanwhile the T-test analysis 
and the one-way ANOVA analysis were utilised to test the other 
propositions by making comparison between/among groups on a 
particular characteristics (of the criterion variable).
4.13.2 SUMMATED SCALES
In many studies the analysts are interested in creating an entirely new 
and smaller set of composite variables to replace the original set, when 
the number of original data is large. According to the literature (e.g. 
Hair, 1995, Hooley and Hussey, 1995) there are primarily three 
alternatives:
• factor scores,
• surrogate variables and
• summated scales.
Factor scores have the advantage of representing a composite of all 
variables loading on the factor, whereas surrogate variables represent 
only a single variable. However, factor scores have the disadvantage
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that they are based on correlation with all the variables in the factor. 
The scores are only approximations of the factors because these 
correlations are likely to be much less than 1.0. The single surrogate 
variable is interpretable but does not represent all the facets of the 
factor. In this respect the summated scale is a compromise (e.g. 
Hooley and Hussey, 1995, Hair et al. 1995).
The original attempt of developing the summated scale is to increase 
the reliability of the measurement by combining several variables that 
measure the same concept into a single variable. In most instances, the 
variables are summed and the total or its average is used in the 
analysis. The objective is to avoid using only a single variable to 
represent a concept, and instead use several variables as indicators, all 
representing differing facets of the concept to obtain a more "well- 
rounded" perspective (e.g. Hair et al, 1995).
Hair et al (1995) stress that the use of multiple indicators allows the 
researcher to more precisely specify the responses desired and does 
not place total reliance on a single response but instead on the 
"average" or "typical" response to a set of related responses. However, 
the summated scale is probably the best alternative, compared with 
factor scores and surrogate variables, only if the scale is a well- 
constructed, valid, and reliable instrument. Therefore, assessing 
reliability and incorporating scales in the analysis are methods any 
researcher must employ.
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The summated score is used in this study for the further analyses, 
whenever necessary, for two reasons: Each variable under a single 
question of the questionnaire in this study was designed to measure the 
underlying concept with other variables under the same question. In 
this case the factor analysis, the common-used statistical technique, is 
not proper for this study to reduce the large number of original data 
(e.g. Hair et al, 1995, Curwin and Slater, 1996, Huntsberger et al, 
1980).
Therefore, the factor score is not used in this study, but the summated 
score:
1. The result of the reliability analysis as illustrated before shows that 
all alpha coefficients of the variables used in this study exceeded 
0.80. This supports the use of the summated scales for this study 
since the scale is well-constructed and reliable instrument. 
Therefore, the variables under the same question (which are related to 
the same concept) are summed and the total or average are used for the 
analyses to condense the information (e.g. Diamantopoulos and 
Schlegelmilch, 1997).
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4.13.3 SIMPLE CORRELATION AND
REGRESSION ANALYSIS
One of the main purposes for the study is to investigate whether there 
is a significant relationship between independent variables and the 
dependent variable. As criterion variables the categories of the 
marketing programme, product, price, promotion and distribution 
serve as well as the marketing process when it is investigated. The 
particular predictor variables vary with regard to the specific 
propositions but always represent the contingency factors of marketing 
standardisation in this study. The concept of correlation is a suitable 
technique for this study to serve this purpose. The correlation is the 
measurement of the degree to which changes in one intervally scaled 
variable are associated with changes in another intervally scaled 
variable (e.g. Curwin and Slater, 1996, Hair et al, 1995, Wonnacott 
and Wonnacott, 1990). Here the simple correlation measurement 
(when the dependent variable is related to a single independent 
variable) is at first described briefly. Then multiple correlation 
analysis which also is of importance in this study is discussed in the 
following section.
A summary value is used to express the degree of association between 
variables and the type of central value is called the correlation 
coefficient. In the discussion here the correlation coefficient is a 
measure of the linear relationship between the two interval variables.
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According to the literature (e.g. Curwin and Slater, 1996, Huntsberger 
et al, 1980, Parsons, 1974) it is based on the difference between the 
observed values of each variable and its arithmetic mean. It is 
computed as follows (e.g. Wonnacott and Wonnacott, 1990, page 
477):
X-vv
where x = deviation of each case from the mean X 
y = deviation of each case from the mean Y 
£xy = value of covariation 
x = square of each x deviation 
y = square of each y deviation
According to Luck and Rubin (1987) a relationship is said to be strong 
if the correlation coefficient, r, is larger than .8. If r is calculated to be 
between .4 and .8 there is a moderate-to-strong relationship between 
the variables and if r is less than .4, the relationship is said to be a 
weak one (Luck and Rubin, 1987, page 513). The signs (+ or -) are 
also useful in this study to indicate the direction of the relationship.
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4.13.4 MULTIPLE CORRELATION AND REGRESSION 
ANALYSIS
Simple correlation and regression as discussed before were concerned 
with the linear relationship of two intervally scaled variables. The use 
of only one independent variable, however, ignores the potential 
relationship o f other variables to the dependent variable. Therefore, in 
this study, multiple linear correlation and regression analysis are used 
to measure the association between the dependent variable and more 
than one independent variable (e.g. Hooley and Hussey, 1995, Curwin 
and Slater, 1996, Huntsberger et al, 1980, Parsons, 1974).
While a cross-tabulation analysis just indicates whether or not a strong 
relationship exists between two categorical variables it does not give 
any exact description about the exact shape of the relationship 
between the variables. Boyd et al (1989, page 564) highlight in this 
context that "because of the mathematical equations involved, the 
results from correlation and regression analysis are judged to be
• more accurate representations of the relationships between 
(continuous) variables and
• more objectively arrived at than similar results from cross­
tabulations."
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Authors like Huntsberger et al (1980, page 372) state that in a simple 
linear regression the dependent variable is assumed to be dependent on 
a single independent variable as described in its general form as
Y' = a + bX
where:
Y’ is the predicted value of the Y variable for a selected X value
a is the estimated value of Y when X = 0 (the Y-intercept)
b is the average change in Y' for each change of one unit in the 
independent variable X (the slope of the line)
X is any value of the selected independent variable
In the case of multiple regression - when two or more independent 
variables are used in a linear regression analysis - the above equation 
is just extended to include additional independent variables. 
According to the literature (e.g. Mason and Lind, 1990, Boyd et al, 
1989) the general form of the multiple regression equation can be 
formulated as:
Y = U + />| Y, + />2 Yj + byX-y+.....
where Y' is the dependent variable and Y ,, X 2, ... are independent 
variables. The coefficients A2, />,, ... are additional coefficients 
associated with the independent variables X 2, Y , ....
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Multiple linear correlation analysis which includes the influence of 
more than one independent variable on the one dependent variable, has 
been developed, while the partial correlations measure how Y is 
related to each of the regressors one by one. The multiple correlation 
R measures how Y is related to all the regressors at once (Wonnacott 
and Wonnacott, 1990, page 496). The multiple correlation R is defined 
as the ordinary, simple correlation between these fitted Y" values and 
the observed Y values. That is
R 3  Tv v
A value of the correlation coefficient R which is 0 indicates that there 
is no relationship. Values of R which are near 1 illustrate a strong 
correlation, an R of 1.00 means perfect correlation and the nearer a 
value gets to 0 the weaker the correlation. Both, correlation analysis 
and regression analysis, are statistical techniques for measuring the 
relationship between two or more interval variables once. However, 
whereas correlation analysis was concerned with the strength of a 
relationship, regression analysis identifies the relationship between 
variables in the form of an equation in which researchers can predict 
one variable (dependent) on the basis of other (independent) variables 
(e.g. Hair et al, 1995, Hooley and Hussey, 1995, Wonnacott and 
Wonnacott, 1990).
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Douglas and Craig (1983) also stress that regression analysis is a 
robust statistical technique and that it is also important in international 
marketing but Boyd et al (1989) and Hair et al (1995) emphasise that 
certain requirements have to be met before the researcher can apply 
this technique:
1) The independent and dependent variables with values have to be 
decided before the regression analysis is conducted.
2) The independent and dependent variables should have been 
measured on an interval scale and should be continuous in nature. The 
data can also be metric whereas binary variables as well as dummy- 
coded binary variables are also acceptable.
Moreover, there are certain assumptions underlying the calculation of 
the regression analysis which have to be taken into account to make 
sure that the obtained results of the regression analysis are correct. 
According to the literature (e.g. Boyd et al, 1989, Hair et al, 1995, 
Mason and Lind, 1990, Tabachnik and Fidell, 1983) these assumptions 
are:
1) Linearity
A potential problem area with regard to this technique is that the 
relationship between the independent variables and the dependent
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variable is not linear, or that there is an unusual shape which cannot be 
analysed with regression techniques. In order to test whether the 
relationship under study is linear the researcher can inspect the overall 
shape of a scatterplot of predicted values against residual values (e.g. 
Mason and Lind, 1990, Boyd et al, 1989, Hairet al, 1987).
2) Normality
Another basic assumption underlying regression analysis is that the 
residuals are distributed in a normal and independent way. In order to 
assess the assumption of normality the researcher can investigate the 
normal probability plot of the residuals. In the case of normality the 
observed distribution of the residuals is illustrated through a straight 
line in the plot (e.g. Speed, 1995, Mason and Lind, 1990, Hair et al, 
1987).
3) No Multicollincarity
Another potential threat to regression analysis is that the independent 
variables are strongly correlated with each other. The interdependency 
between variables (Multicollinearity) can lead to incorrect estimations 
of the regression coefficients which can also result in wrong 
coefficient signs. If two independent variables are highly correlated a 
correct calculation of the regression coefficient is not possible (e.g. 
Mason and Perreault, 1991, Speed, 1995, Stewart, 1987, Norusis, 
1985).
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4) Case-To-Variable Ratio
The sample size of the collected data has to be sufficiently large to 
obtain adequate results from regression analysis. A case-to-variable 
ratio of 20:1 or more represents ideal conditions. As the smallest 
tolerable ratio one considers a case-to-variable ratio of 5:1. A ratio 
smaller than this will generate invalid solution (e.g. Tabachnik and 
Fidell, 1993, Mason and Lind, 1990, Huntsberger et al, 1980).
5) Homoscedasticity
The assumption of homoscedasticity requires that the variance of 
residuals remains constant for all the values of independent variables 
or predicted values. Since heteroscedastic data present the decreasing 
or increasing variance the researcher can check the homoscedasticity 
by plotting the residuals against the predicted values (e.g. Speed, 1995, 
Norusis, 1985, Morrison, 1969).
For the purpose of this study and with regard to its aim of evaluating 
the relationships a multiple regression analysis was conducted by 
utilising the computer package SPSS. As in similar studies (e.g. 
Akaah, 1991 ) the dependent variable was the absolute measurement of 
the marketing mix standardisation while the independent variables 
comprised the component scores of internal organisational and 
external country factors as well as the marketing performance of the 
companies.
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4.13.5 T-TEST ANALYSIS
The two-sample T-Test technique is used to investigate propositions in 
this study to compare the means of two groups. The two-sample /-test, 
a special case of ANOVA, is employed to assess the statistical 
significance of the difference between two independent sample means 
(e.g. Diamantopoulos and Schlegelmilch, 1997, Kanji, 1993, 
Wonnacott and Wonnacott, 1990).
To determine whether two groups are viewed differently on a variable, 
a / statistic is calculated. The / statistic is the ratio o f the difference 
between the sample means to its standard error (e.g. an estimate of the 
difference between means (pi - p:) to be expected because of sampling 
error, rather than real differences between means). By forming the 
ratio of the actual difference between the means to the difference 
expected due to sampling error, one quantifies the amount of the 
actual impact of the treatment that is due to random sampling error 
(e.g. Mason and Lind, 1990, Boyd et al, 1989, Huntsberger et al, 
1980).
In this circumstance, the null hypothesis tested by the two-sample /- 
test is that the two population means are equal (i.e. Ho: pi = pz ), the 
alternative hypothesis being that the means are not equal (Hi: pi = p2). 
Absolute values of the / statistic that exceed the critical value of the t 
statistic lead to rejection of the null hypothesis of no difference in the
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appeals of the tested variable between two groups. This means that the 
actual difference due to the appeals is statistically larger than the 
difference expected from sampling error (Hair et al., 1995, Mason and 
Lind, 1990, Wonnacott and Wonnacott, 1990).
4.13.6 ONE-WAY ANOVA
The literature (e.g. Kanji, 1993, Wonnacott and Wonnacott, 1990) 
suggests to investigate the equality of group's means very carefully. In 
this study a case one-way analysis of variance (one-way ANOVA) is 
utilised to test the significance of the difference among several means 
because it is commonly used test (e.g. Hair et al, 1995, Kanji, 1993, 
Luck and Rubin, 1987).
The null hypothesis of "no difference" in the population means is Ho =
pi = P2 = pi = ...... = pi (i.e. k groups have equal means in the
population (k^3); the alternative hypothesis is that at least one mean is 
different from the others. The test of the null hypothesis requires a 
measure of the degree to which the sample means differ, and therefore 
the variance is calculated. The ANOVA test calls for the 
experimentally different samples to be partitioned into two distinct 
parts, the equality tested is usually called the partition sum of squares. 
The values termed sum of the squared deviations are calculated rather 
than the sample variance themselves (e.g. Kanji, 1993, Wonnacott and 
Wonnacott, 1990, Huntsberger et al, 1980, Parsons, 1974).
Chapter Four: Methodolotiv
The meaning of the partition of the sum of squared deviations into two 
parts is the essence of the ANOVA test. An individual's score in any 
sample can differ from another's. These differences observed can be 
attributed to two sources (e.g. Kanji, 1993, Wonnacott and Wonnacott, 
1990, Luck and Rubin, 1987).
1. Some individuals are in different treatment groups and their 
differences could be due to different treatments. The measure 
termed sum of squares between groups (MSh) reflects the 
contribution of different treatments to intergroup differences.
2. Individuals in the same treatment groups can differ because of 
chance variation or individual differences, for each individual 
within the group receives exactly the same experimental treatment. 
The sum of squares within groups (MSw) reflects the intragroup 
difference.
As discussed above, MSw and MSu represent independent estimates 
of the population variance. If the null hypothesis is true (i.e. there are 
no differences between the means in the treatment populations), the 
variability with each of the treatment groups should be about the same 
as the variability between the treatment groups. On the other hand, if 
the null hypothesis is not true, the variance between the groups is 
expected to be higher than the variance within the groups. Therefore, 
the ratio of MS» to MSw is used to measure how much variance is
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attributable to the difference treatment versus the variance expected 
from random sampling. This ratio is expressed as an F ratio:
between-groups mean square (MSh) 
within-groups mean square (MSw)
To interpret this F ratio, if the computed F ratio is greater than the 
theoretical F ratio from the F table, the null hypothesis is rejected, 
which means that the differences among the means are significant. If 
the computed F ratio is less than the critical F value, the null 
hypothesis is accepted, which means that the differences among the 
means is not significant (e.g. ). In this case, the F-ratio is expected to 
be close to 1 (e.g. Hairet al., 1995, Mason and Lind, 1990, Wonnacott 
and Wonnacott, 1990, Luck and Rubin, 1987).
4.13.7 POST-ANOVA ANALYSIS
The ANOVA only provides answers as to whether there is a 
significant difference in the treatment effects under study since the 
alternative hypothesis does not indicate which groups may differ. It 
only shows that the groups are not all the same. If it is found that the 
ANOVA has no difference in the treatment effects the analysis ends at 
this point. However, if the question of significance is answered, then 
additional analysis is necessary to identify where the identified 
differences exist. Many procedures are available for further
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investigation of specific group mean differences of interest, all of 
which can be classified as either a priori or post hoc (e.g. Kanji, 1993, 
Wonnacott and Wonnacott, 1990, Luck and Rubin, 1987). Among the 
more common post hoc procedures are
• Scheffe's test,
• Tukey's honestly significantly difference (HSD) method,
• Tukey's extension of the Fisher least significant difference (LSD) 
approach,
• Duncan's multiple-range test, and
• the Newman-Kuels test.
Each method identifies which comparisons among groups (e.g. group 
1 versus groups 2 and 3) have significant differences. The advantage 
of the tests is that they provide the analyst with tests of each 
combination of groups. However the disadvantage of the post hoc tests 
is that the power of any individual test is rather low because the tests 
must examine all possible combinations (e.g. Hair et al, 1995, Mason 
and Lind, 1990, Boyd et al, 1989).
Hair et al (1995) suggest that the Scheffe's test is concluded as the 
most conservative with respect to Type 1 error ( which occurs if the 
analyst rejects the null hypothesis when it should be accepted, that is, 
concluding that two means are significantly different when in fact they 
are the same). The remaining tests are ranked in this order: Tukey 
HSD, Tukey LSD, Newman-Kuels, and Duncan.
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The other alternative to make comparison between groups is using a 
priori or planned comparison. This method is similar to the post hoc 
methods but differs in that the analyst specifies which group 
comparisons are to be made in the planned comparisons versus testing 
the entire set, as done in the post hoc tests. The planned comparisons 
are more powerful because the number of comparisons are fewer, but 
more power is of little use if the analyst does not specifically test for 
"correct" group comparisons (e.g. Mason and Lind, 1990, Wonnacott 
and Wonnacott, 1990).
The post hoc method is used in this study to identify the group 
differences. For example, in this study the F statistics for the 
promotion policy of the marketing mix yielded implied that there were 
a significant difference between the tested groups in terms of market 
share.
Others statistical tests failed to indicate that the German companies 
which enjoy the highest possible market share in this study (of more 
than 50%) in their chosen host market are significantly more likely to 
adapt their promotion activities to a higher degree than the firms with 
a market share between 41-50 %. The planned comparison is not 
appropriate for this study since it is nearly impossible to identify 
"correct" groups for comparison and it is not worth taking the risk of 
comparing wrong groups (e.g. Hair et al, 1995, Kanji, 1993, Mason
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and Lind, 1990, Wonnacott and Wonnacott, 1990).
4.14 CONCLUSIONS
In this chapter the research design and methodology of this study have 
been discussed as well as the choice of the research method and the 
operationalisation of the variables included in this study have been 
presented. This part includes detailed information on the sample size, 
sampling procedure, response rates, the research instrument and the 
way the propositions were measured. Secondly, the useful statistical 
techniques for this study are described. The next chapter will test 
empirically the propositions by means of the sample discussed in this 
chapter.
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CHAPTER FIVE RESULTS AND DISCUSSION:
MARKETING
STANDARDISATION
5.1 INTRODUCTION
The major task o f this chapter is to present the empirical findings with 
regard to the sample of the German companies. In the first section the 
characteristics o f the top 500 German companies are examined. The 
second section discusses the degree of marketing standardisation. 
Subsequently, the propositions which relate to the different 
dimensions of the marketing programme are tested in the third section.
5.2 CHARACTERISTICS OF THE RESPONDING
COMPANIES AND NON-RESPONSE BIAS
In total 86 usable questionnaires were returned from Germany which 
represents a response rate of 17.2%. The overall response rate of this 
study (19.6%) compares even more favourably with most of other 
studies aimed at a comparable population. As described in chapter 
four most of studies had response rates between 6% and 16% (Wolf, 
1994, Shiphandler et al, 1994).
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The responding companies primarily operate in markets of consumer 
goods (65.1 %) while enterprises which are active in markets of 
industrial goods represent 34.9 % of the respondents. The specific 
response rates by industry, company size and type of company are 
exhibited in table 5.1. The response rates were calculated by dividing 
the number of positive responses to both the first mailing and the 
reminder by the number of deliverable questionnaires as it has become 
customary (Murray et al, 1995, Kopp, 1994, Jobber et al, 1991).
A Kruskal-Wallis test was utilised to see whether response rates differ 
significantly among industries, different company size and company 
type. The responses rates do not differ significantly among industries 
(chi-square 10.00, sig. 0.441), different company size (chi-square 
5.00, sig. 0.416) and type of company (chi-square 4.00, sig. 0.406).
5.2.1 INDUSTRY
With regard to industry, engineering, electrical, electronics & IT and 
service industry have a higher response rate than average, while the 
response rates of energy, bank & financial service, retailing, food, 
heavy industry and construction industry lie below average. This 
higher response rate might be based to some extent on the initial 
difficulties experienced in receiving the responses from the German 
enterprises but it also reflects Germany's key strength in these areas. 
When the initial activities (e.g. reminder letter) to increase the German
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response rate did not deliver positive results companies were 
approached at the Hanover Messe, the major trade show in Germany. 
Since this trade show concentrates primarily on engineering, electrical 
services as well as electronics and information technologies the higher 
response rate in these industries seems to have been influenced to 
some extent from this approach of increasing the response rate.
The lower response rates from the bank and financial services could be 
seen to some extent in the light of the concerns about confidentiality 
which more than a quarter of all not participating companies claimed 
as reason for choosing not to participate in this survey. Industries such 
as banks which base their success to a large extent on confidentiality 
might be even more careful than other industries. Regarding the 
responses from the energy sector, the food industry, the heavy industry 
and construction industry which lie below average one could argue 
from the non-responses that these industries are the ones which seem 
to be less active internationally than other industries and, therefore, 
claimed no interest in this study. This might have had a certain impact 
on the number of responses from these industries.
Thus, one can say with regard to the industries covered in this study, 
that the engineering, electrical and chemical industry have a higher 
number of respondents to be samples for this study than average, 
while the number of respondents of the construction, heavy industry, 
retailing and service industry lies lower than average. As we have seen
203
Chapter Five: Results and Discussion: Marketing Standardisation
above, these differences are not due to differences in response rates, 
which are not significantly different across industries. Therefore, the 
sample is not representative of the population and inferences to the top 
500 German companies should be treated with caution.
5.2.2 COMPANY SIZE
With regard to the company size of the responding firms, companies 
with more than 10,001 employees world-wide have a higher response 
rate than average, while companies with size smaller than 10,000 
employees world-wide have a lower response rate than average. This 
difference could be linked to some degree to the question of available 
resources. Many non-respondents claimed that they do not have time 
to participate in a survey and one even stated on the telephone that he 
needed another dozen employees if he had to answer all the requests 
from universities. For the top 500 companies the questionnaire crisis 
seems to be extremely acute since so many researchers rely on the top 
500 firms (e.g. Jobber and Saunders, 1993).
The number of questionnaires received by different company size 
varies considerably from a low of 1 to a high of 36 which represents 
the reason for putting the actual numbers in the tables to illustrate the 
respondent’s profile. In general, these differences also result from a 
difference in the representation of the different company size in our 
population. But meanwhile, the data seems to imply that companies of
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a bigger size (with more than 50,000 employees), and a fewer 
representation in the population, have an higher interest to participate 
in this research, compared to companies of smaller size. This might 
have to do with available (human) resources but it could also imply 
that the research subject of this study is a particular concern of these 
very big companies which need to look overseas for further growth.
5.2.3 TYPE OF COMPANY
Companies operating in the type of an AG (public limited companies) 
and KG (limited partnerships) have a higher response rate than 
average, whereas the response rate of companies operating as a GmbH 
(private limited companies) and an eG (registered association) lie 
lower than average. Thus, there are represented less companies of 
these two types than in the population as a whole. The differences 
between these types are discussed in the following specific description 
of the sample.
With regard to the type of company, differences in the number of 
responses are due to the different representation of company types in 
the population as well. The majority of respondents (72.1%) represent 
big companies registered as "AG" ("Aktiengesellschaft") which are 
public limited companies with a minimum nominal capital of DM 
100.000 and a management and a supervisory board.
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This majority is followed by 16.3% of responding companies which 
are organised as a "GmbH" ("Gesellschaft mit beschränkter Haftung") 
which is a private limited company with founding capital of at least 
DM 50.000 and a managing director. A percentage of 4.7% of 
responding companies are limited partnerships ("KG", 
Kommanditgesellschaft) and 1.2 % are registered associations ("e.V., 
eingetragener Verein").
Table 5.1 summarises the detailed data of the final sample of this 
study. It shows the number of firms by industry, company size (as total 
number of employees world-wide) and the type of company with 
regard to the population and the sample of this study. The percentages 
are indicated in brackets.
Considering the representiveness of our sample compared to the 
population, the distribution in our sample is representative of the 
population which the questionnaires were sent to. Thus, the imbalance 
of distribution of company size of company type in our population is 
based on the top 500 companies as the population in this study. 
Despite the acute questionnaire crisis of this population it was chosen 
because a large population was required in order to be able to analyse 
our data with regard to companies which potentially should have the 
capability to do business overseas.
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Table 5.1: Number of Firms by Industry, Company Size and Type of 
Company by Population and Sample
Industry Population Sample
Engineering
Electrical, electronics & Information 
technology
82(16.4%) 
31 ( 6.2%)
21 (24.4%) 
11 (12.8%)
Chemicals, Pharmaceuticals & related 58(11.6%) 10(11.6%)
Energy 41 ( 8.2%) 7 ( 8.1%)
Bank & insurance service 54(10.8%) 6 ( 7.0%)
Services 22 ( 4.4%) 6 ( 7.0%)
Retailing 42 ( 8.4%) 5 ( 5.8%)
Food & related 33 ( 6.6%) 5 ( 5.8%)
Heavy industry 21 ( 4.2%) 2 ( 2.3%)
Construction & related 23 ( 4.6%) 2 ( 2.3%)
Others 93(18.6%) 11 (12.9%)
Total 500(100.0%) 86(100.0%)
Numbers o f employees world-wide Population Sample
Less than 1000 employees 42 ( 8.4%) 1 ( 1.2%)
1,001-5,000 137(27.4%) 13(15.1%)
5,001-10,000 129(25.8%) 21 (24.4%)
10,001-50,000 156(31.2%) 36(41.9%)
50,001-100,000 18 ( 3.6%) 7 ( 8.1%)
Over 100,000 18 ( 3.6%) 8 ( 9.3%)
Total 500(100.0%) 86(100.0%)
Type o f company Population Sample
AG 310(62.0%) 62(72.1%)
GmbH 143(28.6%) 14(16.3%)
KG 15 ( 3.0%) 4 (4.6%)
EG 17 ( 3.4%) 1 (1.2%)
Other 15(3.0%) 5 (5.8%)
Total 500(100.0%) 86(100.0%)
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5.3 CHARACTERISTICS OF THE RESPONDING
COMPANIES AND THEIR IMPACT ON
MARKETING STANDARDISATION
Before the propositions concerning the degree of the marketing 
standardisation will be discussed the following analysis of a set of 
company characteristics will be explored. This is done to be able to 
evaluate to which extent aspects like the size of the companies, their 
performance with regard to their markets share or the importance of 
their international sales for their overall business influences their 
approach towards their marketing.
5.3.1 SIZE
The influence of the size of a company on its approach towards the 
marketing programme standardisation seems to not have received a lot 
of attention so far. This presents a gap in the literature which might be 
worth to explore further in the future. But with regard to the company 
size and the standardisation of the marketing process in general some 
findings of authors like Renter (1985) and Welge (1982) exist which 
focus on performance. They imply that there is a relationship between 
the success of a marketing process standardisation and the size of the 
company, specifically that small and medium sized companies are 
successful when applying a medium degree of marketing process 
standardisation.
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Far more studies concentrate on a specific aspect of the marketing 
process, the control issue, which quite a few researchers have 
conducted studies on (e.g. Gencturk and Aulakh, 1995, Yunker, 1983, 
Hedlund, 1981). Most studies focus on centralisation versus 
decentralisation and look at the risk that is associated with a larger 
company and, therefore, predict a higher level of centralisation. 
Gamier (1982) and Yunker (1983) found a positive relationship 
between company size and centralisation.
In contrast to these findings Gencturk and Aulakh (1995) as well as 
Picard (1979) found a negative relationship. Serror (1989) and Gates 
and Egelhoff (1986) found mixed results. In view of the different 
findings discussed above the lack of empirical findings considering the 
influence of company size on marketing programme standardisation 
one could suggest that, in general, the size of a company will not be 
related to the marketing standardisation of a firm.
For the purpose of this study the size of the companies will be 
measured by the number of employees because of the available data. 
First of all, it was evaluated whether there is a significant difference 
with regard to companies' number of employees world-wide and the 
degree of marketing standardisation.
Table 5.2 and Table 5.3 illustrate a T-test analysis of this 
investigation. Table 5.2 focuses on the number of employees with 
regard to the product mix and the price elements. Table 5.3
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concentrates on the promotion and the distribution mix. In both tables 
Group I represents the companies with less than 10,000 employees 
world-wide while Group 2 summarises the firms with more than
10,001 employees.
Table 5.2: Degree of Product / Price Standardisation and Employees
Number Of
Cases Mean
T
Sig.
Difference
(2-Tailed)£10,000 >10,000 510,000 >10,000
Product factors 35 51 2.32 2.26 .38 .703
P r o d u c t  f e a t u r e s 3 5 51 2 .3 4 2 .0 8 1 .3 6 .1 7 6
B r a n d  N a m e 3 5 51 2 .1 4 2 .1 6 - .0 5 .9 5 9
P r o d u c t  D e s ig n 3 5 51 2 .4 0 2 .1 8 .9 8 .3 2 8
P r o d u c t  Q u a l i t y 3 5 51 2 .1 1 1 .9 4 .8 0 .4 2 8
P r o d u c t  I m a g e 3 5 51 2 .1 7 2 .4 1 - 1 .2 1 .2 3 1
P r o d u c t  P a c k a g e 3 5 51 2 .2 6 2 .2 9 - . 1 6 .8 7 1
P r o d u c t  L a b e l l in g 3 5 51 2 .3 4 2 .2 9 .2 0 .8 4 1
A f te r - S a l e  S e r v i c e 3 5 51 2 .6 0 2 .4 3 .8 0 .4 2 4
W a r r a n t i e s 3 5 51 2 .5 1 2 .5 5 - .1 4 .8 9 0
Price factors 35 51 2.76 2.75 .12 .901
E n d  U s e r  P r ic e 3 5 51 .3.0.3 2 .7 6 1 .3 0 .1 9 8
D e a l e r  P r ic e 3 5 51 2 .7 7 2 .7 8 - .0 6 .9 4 8
P r ic i n g  T o  E n d  U s e r s 3 5 51 2 .6 0 2 .6 1 - .0 4 .9 6 8
P r ic in g  T o  D e a l e r s 3 5 51 2 .5 1 2 .8 4 - 1 .6 7 .0 9 8
E n d  U s e r  D i s c o u n t s 3 5 51 2 .9 1 2 .8 4 .3 1 .7 5 7
D e a l e r  D i s c o u n t s 3 5 51 2 .8 9 2 .7 5 .6 9 .4 9 5
C r e d i t  T o  E n d  U s e r s 3 5 51 2 .7 7 2 .7 6 .0 3 .9 7 5
C r e d i t  T o  D e a l e r s 3 5 51 2 .6 3 2 .6 5 - .0 8 .9 3 5
M e a n  r a t i n g  o f  d e g r e e  o f  s t a n d a r d i s a t i o n . :  1 =  i d e n t i c a l ,  5  h i g h l y  d i f f e r e n t
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Table 5.3: Degree of Distribution and Promotion Standardisation and 
Number of Employees
N u m b e r  o f
C a s e s
M e a n
T
S i s -
D i f f e r e n c e
S I  0 .0 0 0 > 1 0 ,0 0 0 S t  0 ,0 0 0 > 1 0 ,0 0 0 ( 2 - T a i l e d )
D i s t r i b u t i o n  f a c t o r s 3 5 5 1 2 .6 1 2 .7 0 - .0 8 .9 3 6
G e o g r a p h ic  D i s t r i b u t io n  
C o n c e n t r a t i o n
3 5 51 2 .5 7 2 .8 4 - 1 .0 7 .2 9 0
D is t r ib u t io n  C h a n n e l s
O v e r s e a s
3 5 51 2 .4 0 2 .5 7 - .7 7 .4 4 2
S a le s  F o r c e  T a s k s  O v e r s e a s 3 5 51 2 .4 6 2 .3 9 .3 3 .7 4 1
S a le s  R e g i o n s  O r g a n i s a t i o n 3 5 51 2 .6 6 2 .8 0 - .6 5 .5 1 5
S a le s  F o r c e  M a n a g e m e n t 3 5 51 2 .6 0 2 .6 3 - .1 3 .9 0 0
B a r g a in in g  P o w e r  o f  D e a l e r s 3 5 51 2 .9 7 2 .9 6 .0 5 .9 6 4
P r o m o t i o n  f a c t o r s 3 5 5 1 2 .5 9 2 .6 6 - .4 6 .6 5 0
A d v e r t i s i n g  R o le  in  G e n e r a l 3 5 51 2 .5 7 2 .8 4 -1 .3 1 .1 9 5
A d v e r t i s i n g  M e s s a g e 3 5 51 2 .6 3 2 .7 1 - .3 6 .7 1 7
A d  A g e n c y  u s e d 3 5 51 3 .0 0 3 .0 0 .0 0 1.000
M e d ia  B u d g e t  A l lo c a t i o n 3 5 51 2 .7 7 2 .7 6 .0 3 .9 7 4
U s e  o f  T V  A d s 3 5 51 2 .6 3 2 .5 3 .3 5 .7 2 6
U s e  o f  P r in t 3 5 51 2 .6 0 2 .6 7 - .3 9 .6 9 4
U s e  o f  R a d io  A d s 3 5 51 2 .3 7 2 .6 9 - 1 .1 6 .2 5 1
U s e  o f  I n te r n e t 3 5 51 2 .5 1 2 .8 0 - 1 .1 8 2 .4 1
A p p r o a c h  T o  P R 3 5 51 2 .5 4 2 .6 1 - .3 1 .7 5 8
S a le s  P r o m o t i o n  T y p e s 3 5 51 2 .5 4 2 .6 3 - .4 4 .6 6 1
U s e  o f  D is p la y s 3 5 51 2 .3 7 2 .6 1 - .9 6 .3 4 1
U s e  o f  F r e e  S a m p l e s 3 5 51 2 .4 6 2 .3 5 .4 2 .6 7 4
U s e  o f  S p o n s o r i n g ,  E v e n t s 3 5 51 2 .4 3 2 .6 9 - 1 .0 3 .3 0 7
C u s to m e r  T r a i n i n g  U s e 3 5 51 2 .7 1 2 .5 1 1 .1 4 .2 5 7
P e r s o n a l  S e l l i n g  U s e 3 5 51 2 .7 4 2 .5 5 .9 7 .3 3 4
M e a n  r a t i n g  o f  d e g r e e  o f  s t a n d a r d i s a t i o n . :  1 i d e n t i c a l ,  5  j  h i g h l y  d i f f e r e n t
Both Table 5.2 as well as Table 5.3 indicate that there is no variable 
yielding a significant level. The findings imply that the number of 
employees world-wide is not a factor which influences the degree of 
the marketing standardisation of the German companies.
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Based on the broad distinction between small and big firms as in the 
above tables one can state that the degree of the marketing 
standardisation with regard to the companies with less than 10,000 
employees world-wide is similar to those with more than 10,001 
employees world-wide.
5.3.2 MARKET SHARE
After having explored which influence the size of the German 
companies have with regard to the marketing standardisation it is of 
interest to evaluate whether the market share on the home market have 
an impact on the degree o f the marketing standardisation. The specific 
issues of performance and international marketing standardisation will 
be analysed in chapter 6. In this part the market share will be explored 
as part of the characteristics of the companies in order to be able to 
evaluate to which extent this particular aspect of the sample might 
have an impact on the degree of the marketing standardisation.
As discussed in chapter three market share of a company is a 
commonly-used non-financial indicator while a lot attention in the 
marketing standardisation debate focuses on financial indicators (e.g. 
Roth and Morrison, 1990, Gosling, 1988, Whitt and Whitt, 1988). The 
few studies which consider market share are mixed (e.g. Fraser and 
Hite, 1990). Therefore, it was explored whether there is a significant 
difference with regard to the degree of marketing standardisation and
2 1 2
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the market share of the companies in the home market. The results of 
testing this aspect in detail are illustrated in Table 5.4.
Table 5.4: Degree of Marketing Standardisation with regard to 
Market Share in the Home Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Less than 10% (1)
M e a n 2 .5 0 2 .7 6 2 .8 3 2 .9 4 3 .0 3
S td .5 7 .5 4 .5 9 .6 0 .51
1 1  % - 2 0 %  ( 2 )
M e a n 2 .4 8 2 .8 7 2 .8 3 2 .8 0 3 .2 4
S td .7 2 .6 0 .7 3 .5 6 .71
21  ° /o - 3 0 %  ( 3 )
M e a n 2 .1 4 2 .8 1 2 .5 7 2 .6 1 3 .0 3
S td .6 2 .7 6 .6 8 .6 9 .5 0
3 1  % - 4 0 %  ( 4 )
M e a n 2 .3 1 2 .5 6 2 .4 8 2 .3 6 2 .9 5
S td .9 0 .7 7 .6 7 .6 3 .6 2
4 1  % - 5 0 %  ( 5 )
M e a n 1 .9 4 2 .8 4 2 .3 8 2 .2 4 3 .2 9
S td .8 6 .6 3 .81 .8 3 .8 0
51 % or over (6)
M e a n 1 .7 9 2 . 1 1 2 .3 1 2 .2 8 3 .6 5
S td .7 7 .9 6 .9 7 .9 3 .8 9
F Ratio
LSI) test 
Duncan test 
Tukey HSD test 
Seheffe test
1.78 1.68 .95 2.19+
1 >4,5,6 
1 >4,5,6 
None 
None
1.73
+ p < 0 . 1 0
N o n e  m e a n s  " N o  t w o  g r o u p s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  a t  t h e  0 . 1 0  l e v e l ” .
For the product, pricing and distribution mix, there is no significant 
difference in the degree of standardisation among the groups with 
different levels of market share in the German market. However, the 
result of this observation with regard to the mean rating shows that all 
groups reflect a moderatc-to-high degree of standardisation.
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For the promotion mix, the result shows that there is a significant 
difference of means among the groups. Both LSD and Duncan test 
identified that the means of group 4, 5 and 6 are significantly less than 
the one of group 1. Therefore, one can conclude that companies 
enjoying market share more than 31% in the German home market are 
more likely to standardise their promotion mix to a higher degree than 
those with market share less than 10% in the home market. With 
regard to marketing process, there is no significant difference among 
the groups. However, the mean rating implies that all groups reflect a 
moderate-to-low degree of management process standardisation 
(except the group with market share between 31% to 40%).
Furthermore, there are two interesting findings from this test. First of 
all, all groups tend to standardise their marketing mix to a moderate- 
to-high degree, whereas they tend to standardise their marketing 
management process to a moderate-to-low degree. Secondly, the giant 
companies which enjoy more than half of the market at home tend to 
standardise their marketing mix but adapt their marketing management 
process. For further information relating to characteristics of the 
responding companies and their impact on the degree of marketing 
standardisation please refer to Appendix Cl.
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5.4 CHARACTERISTICS OF THE OVERSEAS
OPERATIONS AND THEIR IMPACT ON 
MARKETING STANDARDISATION
In the following some key characteristics of the overseas operations 
will be examined in order to explore whether there are some rather 
demographic aspects of the companies influencing the degree of the 
marketing standardisation of the German firms. As in the above 
section which explored which characteristics of the corporate 
headquarters might influence the degree of marketing standardisation 
with regard to the content of the marketing standardisation 
(programme and process) this section also links the overseas 
characteristics to the remaining key questions of any marketing 
standardisation as discussed in Chapter Two.
5.4.1 SIZE OF COMPANIES OVERSEAS
As for the overall company it might be interesting to examine whether 
the size of the overseas operation makes a difference with regard to 
the marketing standardisation. The review of the literature leads to a 
very similar picture as above since there are hardly any studies on this 
issue with regard to the marketing mix but quite a few which refer to 
the control aspect as explored in this study as part of the marketing 
process. The findings of these studies are similarly mixed as for the 
headquarter. While some studies found a negative relationship (e.g.
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Cray, 1984, Hedlund, 1981) between the size of the corporate 
operation overseas and the size of the operation, other researchers (e.g. 
Halsberghe and Van den Bulcke, 1992) found a positive relationship 
while other results were mixed (e.g. Gates and Egelhoff, 1986). Due to 
these mixed findings and the lack of findings regarding the marketing 
programme in this discussion it was explored whether there is a 
significant difference on marketing standardisation with regard to 
companies' number o f employees in the host market. The findings are 
presented in Table 5.5.
Table 5.5: Degree of Marketing Standardisation with regard to 
Number of Employees in the chosen Host Market
C o m p a r e d  g r o u p s  
( g r o u p  n o . )
P r o d u c t P r i c i n g D i s t r i b u t i o
n
P r o m o t i o n M a r k e t i n g
p r o c e s s
L e s s  t h a n  1 0 0 ( 1 )
M e a n 2 .1 1 2 .8 5 2 .8 0 2 .6 7 3 .3 1
Sid .5 9 .5 4 .5 6 .6 4 .5 3
1 0 1 - 1 , 0 0 0 ( 2 )
M e a n 2 .2 4 2.6 .3 2 .4 7 2 .5 0 2 .8 9
Std .7 9 .9 6 .9 8 .7.3 .6 3
1 ,0 0 1 - 1 0 ,0 0 0  (.1)
M e a n 1 .8 3 2 .4 7 2.4.3 2 .3 7 3 .3 7
Std .7 2 .6 9 .8 8 .7 5 .8 3
1 0 ,0 0 1  o r  o v e r ( 4 )
M e a n 2 .6 3 3 .2 3 3 .0 0 3 .0 2 .3 .7 0
Std .6 2 .5 5 .6 4 .5 6 .7 2
F  R a t i o
L S I >  t e s t  
D u n c a n  t e s t  
T u  k e y  M S I)  t e s t  
S c h e f f e  t e s t
2 .1 8 )
4 > 3
4 > 3
N o n e
N o n e
1 .7 0 1 .2 5 1 .2 7 3 .6 2 *
l , 3 , 4 > 2  
1 , 3 ,4 > 2  
4 > 2  
N o n e
*p<0.()5, +p<(). 10
"None" means "No two groups are significantly different at the 0.10 level”
2 1 6
The findings reveal that there is no significant difference on the degree 
of pricing, distribution and promotion activities, with regard to the 
number of employees in the participants' chosen host market.
But the LSD test indicates that group 4 has a significantly greater 
mean value than group 3, with regard to the product mix. This implies 
that companies with more than 10,001 employees in the chosen host 
market are less likely to standardise their product mix activities than 
those with an employee number between 1,001 and 10,000.
For the marketing management process, three post hoc methods 
identified that the mean of group 4 is significantly greater than the one 
of group 2. This indicates that companies with employees in the range 
between 101 and 1.000 have a significantly higher degree of 
standardisation on marketing management process than larger firms 
with a number of employees which exceeds 10.001 people in the host 
market.
Moreover, the degree of the mean rating shows that companies with 
more than 10,001 employees in the chosen markets seem to 
standardise both their marketing mix and marketing management 
process less than the German companies with smaller numbers of 
employees in the chosen host markets. With regard to the control 
aspect of the marketing process this finding might be based on the one 
of the main forces which Hedlund (1981) describes in this context:
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The author states that increased size means the subsidiary can build up 
its own resources and become less dependent. Moreover, Blau and 
Schonherr (1971) argue that the larger an organisation, the more likely 
it is that a centralised approach to control will generate a top 
management overload. While these notions could help to explain the 
findings there probably are other aspects involved such as the country 
of origin of the companies which is likely to have an influence on this 
relationship as well since several authors (e.g. Horvath, 1981, 
Hickson, 1974) found size and autonomy very differently related when 
investigating American, Canadian, Swedish and British companies.
5.4.2 CHOSEN MARKET OVESEAS
As discussed under section 2.4.1 a company might pursue with regard 
to its international marketing standardisation different approaches 
towards different country markets or regions. A lot of studies 
concentrate on a very limited number of markets. Studies of Whitelock 
et al (1995), Whitelock and Chung (1989), Boddewyn et al (1986) or 
Husagh et al (1986) focused on specific European markets or Europe 
as a region while other studies primarily concentrate on other triad 
markets such as the US or Japan (e.g. Cavusgil et al, 1993, Hill and 
Still, 1984). But there arc also studies which consider a variety of 
different markets (e.g. Zandpour, 1994).
Since this study asked the respondents to choose the market they refer 
to in this study themselves a great variety of referred markets was
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hoped for by the researcher. But almost all responding firms referred 
to European markets (44.8 %) or the North American (40.6 %) which 
limits this study to some extent on these triads markets. Authors like 
Ohmae (1985) argues that these markets are rather similar with regard 
to their consumer preferences. Therefore, a similar approach in terms 
of the degree of marketing standardisation could be expected. 
Nevertheless, it was tested in Table 5.6 whether there is a significant 
difference among different chosen host markets.
Table 5.6: Degree o f Marketing Standardisation in the Host Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n m a r k e t i n g
p r o c e s s
Eli countries (1)
M e a n 2 .0 2 2 .6 6 2 .5 8 2 .3 3 3 .2 1
S td .6 5 .6 3 .7 4 .7 2 .8 0
Non-EU European (2)
M e a n 1 .9 6 2 .4 6 2 .8 1 2 .5 2 3 .0 2
S td .5 5 .7 5 .71 .5 9 .8 0
North America (3)
M e a n 2 .2 9 2 .8 2 2 .5 4 2 .7 8 3 .3 1
S td .7 4 .7 8 .8 2 .7 9 .6 9
Japan (4)
M e a n 1 .6 7 3 .3 8 2 .5 0 2 .6 7 3 .2 9
S td
China/other Asia (5)
M e a n 1 .8 9 2 .2 5 2 .6 4 2 .3 7 2 .9 9
S td .7 7 .7 5 .8 9 .8 2 .5 9
F Ratio
LSD test 
Duncan test 
Tukey HSD test 
Scheffe test
.91 1.04 .17 1.19+
3>1
None
None
None
.41
+p<0.10
"None" means "No two groups are significantly different at the 0.10 level" 
The findings of Table 5.6 lend support to the assumption that there are
no differences between the chosen markets and both, the degree of
standardisation of the marketing mix and marketing process.
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The German firms pursue a similar approach towards the regions as 
assumed, the product, price and distribution mix appears not to be 
significantly different in North America, Europe or Asia. The only 
exception concerns the promotion mix. The LSD test identified that 
companies choosing North America as their host market in this study 
reflect a significantly higher degree of standardisation on promotion 
activities than those choosing European Union members as their host 
countries.
This could be interpreted to a certain extent as an indicator for the 
notion that the American market is perceived as more homogeneous in 
terms of consumer requirements and preferences than the market of 
the European Union based on the larger cultural and linguistic 
diversity in Europe. This finding lends support to the notion that there 
remain some barriers for marketing standardisation within Europe as 
stated by several authors (e.g. Muller and Kornmeier, 1996, Wenke, 
1994, Lobbe et al, 1993). Certain aspects of the communication mix in 
Europe seem continuously to require certain adaptations to specific 
market needs (e.g. Reed et al, 1992, Whitelock and Kalpaxoglou, 
1991) although the mean ratings illustrate a high degree of promotion 
standardisation as for all other marketing mix elements.
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5.4.3 TYPE OF OVERSEAS OPERATION
As described above there are different types of operations overseas but 
the majority (75%) of the German companies in this study operate 
through subsidiaries in their overseas markets. Several authors have 
stressed that companies assign different strategic roles to their 
overseas operations and particularly to their subsidiaries (e.g. 
Birkinshaw, 1997, Birkinshaw and Morrison, 1995, Nohria and 
Goshal, 1994). This might have a considerable impact on the degree of 
their marketing standardisation.
The influence of the strategic role o f the subsidiaries on the degree of 
the marketing programme standardisation seems to have not attracted 
major research interest but its impact on marketing process aspects has 
been explored by researchers (e.g. Edwards et al, 1996, Blackwell et 
al, 1991). These studies primarily focus on headquarters-subsidiary 
relationships, hierarchies, central versus decentral control and aspects 
of formality versus informality.
As discussed in chapter two several studies indicate that German 
companies tend to allow their subsidiaries a rather low degree of 
autonomy and a high degree of centralisation regarding marketing 
process aspects (e.g. Wolf, 1994, Gamier, 1982, Daniels and Arpan, 
1972). The fact that three quarters of the responding German 
companies in this study chose this type of overseas operation which
221
Chapter Five: Results and Discussion: Marketine Standardisation
they fully own and thus control seems to strengthen the notion that 
there is a great interest to secure a maximum level of control.
This notion could be strengthened by the fact that the second most 
preferred type of overseas operation in this study which followed the 
subsidiaries was the majority joint venture -  the operation in which 
the headquarters enjoy a large amount of power again. Interestingly the 
preferred types of operation overseas are the types which allow the 
headquarters to implement stringent control procedures which are in 
German firms often directed towards corrective action (e.g. Shaw, 
1994, Horowitz, 1980).
In this light it is worth to investigate in the following whether there are 
differences between the different types of overseas operations and the 
degree of marketing standardisation in German firms. Table 5.7 shows 
the findings.
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Table 5.7: Degree of Marketing Standardisation with regard to Type 
of Operation in the chosen Host Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Wholly owned 
subsidiary (1)
M e a n 2 .1 5 2 .7 0 2 .5 6 2 .6 0 3 .1 9
S td .71 .7 7 .7 5 .7 4 .71
Distributor (2)
M e a n 1 .8 3 3 .5 0 3 .4 2 2 .2 7 2 .5 7
S td .5 8 .71 .5 9 .7 5 .61
Franchising (3)
M e a n 1 .2 8 2 .0 0 2 .0 0 2 .4 7 3 .1 4
S td .6 8 .71 6 4 .6 9 .7 7
Direct export (4)
M e a n 2 .7 7 2 .6 2 3 .0 0 3 .0 0 3 .2 1
S td
Majority equity joint 
venture(5)
M e a n 2 .4 0 2 .7 6 2 .5 0 2 .5 9 3 .3 0
S td .8 2 .7 3 .5 5 .6 4 .8 6
Minority equity joint 
venture (6)
M e a n 2 .1 9 2 .7 2 3 .5 4 2 .4 5 3 .1 8
S td .8 3 .8 5 .5 2 .7 3 .5 6
K Ratio 1 .0 2 .77 1 .8 0 .17 .33
LSI) test 
Duncan test 
Tukey MSI) test 
Scheffe test
6> 1,3,5 
6>l 
None 
None
+p<0.10
N o n e  m e a n s  " N o  t w o  g r o u p s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  a t  t h e  0 . 1 0  l e v e l
The analysis does not show significant differences with regard to the 
standardisation of the product, promotion and pricing programme. But 
there is an exception in terms o f the distribution mix. As illustrated in 
Table 5.7 Group 1 is identified by both LSD test and Duncan test to 
have a significantly lower mean value than group 6. This finding 
indicates that the German companies that operate in their chosen 
overseas market through a wholly owned subsidiary have a higher
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degree o f distribution standardisation than companies operating in the 
chosen host marketing with a minority equity joint venture.
5.4.4 LEVEL OF ACTIVITY
Similar to the above question whether the type of operation overseas 
has an influence on the degree of the marketing standardisation of the 
German firms one could wonder whether the actual level of activity 
overseas has an impact. Specifically, it will be explored in the 
following whether there are significant differences between German 
operations which manufacture overseas, firms which have sales 
operations overseas and other activities overseas as they were 
indicated by the companies in this study.
Since the literature review did not offer any comparisons to other 
studies on this particular characteristic and its potential influence on 
the degree of marketing standardisation it was investigated whether 
there is a significant difference on marketing standardisation with 
regard to level of activity in the chosen host market. Table 5.8 
illustrates the findings of the analysis.
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Table 5.8: Marketing Standardisation with regard to the Level of 
Activity in the chosen Host Market
C o m p a r e d  g r o u p s  
( g r o u p  n o . )
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n m a r k e t i n g
p r o c e s s
M a n u f a c t u r i n g  ( 1 )
M e a n 1 .7 0 1 .8 9 2 .6 7 2 .1 1 3 .6 1
S td .7 0 1 .0 3 1.00 1 .1 6 .5 7
S a l e s  o p e r a t i o n  ( 2 )
M e a n 2 .5 0 3 .0 4 2 .8 2 2 .7 5 3 .1 3
S id .7 0 .8 0 1 .2 7 .7 7 .6 7
S e r v i c e  o p e r a t i o n  ( 3 )
M e a n 2 .9 2 2 .9 1 2 .8 8 2 .6 8 2 .8 8
S td 1 .0 7 .5 4 .2 8 .41 .2 5
S a l e s  a n d  s e r v i c e  
o p e r a t i o n  ( 4 )
M e a n 2 .0 9 2 .8 8 2 .6 1 2 .7 0 3 .1 3
S td .5 6 .5 6 .6 9 .6 0 .7 4
D i s t r i b u t i o n ^ )
M e a n 1 .9 9 2 .5 8 2 .5 0 2 .4 1 3 .0 7
S td .7 6 .7 4 .8 6 .7 5 .7 9
F  R a t i o 3 .1 9 * 3 .6 6 * * .2 6 1 .2 5 .9 4
L S D  t e s t 2 ,3 > l
3 > l , 4 , 5
2 ,3 ,4 > 1
D u n c a n  t e s t 2 ,3 > 1  
3 >  1 ,4 ,5
2 ,3 ,4 > l
T u k e v  H S D  t e s t 3 > l 2 ,4 > 1
S c h e f f e  t e s t N o n e 2 ,4 > l
**p<0.01, *p<0.05
" N o n e "  m e a n s  " N o  t w o  g r o u p s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  a t  t h e  0 . 1 0  l e v e l "
As it can be seen from Table 5.8 there are no differences with regard 
to the distribution and promotion mix between the different 
operational activities and the degree o f standardisation. But with 
regard to two marketing programme aspects, the product and the 
pricing mix, significant differences are indicated.
For the product mix, group I is identified to have a significant lower 
mean value than group 3. This means that the German companies 
which focus their overseas activities on manufacturing have a
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significantly higher degree of standardisation on the product 
programme than those which operate service operations in their 
chosen market. This could indicate that consumer preferences and 
buying behaviour with regard to services depend to a larger extent on 
national custom and cultural expectations. This might also explain to 
some degree why the German companies which concentrate on service 
operations tend to have a lower degree of standardisation than those 
firms which offer sales and service operations as well as firms 
concentrating on distribution.
Both LSD and Duncan test also identified that companies which 
manufacture overseas have a higher level of standardisation than 
companies which are primarily active as sales operations. These 
findings probably have to be seen in the light of the overall 
standardisation debate which has focused to quite some extent and for 
quite some time on the benefits of a high degree of product 
standardisation from economies of scale and learning effects in 
manufacturing (e.g. Levitt, 1983). In this respect, it reflects the key 
notion of standardisation in which a high degree of product 
standardisation leads to decreased costs in the production and a higher 
degree of efficiency. Benefits from an equally high degree of 
standardisation with regard to sales operations are likely to be more 
difficult to accomplish due to a higher dependency on complex and 
highly market-specific aspects such as the distribution infrastructure 
(e.g. Rosenbloom et al, 1997, Baalbaki and Malhotra, 1993).
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For the pricing mix, the German companies involved in manufacturing 
show a significantly higher degree of standardisation than those firms 
having sales operations and sales/service operations overseas. These 
findings seem to be likely to be explained by the same notion as above 
differences with regard to the differences in terms of the degree of the 
product programme. For the same reasons companies focusing on 
manufacturing show with regard to both product and pricing mix a 
significantly higher degree of standardisation than companies with 
other activities in the chosen host markets. Further information about 
characteristics of the overseas operations and their impact on 
marketing standardisation is given in Appendix C2.
5.5 MARKETING STANDARDISATION
The above section analysed which impact certain characteristics of the 
companies in their home markets as well as in their overseas markets 
might have had on the degree of the marketing standardisation. As was 
seen from analysing the assumptions relating to the various key 
characteristics of the German firms there are generally no significant 
differences with regard to the pursued degree of marketing 
standardisation and aspects such as the size of the company. 
Therefore, the following will explore the actual degree of the 
standardisation with regard to the marketing programme. First of all, a
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general overview is given before each key aspect of the marketing mix 
is analysed in detail.
5.5.1 STANDARDISATION OF THE MARKETING
PROGRAMME: AN OVERVIEW
. Table 5.9 and Table 5.10 give an overview on the evaluation of the 
respondents with regard to the degree of similarity in marketing 
programme activities between their firms' operation at home and in 
the overseas markets. The items are organised in terms of the 
marketing mix elements which concern product and promotion. The 
figures are interpretable in terms of the underlying five-point- 
evaluation scale. A mean rating of less than 3.0 (the midpoint of the 
scale) is interpretable as implying "high" standardisation, a mean 
rating of greater than 3.0 means "low" standardisation and a mean 
rating of 3.0 represents "moderate" standardisation.
The tables indicate that the evaluations of the participating firms 
followed a certain pattern with regard to the degree of standardisation: 
Almost all activities of the marketing mix (37 o f the 38 activities in 
tables 5.9 and 5.10) exhibited mean ratings which were below the 
midpoint of the scale implying a "high" degree of standardisation. The 
remaining activity, the use of advertising agencies, showed a moderate 
to high degree o f standardisation.
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Table 5.9: Degree of Marketing Mix Activity Standardisation: Product 
and Promotion Elements
Product Mean Std. deviation
Product/service feature 2.19 .89
Brand name 2.15 1.24
Product/Service design 2.17 1.03
Product/Service quality 2.01 .99
Product/Service image 2.31 .91
Product/Service packaging 2.28 1.02
Product/Service labelling 2.31 1.10
After-Sales Service 2.50 .95
Warranties 2.53 1.13
Promotion Mean Std. deviation
Use of free samples 2.40 1.12
Use of display materials 2.51 1.12
Use of radio advertising 2.56 1.24
Use of TV advertisement 2.57 1.28
Use of special events 2.58 1.14
Approach to public relations 2.58 .95
Use of customer training 2.59 .82
Types of sales promotion 2.59 .87
Use of personal selling 2.63 .91
Use of printed advertising 2.64 .77
Advertising message 2.67 .96
Use of the internet 2.69 1.12
Role of advertising 2.73 .95
Media budget allocation 2.77 .94
Advertising agency used 3.00 1.25
Mean rating of degree of standardisation.: 1 identical, 5 highly different
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Table 5.10 shows the means for the distribution and price elements.
Table 5.10: Degree of Distribution and Pricing Elements 
Standardisation
Distribution Mean Std. deviation
Task(s) of sales force 2.42 .89
Channel(s) of distribution 2.50 .99
Management of sales force 2.62 .98
Geographic concentration of 
Distribution outlets
2.73 1.16
Organisation of sales regions 2.74 1.02
Bargaining power of dealers 2.97 1.06
Pricing Mean Std. deviation
Pricing to end users 2.60 .88
Credit to dealers 2.64 1.03
Pricing to dealers 2.71 .91
Credit to end users 2.77 .95
Price charged to dealers 2.78 .90
Price discount to dealers 2.80 .93
Price discount to end users 2.87 1.04
Price charged to end users 2.87 .93
Mean rating of degree of standardisation. : 1 identical, 5 = highly different
Within the marketing mix activities the product activities indicated the 
highest degree of standardisation: The means of the product quality 
(2.01), the brand name (brand name) and the product features (2.19) 
represented the single activities which were standardised to the highest
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level within this category. Table 5.11 highlights the product elements 
standardised to the highest degree.
Table 5.11: The Specific Product Elements Standardised the most
Product elements Mean Std. deviation
Product quality 2.01 .99
Brand name 2.15 1.24
Product features 2.19 .89
M e a n  r a t i n g  o f  d e g r e e  o f  s t a n d a r d i s a t i o n :  1 =  i d e n t i c a l ,  5  =  h i g h l y  d i f f e r e n t
The high degree of standardisation of product elements was followed 
by specific promotion activities which were standardised to a high 
degree. The means for the use of free samples (2.40), the use of 
displays (2.51) and use of radio advertisements (2.56) illustrate the 
high potential of standardisation of these marketing elements. Table
5.12 highlights the individual promotion elements standardised to the 
highest degree.
Table 5.12: The Specific Promotion Elements Standardised the most
Promotion elements Mean Std. deviation
Use of free samples 2.40 1.12
Use of displays 2.51 1.12
Use of radio ads 2.56 1.24
Mean rating of degree of standardisation: 1 = identical, 5 highly different 
The degree of standardisation of single distribution and price 
characteristics was also found to be rather high. The highest mean
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ratings of single distribution elements within this marketing mix 
category showed a slightly lower degree of standardisation. The means 
of the activities standardised to the highest extent within distribution 
were the tasks o f the sales force overseas (2.42), the chosen 
distribution channels overseas (2.50) and the management of the sales 
force (2.62). Table 5.13 highlights the single distribution elements 
standardised to the highest degree.
Table 5.13: The Specific Distribution Elements Standardised the most
Distribution elements Mean Std. deviation
Tasks of sales force overseas 2.42 .89
Chosen distribution channels 2.50 .99
Management of sales force 2.62 .98
Mean rating of degree of standardisation: I identical, 5 highly ditterenl
With regard to the price elements the highest mean ratings were found 
for the pricing to end-users (2.60) followed by the credit terms to 
dealers (2.64) and the pricing to dealers (2.71).
Table 5.14 highlights the individual pricing elements standardised to 
the highest degree.
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Table 5.14: The Specific Pricing Elements Standardised the most
Price elements Mean Std. deviation
Pricing to end-users 2.60 .88
Credit terms to dealers 2.64 1.03
Pricing to dealers 2.71 .91
Mean rating of degree of standardisation: I = identical, 5 = highly different
5.5.2 STANDARDISATION OF THE MARKETING
PROGRAMME: FINDINGS
Chapter two gave an extensive overview on the previous findings with 
regard to the degree of standardisation. Nevertheless, one has to be 
aware of the limitations o f  these findings since the underlying surveys 
were not consistent and varied in important aspects such as their scope 
or the choice of industry.
Using summated scales the actual order of marketing mix 
standardisation in this study appears to be slightly different from the 
impression which one gets from the observation of the highest, 
individually observed mean ratings for single marketing elements 
within the marketing categories. Based on summated scales for each 
marketing mix category the order of standardisation is -  as in many 
other recent studies (e.g. Chhabra, 1996, Shoham, 1996, Akaah, 1991) 
- led by the product category which has an overall mean rating of 2.28. 
But this category is followed by the price category which is
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characterised by an overall mean rating o f  2.63 while the distribution 
category (2.66) and the promotion category (2.67) have nearly 
identical mean ratings. These results are summarised in Table 5.15.
Table 5.15: Degree of Marketing Mix Standardisation in this Study 
based on Summated Scales
Marketing Programme Mean rating
Product Policy 2.28
Price Policy 2.63
Distribution Policy 2.66
Promotion Policy 2.67
Mean rating of degree of standardisation: 1 = identical, 5 -  highly different
Despite the differences with regard to the findings of Akaah (1991) 
who found with regard to the degree o f  the marketing standardisation 
of the top 500 US companies a primarily moderate and low degree of 
marketing standardisation (except for the product category which 
showed a high degree of standardisation) the actual ranking order of 
the marketing programme categories appears to be the same in both 
studies: Although on a lower level o f  standardisation the US firms 
standardised their product elements to the highest degree followed by 
the price, the distribution and only then by the promotion category. 
These findings also support the recent findings of Chhabra (1996) and 
Shoham (1996).
Therefore, a similar approach towards the degree of standardisation of 
certain marketing mix categories of the top 500 companies of major
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industrial nations - as found in Akaah's and in the study into the top 
500 German firms- is suggested especially for the decade of the 
1990s.
But the above investigation of specific elements of the marketing 
programmes (which are standardised to the highest degree) as well as 
the exploration of the degree of the entire marketing programme 
categories is intended to highlight the existing differences in the 
British/American and the German literature towards investigating the 
degree of international marketing standardisation which might be 
worth being aware of since it might have the potential to reduce some 
of the ambiguity in the standardisation debate. German authors like 
Bolz (1992), therefore, consider it as essential to further differentiate 
between the actual standardised contents of the marketing programme 
elements (e.g. the actual execution of a printed advertising) and the 
pursued general marketing strategy per marketing mix category (e.g. 
general communication strategy).
The above discussion could be considered to strengthen this notion 
since an evaluation of the standardisation based on (in this case three) 
specific marketing elements which were standardised to the highest 
degree within their marketing programme category could have led not 
only to the correct assumption that the product elements were 
standardised to the highest extent in this study but it also is likely to 
have given the researcher the incorrect impression that the following
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categories with regard to the ranking order of the marketing 
standardisation would be promotion, distribution and price when the 
actual order appears to be price, distribution and promotion. Thus, an 
approach which differentiates between the actual contents of different 
marketing mix elements and the pursued marketing programme 
strategy as suggested in the German literature might be worthwhile 
despite the potential difficulties it might provide American/British 
researchers with in terms of understanding the relevance of such an 
approach and its benefits because it seems to be based on a different 
notion of marketing strategy than in the American/British literature 
predominant.
The American/British literature seems primarily to refer to marketing 
strategy as the actual emphasis and immediate combination of various 
marketing mix elements (e.g. Aaby and McGann, 1989, Toyne and 
Walters, 1989). In contrast to this the German understanding of 
marketing strategy rather seems to emphasise the long-term marketing 
planning for achieving corporate objectives by canalising various 
activities such as the different marketing programme categories 
(Becker, 1991, Meffert, 1986).
Authors like Bolz (1992) argued that a further differentiation of 
marketing standardisation not only takes into account the rather short­
term issues related to the actual content and utilisation of specific 
marketing programme elements but also puts the adequate stronger
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focus on the long-term strategic aspects related to the marketing 
programme (and process) category (Bolz, 1992). Specifically, this 
notion can make the researcher aware that a company can very well 
have price elements which are standardised to the highest degree 
within their marketing category which show a comparably low degree 
of standardisation when compared to marketing mix elements which 
are the mostly standardised ones in their category while the company 
might at the same time pursue a marketing strategy which focuses on a 
very high degree of price standardisation.
5.5.3 TESTING THE PROPOSITIONS
After having given a general overview o f the degree of marketing 
standardisation in this study in relation to similar studies the findings 
will be specified for each key aspect of the marketing programme as 
well as the propositions as developed in chapter two are tested and 
further explored.
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5.5.3.1 PRODUCT STANDARDISATION
Product standardisation has been found in many studies to be the 
element of the marketing programme which was standardised to the 
highest degree (e.g. Akaah, 1991, Boddewyn et al, 1986). Many 
authors also consider it as the core of any marketing standardisation 
and thus as the prerequisite for the standardisation of the other key 
elements of the marketing mix (e.g. Majaro, 1982, Channon and 
Jalland, 1979). The main benefit associated with this approach has 
been the positive impact of an high degree of product standardisation 
on costs primarily due to economies of scale effects and a certain 
degree of convergence of consumer preferences (e.g. Levitt, 1983, 
Porter, 1986, Houtetal., 1982, Doz, 1985, Adam, 1979).
For these reasons proposition Pl-1 was suggested in the following:
Proposition P 1-1
The highest level o f standardisation within the marketing mix 
categories is likely to be found in the product mix category (e.g. 
Akaah, 1991, Boh, 1992, Chhabra, 1996, Grosse and Zinn, 1991, 
Ozsmer et al, 1991, Shohant 1995, Sorenson and Wiechmann, 
1975).
This proposition could be confirmed by comparing the mean rating 
based on summated scales as illustrated in table 5.16. While all key
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aspects of the marketing mix are standardised to a high degree the 
product elements were clearly standardised to the highest degree 
which confirms previous findings and strengthens the broad consensus 
in the literature on this specific aspect.
Table 5.16: Degree of Product Mix Standardisation
Mean rating
Product Policy 2.28
Mean rating of degree of standardisation: 1 = identical, 5 = highly different
This high degree of standardisation seems to suggest that the products 
offered by the German firms have a rather low potential to be 
substituted by other products. Huszzagh et al (1986) and Kreutzer 
(1991) argue that the potential level of substitution has a key impact 
on the potential to standardise a product programme to a high degree. 
Thus the level of substitution can depend on how new the products are 
as well on the uniqueness o f the image profile of this product. 
Consequently, if the product is rather new or innovative there are no 
substitutes available which enables the companies to standardise their 
product mix to a high degree. Figure 5.1 illustrates the relation 
between the availability of substitutes and the accepted degree of 
product standardisation.
239
Chapter Five: Results and Discussion: Marketing Standardisation
Figure 5.1: Relation between the Availability of Substitutes and the 
accepted Degree of Product Standardisation (based on Kreutzer, 1991)
Degree of product standardisation
Availability of substitutes
Nevertheless, there are other aspects involved in the degree of product 
standardisation as discussed in chapter two but this high degree of 
product standardisation in the German firms seems to confirm findings 
which stress the high priority to the product elements which German 
firms seem to focus on (e.g. Shaw, 1994, Parkinson, 1984).
Still, the very high degree of product standardisation could surprise 
because of the great variety of existing barriers and threats. Britt 
(1974) stresses that with regard to a degree of product standardisation 
the danger which might arise from different usage patterns of products 
in different markets -  for example, a bicycle which was purchased as a
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transportation vehicle will be evaluated differently by the consumers 
than the same or similar product which was purchased in another 
country for exercise and training purposes.
Moreover, the evaluation of the taste and smell of products arguably 
vary between different cultures and climates which has a high 
importance for certain industries such as the food industry (e.g. 
Herlyn, 1986, Huszagh et al, 1986, Keegan et al, 1983). Also the 
association and specific attitudes of consumers might vary among 
nations with regard to product attributes as well as the technical and 
legal requirements (e.g. Holzmiiller, 1986, Herlyn, 1986, Keegan and 
McMaster, 1983).
The high degree of product standardisation as found in this study 
could suggest that the consumer preferences are considered to have 
converged to quite some extent because a high degree of 
standardisation without trying to meet the needs and wants of the 
international target groups seems rather unlikely. Several authors have 
argued in favour of a global convergence of buying and consumption 
patterns (Levitt, 1983, Grey, 1984, Meffert et al, 1986). The authors 
base their notion on the influence of aspects such as advances in 
communication and information technology, transportation but also on 
demographic factors. With regard to the development o f demographic 
factors in terms o f the European population an overview is given in 
Figure 5.2.
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Figure 5.2: European Population Forecast (1990-2010)
European Population Forecast (1990-2010) 
(source: Pricewaterhouse Coopers, 1998)
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With regard to demographic factors the growth of the population 
stagnates in many industrial counties while the life expectancy rate 
continues to grow (e.g. Müller and Kommeier, 1996). Moreover, the 
adolescent and teen population shrinks while the older generation 
increases as shown in Figure 5.2. Berekoven (1987) stresses the 
impact of developments like those on retail marketing since this 
development leads to a stronger importance of consumers which are 
value conscious and experienced purchasers with a significant amount 
of disposable income. The author argues that this development is 
likely to favour a high degree of product standardisation.
242
Chapter Five: Results and Discussion: Marketing Standardisation
Miiller and Kornmeier (1996) also stress that in less developed 
countries (e.g. Brazil) these trends are heading towards the opposite 
direction, a lower life expectancy rate and higher birth rate. Next to 
great differences with regard to financial resources the authors do not 
see a convergence in terms of aspects such as demographic factors on 
a global scale as valid.
Advances in communication and information technology as well as in 
transportation technology have arguably led to a certain degree of 
global convergence (e.g. Buzzell, 1968, Levitt, 1983, Ohmae, 1989). 
Authors like Drake (1984) argue that these factors decrease the 
information deficits and lead to a convergence in terms of knowledge 
which leads to a reflection of certain behaviours and a cultural 
assimilation. Perris (1985) stress that even soaps on TV have a major 
impact on overcoming national consumption patterns which lead to a 
transnational, life-style orientated opinion. The author also stresses the 
importance of product placement especially in American soaps such as 
“Dallas” or “Denver Clan” which have been broadcasted in 95 
(“Dallas”) and 83 (“Denver Clan”) countries.
The high degree of product standardisation as found in this study 
seems to suggest that a certain convergence has taken place with a 
rather large cross-cultural-target group. Nevertheless, there are 
differences within the product category in terms of the potential for
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standardisation. The literature review in chapter two suggested to 
consider this aspect as put forward in proposition PI-2.
Proposition P 1-2
Within the product elements the “brand name“ will be standardised 
to a very high degree that is likely to be higher than the degree of 
most other product elements (Clihahra, 1996, Sorenson and 
Wiechmann, 1975, Althans, 1982, Beutelmeyer and Miihlbacher, 
1986).
Table 5.17 illustrates the degree of the specific product elements 
within the product category of this study. It shows the degree of 
standardisation of each element of product mix, tested by 5-point 
scales. As described above, the mean rating of less than 3.0 (the 
midpoint of the scale) is interpretable as implying "high" 
standardisation, a mean rating of greater than 3.0, "low" 
standardisation, and a mean rating of 3.0 is interpretable as implying 
"moderate" standardisation.
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Table 5.17: Standardisation of the Product Elements
Product Elements Mean
Product/service feature 2.19
Brand name 2.15
Product/Service design 2.17
Product/Service quality 2.01
Product/Service image 2.31
Product/Service packaging 2.28
Product/Service labelling 2.31
After-Sales Service 2.50
Warranties 2.53
Mean rating of degree of standardisation: 1 = identical, 5 = highly different
The lower the mean rating the higher the degree of standardisation. 
Therefore, the result of the mean ratings imply indeed that within the 
product category, the "brand name" and the "product quality" are 
amongst the elements standardised to the very highest degree. 
Especially, the issue of the standardisation o f  brands has gained a lot 
of attention with regard to the standardisation debate (e.g. Whitelock 
et al, 1995, Mazur, 1993, Wolfe, 1991, Waltermann, 1989, Rosen et 
al, 1989, Rüschen, 1988). According to Kotler and Armstrong (1996) 
a brand is primarily characterised by attributes such its name, sign, 
design or a combination of those aspects to differentiate it from its 
competitors. Based on the different extent o f  standardisation of these 
aspects primarily the German literature classifies three types of brands
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(e.g. Bolz, 1992, Kreutzer, 1991, Meffert, 1988): World brands, 
regional brands, local brands.
• World brands
As world brands the authors classify brands which use one uniform 
brand name on a world-wide scale such as Coca Cola or Kodak. Based 
on a geocentric orientation the management of world brands accepts 
significant financial commitments to secure a globally consistent 
brand appearance which is globally accepted and registered. Authors 
like Kamann (1972) consider the brand name as the most important 
aspect and stress the importance that positive associations relate to it 
as well as it must be easy to pronounce and to be registered since 
authors like Ricks (1983) have given plenty of examples of companies 
which suffered from insufficient checking of these aspects.
• Regional brands
Regional brands might make sense if specific products are used 
regionally only or if there is not a global engagement of the company 
at that stage. Nevertheless, a key question here is to which extent a 
world brand can adapt certain aspects such as the product quality or 
product features without irritating mobile consumers (e.g. Meffert and 
Althans, 1982). Kreutzer (1989) states that Coca Cola used to suffer 
from this affect due to different colours of their soft drinks in Europe 
which were due to legal requirements in Spain and Italy. But if there 
are major differences in prices in geographically close markets a
Chapter Five: Results and Discussion: Marketing Standardisation____________
246
Chapter Five: Results and Discussion: Marketine Standardisation
differentiation of the brand name can have a positive impact in terms 
of reducing parallel imports.
• Local brands
Nevertheless, there are companies which sell identical products under 
different brand names even within Europe (e.g. Baden Fuller and 
Stopford, 1988). The chance that the company pursuing such an 
approach will benefit from media-overall-spill effects is minimised but 
if a local image has a positive impact with regard to the potential sales 
it might be worth considering (e.g. Weiss, 1982). Murphy (1987, page 
9) states that “international companies which permit, or are forced to 
accept, a proliferation of local brands often find a fragmentation on 
their activities. In theory each of these brands should be more ideally 
adapted to particular local conditions; in practise the appeal, coherence 
and power of competitive international brands makes it difficult for 
local brands to compete”. However, a study of Whitelock and 
Kalpaxoglou (1991) found that the majority of companies emphasised 
with regard to Europe a strong need for local responsiveness and local 
brands.
In this study, the very high degree of standardisation of the brand 
name and product quality is supported by a comparably high degree of 
standardisation of the product design, the packaging and labelling. The 
packaging obviously is of great importance in this context as well
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since it represents a major tool for the consumers to identify the 
product, especially in consumer goods.
Nevertheless, Terpstra (1978) stresses the importance of the packaging 
not only with regard to promotion aspects but also with regard to the 
protection issue. There are national requirements with regard to the 
packaging of products depending on safety regulations but also with 
regard to national needs and wants based on tradition in certain 
industries (e.g. Whitelock, 1987). But in this study German companies 
might try to benefit from lower costs in logistics based on highly 
standardised packaging. The products can be delivered to several 
markets from one or few centralised warehouses as well as the 
standardised packaging labelling should help the consumers to identify 
the products fast and easy.
With regard to the high degree of standardisation in terms of the 
product quality and the brand name the proposition could be clearly 
confirmed. These aspects will be investigated further to explore the 
proposition further. Table 5.18 illustrates this exploration by showing 
the correlation between these two aspects and the other elements of the 
product category.
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Table 5.18: The Bivariate Correlation between Brand Name/Product 
Quality and other Product Elements
Brand Name Product quality
Product features .39*** .68***
Brand name 1 .42***
Product design .66*** .62***
Product quality .42*** 1
Product image .40*** .61***
Product packaging .47*** .57***
Product labelling .53*** 51***
After-sales service .12 .34**
Warranties -.02 .34**
***p<0.001, **p<0.01, both 2-tailed
As table 5.18 illustrates for brand name, all other elements show a 
significant level (p<0.001) of relationship with it, except the two 
elements of after-sales service and warranties. For product quality, the 
relationships between this element and the other product elements all 
yield a significant level (p<0.01 or better). However, since both, brand 
name and product quality, show a significant level of relationship with 
the other product elements and the relationship between brand name 
and product quality also yields a significant level (p<0.001), the partial 
correlation analysis is necessarily utilised to examine the relationship 
between one of these two elements and the other product elements, 
while the effect of the other one on other product elements is taken out 
into account by holding it constant as shown in table 5.19.
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Table 5.19: The Partial Correlation between Brand Name/Product 
Quality and other Product Elements
Brand Name Product quality
Product features .16 .62***
Product design .57*** .50***
Product image •21 + .53***
Product packaging .30** 46***
Product labelling .40*** .37**
After-sales service -.02 .32**
Warranties -.19+ .38***
***p<0.001, **p<0.01, *p<0.05,+p<0.10, all 2-tailed
While holding the effect of the product quality on the other elements 
constant, the brand name has significant relationships with product 
design and product packaging, product labelling and warranties (p<0.1 
or better). All of these elements have a positive relationship with the 
brand name, except warranties which shows a significant negative 
relationship with the brand name.
While holding the effect of the brand name on the other elements 
constant, the product quality still has significant relationships with all 
other product elements (p<O.OI or better). Concerning the directions 
of the correlation coefficients, all these elements have a positive 
relationship with the element of product quality. Thus one can 
conclude that the findings lend support to proposition P 1-2 which 
suggest that the product element "brand name” is standardised to the 
highest degree. It is the second most standardised element of the entire
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product programme and has close relations with other elements of the 
product programme. However, the analysis does not confirm that the 
harmonised brand name represents a key pre-requisite for the 
standardisation of other elements and that German companies 
primarily compete on the quality of their products. Table 5.20 
summarises this section by showing the propositions and whether the 
findings lend support to them.
Table 5.20: Summary of Findings regarding the Propositions P 1-1 and 
P 1-2
Propositions
t p i )
Findings
lend
Support
Findings 
do not lend 
Support
Findings 
lend partial 
Support
T h e  D e g r e e  o f  M a r k e t i n g  
S t a n d a r d i s a t i o n
p i- i X
T h e  h ig h e st level o f  s ta n d a rd is a tio n  
w ith in  th e  m a rk e tin g  m ix  c a te g o r ie s  is 
lik e ly  to  b e  fo u n d  in  th e  p ro d u c t m ix 
c a te g o ry  (A k a a h , 1 9 9 1 , B o lz , 1992, 
C h h a b ra , 1 996 , G ro s s e  an d  Z in n , 
1 9 9 1 , O z sm e r  e t a l , 1 9 9 1 , S h o h am  
1 9 9 5 , S o re n so n  a n d  W ie c h m a n n , 
1975).
P 1-2 X
W ith in  th e  p ro d u c t e le m e n ts  th e  
“ b ra n d  n a m e “  w ill b e  s ta n d a rd is e d  to  a 
v e ry  h ig h  d e g re e  th a t  is  lik e ly  to  be 
h ig h e r  th a n  th e  d e g re e  o f  m o s t o th e r 
p ro d u c t e le m e n ts  (C h h a b ra ,  1996, 
S o re n s o n  a n d  W ic c h m a n n , 1975, 
A lth a n s , 1982, B e u te ln ie y c r  and  
M iih lb a c h e r, 1986).
5.5.3.2 PRICE STANDARDISATION
As discussed in chapter two the literature suggests that the potential 
for a high degree of standardisation with regard to an international
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price programme is rather limited (e.g. Simon and Wiese, 1995, 
Müller and Kommeier, 1995, Diller, 1992).
Key reasons for that assumption are primarily based on different trade 
structures and heterogeneous markets which are common in different 
markets (e.g. Diller, 1992). While some authors like Müller and 
Kornmeier, (1995) argue that the different prices within specific 
regions such as Europe will rapidly decrease, other researchers like 
Simon and Wiese (1995) strengthen the commonly accepted notion of 
a limited standardisation potential by arguing that a standardised 
pricing policy within Europe - which arguably could minimise parallel 
imports - is not optimal in terms of profits and therefore, will not be 
pursued to a larger extent.
Therefore the potential for a price standardisation was assumed to be 
rather low as reflected in proposition PI-3.
Proposition P 1-3
The price elements show a lower degree o f standardisation than the 
product elements because its potential for a high degree of 
standardisation is extremely sensitive to limiting factors such as the 
marketing infrastructure o f the host markets (Shoham, 1995, 
Altlians, 1982, Beutelmeyer and Miihlbacher, 1986, Holz, 1992, 
Meyer, 1978, Ozsrner et al, 1991, Sorenson and Wiechmann, 1975).
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Table 5.21 illustrates the findings based on summated scales.
Table 5.21 : Degree of Price and Product Policy Standardisation
Mean rating
Price Policy 2.63
Product Policy 2.28
Mean rating of degree of standardisation: I identical, 5 highly different
As Table 5.21 shows the pricing mix is standardised to a rather high 
degree in this study which is a little surprising since the literature 
suggests a different notion but it is clearly standardised to a lower 
degree than the product category. The degree of standardisation is very 
similar to the one of the distribution policy which depends to a large 
degree on similar aspects as discussed in chapter two. But the higher 
degree of standardisation in comparison to the promotion policy 
surprises although the findings lend support to proposition 1.3 in terms 
of the standardisation of the product elements.
Nevertheless, it is worth exploring whether another key element of the 
marketing mix has influenced the price policy to an unusually high 
degree. For this reason and based on above summated scales a simple 
correlation analysis was conducted to investigate the degree of relation 
between the finding with regard to the price and the other marketing 
programme. Table 5.22 illustrates this investigation.
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Table 5.22: Correlation Analysis of Pricing Mix and Marketing Mix 
Standardisation
Criteria variables
Predictor variable Product Pricing Distribution Promotion
Pricing (Summated scale) .64*** 1 .55*** .58***
***p<0.001, 2-tailed
The findings of Table 5.22 reveal that the pricing policy has a
moderate relationship (i.e. r is between 0.4 and 0.8) with the product, 
distribution and promotion policy. There does not seem to be a 
particular aspect of the marketing mix policies that influenced this 
finding with regard to the price negatively. The direction of all 
correlation coefficients are positive and hence the pricing policy has a 
positive relationship with the other three key categories of the 
marketing programme.
Nevertheless, this finding seems to lend support to the findings of 
Bolz (1992) who also found an unexpected high degree of 
standardisation with regard to the pricing policy of German 
companies. The findings of this study would also strengthen the notion 
of Muller and Kornmeier (1995) who argued that especially within 
Europe the markets and with them the marketing infrastructure have 
converged which favours a standardised approach.
254
Chapter Five: Results and Discussion: Marketing Standardisation
But one should be aware that this notion could be challenged since 
there are still examples which imply otherwise: The current European 
pricing policy of major companies of the German automobile industry 
(e.g. Volkswagen, Mercedes Benz) represents a good current example 
for this. These companies are currently fighting a legal dispute with 
the European Union Commission about different prices of their 
products in European markets and how to enforce them with regards to 
retailers (Didzoleit, 1999).
The current practise suggests support to the notion of Simon and 
Wiese (1995) who argue that a non-standardised approach towards an 
European pricing policy offers increased profitability. This even seems 
to apply to segments such as the elite and luxury segment which is 
commonly accepted to be a segment which shows a large amount of 
cross-culturally shared values and perceptions which therefore has 
great potential to be targeted by a standardised marketing approach. 
But the current practise of Mercedes Benz, the luxury car producer, 
suggests a different approach as illustrated in Table 5.23.
The relationship between pricing policy and performance is analysed 
and discussed in chapter six.
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Table 5.23: Price Differences within European Markets for a German 
Luxury Car Mercedes Benz S 320 (based on EU Commission, May Is', 
1999, adapted from Didzoleit, 1999).
Mercedes Benz 
S 320
Price to end users 
(1999, in DM)
Difference to price in 
Germany (in DM)
Germany 98.500 -
Belgium 100.766 + 2.266
Finland 105.591 + 7.091
France 100.273 + 1.773
Greece 109.276 + 10.776
Ireland 97.424 - 1.076
Spain 100.244 + 1.744
UK 105.685 + 7.185
These differences might be influenced by several aspects such as 
differences in the perceived value for such a product in the different 
markets, differences with regard to the competitive situation, the 
different purchasing power of the markets or different cost situations 
due to legal regulations. The impact of aspects like the ones just 
mentioned are discussed in detail in chapter six.
Nevertheless, it was indicated above that the standardisation of the 
price charged to end-users is lower than for the other price elements of 
this study but still at a moderate to high level in general the findings of 
this study seem to add to the confusion regarding the potential of a 
price standardisation. There also seems to be a discrepancy between 
the conceptual benefits associated with such an approach and the 
actual practise at least with regard to German firms.
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But considering the high degree of the standardisation of the entire 
pricing policy of German firms in this study one could speculate that 
they try to benefit from a consistent image position and a reduction 
from confused and angry customers because these aspects were 
identified to be the key advantages of a standardised pricing policy 
(e.g. Channon and Jailland, 1979, Kahmann, 1972). To which degree 
the advantage of an decrease in parallel imports as suggested by 
several authors (e.g. Weiss, 1982, Buzzell, 1968, Kahmann, 1972) 
play an important role is more difficult to evaluate because the of 
examples as given in Table 5.23.
Finally, the high degree of standardisation in terms of the pricing 
method to dealers and towards the credit terms to the dealers as found 
in this study imply that the German companies pursue a pricing 
strategy which is based on a pricing range which is highly standardised 
but offers some local adaptations within the defined scope. The high 
degree of standardisation of these two aspects is even more interesting 
as the pricing method (which typically focuses the calculation scheme) 
and the credit terms are considered to be of key importance with 
regard to local adaptations of subsidiaries (e.g. Kreutzer, 1991, Meyer, 
1979).
Beutelmeyer and Miihlbachcr (1986) argue that a high degree of 
standardisation with regard to these aspects within a price range 
enables the headquarters to pursue a standardised price policy without
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giving the overseas operations the impression of having no 
opportunities to adapt to local market needs. Moreover, the 
comparably high costs in German firms force them to recoup them in 
all markets.
In the case that such an approach is not feasible which might lead to a 
variety of different prices in different markets several authors (e.g. 
Kucher and Simon, 1993, Muller and Kommeier, 1995) suggest to 
consider not to operate in the market because of the influence which 
the pricing policy might have with regard to the standardisation of the 
other marketing mix elements.
Because of this notion the influence of the pricing elements on the 
other key categories of the marketing programme were explored by 
using a multiple correlation analysis on the various categories of the 
pricing mix and the three other marketing mix categories as shown in 
Table 5.24.
As Table 5.24 suggests there is a strong influence of some pricing 
elements on the other marketing programme categories. Especially the 
distribution policy is influenced by various pricing elements.
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Table 5.24: Linear Regression Models of Influence of Pricing 
Variables on Product/Distribution/Promotion Standardisation
Independent Products Distribution Promotion
Variables 3 T-value (3 T-value P T-value
P ric e  c h a rg e d  to  e n d -u s e r - .1 0  -.6 0 - .5 0  -2 .9 9 * * -.0 4 -.2 2
P ric e  c h a rg e d  to  d e a le r .3 6  1.60 .7 5  3 .5 1 * * * .08 .36
P ric in g  m e th o d  to  e n d -u s e r .2 9  1.93+ .4 2  2 .8 8 * * .25 1.56
P ric in g  m e th o d  to  d e a le r - .0 3  - .1 4 7 - .0 7  - .3 6 4 -.03 -.1 4
P ric e  d is c o u n ts  to  e n d -u s e r .1 6  1.14 .0 5  .3 8 4 .1 9 1.36
P ric e  d is c o u n ts  to  d e a le r -4 .3 E -0 4  - .0 0 3 - .1 6 9  -1 .1 0 .01 .05
C re d it te rm s  to  e n d -u s e r .2 4  1.37 .51 3 .0 5 * * -.1 9 -1 .0 8
C re d it te rm s  to  d e a le r - .0 8  -.3 4 - .3 2  -1 .5 0 .45 1.97+
Model statistics
R . 6 6 6 . 6 9 8 . 6 3 7
R-square . 4 4 3 . 4 8 7 . 4 0 6
Adjusted R-square . 3 8 6 . 4 3 3 . 3 4 4
F-value model 7 . 6 6 8 9 . 0 1 7 6 . 5 7 7
SignifF . 0 0 0 * * * . 0 0 0 * * * . 0 0 0 * * *
***p<0.001, **p<O.OI, *p<0.05, +p<0.10, all 2-tailed
Especially the price which is charged to dealers as well as the credit- 
terms and pricing method to end users show significant positive 
relations to the distribution policy and thus seem to influence the 
degree of standardisation of this marketing mix aspect (e.g. Bolz, 
1992). This is interesting since both key aspects of the marketing 
programme show a similar degree of standardisation and depend on 
similar aspects/barriers (Müller and Kommeier, 1995, Bolz, 1992, 
Shoham, 1995). Table 5.25 ends this section by illustrating that the 
findings referring to the standardisation of the price are supported.
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Table 5.25: Summary of Findings regarding Proposition P 1-3
Propositions 
(P 1)
Findings
lend
Support
Findings 
do not lend 
Support
Findings 
lend partial 
Support
The Degree of Marketing 
Standardisation
P 1-3 X
T h e  p r ic e  e le m e n ts  sh o w  a  lo w e r 
d e g r e e  o f  s ta n d a rd is a tio n  th a n  th e  
p ro d u c t  e le m e n ts  b e c a u se  its  p o te n tia l 
fo r  a  h ig h  d e g re e  o f  s ta n d a rd isa tio n  is 
e x t r e m e ly  s e n s itiv e  to  lim it in g  fac to rs  
s u c h  a s  th e  m a rk e tin g  in fra s tru c tu re  o f  
th e  h o s t m a rk e ts  (S h o h a m , 1995, 
A lth a n s , 1 982 , B e u te lm e y e r  an d  
M iih lb a c h e r ,  1 986 , B o lz , 1 992 , M ey er, 
1 9 7 8 , O z s m e r  e t a l , 1 991 , S o re n so n  
a n d  W ie c h m a n n , 19 7 5 ).
S.5.3.3 DISTRIBUTION STANDARDISATION
Several authors have argued that the potential for a high degree of 
distribution standardisation is limited (e.g. Shoham, 1995, Miiller and 
Kornmeier, 1995, Meffert and Althans, 1982). They consider similar 
aspects as with regard to a the price standardisation as barriers and 
base their notion primarily on the different market structures in 
different markets and a limited amount of willingness for co-operation 
o f mighty national key accounts which might remain in a certain “buy 
national - mentality“ (Miiller and Kornmeier, 1995, page 116).
In addition, there are a large variety of difficult issues to solve with 
regard to a standardising an international distribution policy. Kreutzer 
(1989) regards the centralisation of logistical systems, the distribution 
channel management including the control of middlemen and the 
feasibility of an intensive market penetration overseas as major
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stepping stones which limit the potential for a high degree of 
distribution standardisation.
The literature implies also potential difficulties in terms of qualified 
personnel which might be difficult to recruit or might not being 
available in certain markets, religious norms might restrict the 
opportunities to distribute certain products or services as well different 
languages within one country market might limit the standardisation in 
terms of the sales force management (e.g. Honeycutt and Ford, 1995, 
Kahmann, 1972, Gorge, 1979).
Based on this notion proposition PI-4 was put forward and explored in 
Table 5.26.
Proposition P 1-4
The distribution elements have a lower degree o f standardisation 
potential than the product elements by showing a similar 
standardisation level as the price elements due to their comparable 
sensitivity towards the marketing infrastructure o f the overseas 
markets (Akaah, 1991, Althans, 19H2, Chhabra, 1996, Shoham, 
1996, Ozsmer et al, 1991, Sorenson and Wiechmann, 1975).
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Table 5.26: Degree of Distribution and Product Standardisation
Mean rating
Distribution Policy 2.66
Product Policy 2.28
Mean rating of degree of standardisation.: 1 = identical, 5 = highly different
Table 5.26 shows that the distribution policy is standardised to a high 
degree. But it is standardised to a lower degree not only when 
compared to the product policy but also in comparison to the approach 
pursued with regard to the international pricing policy. This finding 
can be considered as interesting and worth being investigated further. 
Therefore, the marketing infrastructure is explored in terms of the 
distribution policy and also with regard to the pricing policy. Table 
5.27 explores the relation between these aspects.
Table 5.27: Correlation Analysis of Marketing Infrastructure and 
Distribution Policy/pricing policy
Pricing Distribution
Marketing .29** .43***infrastructure
***p<0.001, **p<O.OI, both2-tailed
As Table 5.27 illustrates a simple correlation analysis was utilised to 
examine the relationship between the distribution and the pricing mix 
on the one hand and the marketing infrastructure on the other. Due to 
the correlation coefficients which yielded a significant level (p<0.001) 
the finding suggests that the marketing infrastructure has indeed a
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significant relationship with the distribution mix and pricing policy. 
Hence the degree of the distribution (and pricing) standardisation in 
this study is influenced by the degree of similarity of the marketing 
infrastructure with regard to the availability of and the access to 
various aspects such media instruments between the home market and 
the host market.
Besides, the correlation coefficient is positive in direction which 
indicates that the higher the degree of similarity of marketing 
infrastructure between the home market and the host market, the 
higher the degree of distribution standardisation is. This finding 
suggests support for predominant notion that the degree of distribution 
standardisation is indeed the higher the more similar the infrastructure 
of different markets is (e.g. Müller and Kornmeier, 1995, Meffert and 
Althans, 1982).
Proposition P 1-4 was explored further by investigating the bivariate 
correlation between the distribution policy and the pricing policy with 
regard to each element of the marketing infrastructure to further 
investigate the findings. Table 5.28 illustrates this exploration by 
showing the correlation between these two aspects and the elements of 
marketing infrastructure.
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Table 5.28: The Bivariate Correlation between Pricing 
mix/Distribution mix and Marketing Infrastructure Elements
Marketing Infrastructure PricingMix
Distribution
mix
Range of products offered .29** .22*
Retail prices of product range .34** .17
Availability of media .23* .15
Access to televisions .18 .25*
Access to radios .08 .31**
Access to printed publications .17 .29**
Access to the internet .20 .37**
Availability of distribution channels .30** .29**
Customer access to distribution channels .26* .24*
Ratio of small to big distribution channels .17 .10
Availability of skilled marketers .05 .12
Availability of advertising agencies .17 .19
**p<0.01, *p<0.05, all 2-tailed
Table 5.28 illustrates for the pricing mix that five of the marketing 
infrastructure elements yielded a significant level (p<0.05 or better). 
For the distribution mix, seven of the marketing infrastructure 
elements showed a significant level (p<0.05 or better). Thus, the 
distribution policy has a significant relationship with all elements 
which refer to the access to media (access to TV sets, radio, printed 
publication and the Internet). These elements are in nature difficult to 
control from a corporate perspective, especially when compared to 
other marketing infrastructure elements such as the range of product 
offered or the retail prices of the product range.
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However, it was argued that both, the pricing and the distribution mix, 
have a similar level of relationship with the marketing infrastructure 
elements and in fact, both aspects have significant relationships with 
three elements and the relationship between the pricing mix and the 
distribution mix also yielded a significant level: r=.46 (p<0.001). The 
partial correlation analysis is utilised to examine the relationship 
between one of these two elements and the marketing infrastructure 
elements while the effect of the other one on the marketing 
infrastructure elements is taken out by holding it constant as shown in 
table 5.29.
Table 5.29: The Partial Correlation between Pricing Mix/ Distribution 
Mix and Marketing Infrastructure Elements
Marketing Infrastructure Elements Pricing Distribution
Range of products offered .21* .10
Retail prices of product range .30** .89
Availability of media .18 .05
Access to televisions .08 .19+
Access to radios -.07 .31**
Access to printed publications .04 .24*
Access to the internet .04 .32**
Availability of distribution channels .20+ .18
Customer access to distribution channels .17 .14
Ratio of small to big distribution channels .14 .02
Availability of skilled marketers -.01 .11
Availability of advertising agencies .10 .12
**p<0.01, *p<0.05, +p<0.10, all 2-tailed
While holding the effect of the distribution mix on the marketing 
infrastructure elements constant, the pricing mix has significant
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relationships with the range of products offered, the retail prices of the 
product range and the availability of distribution channels (p<0.10 or 
better). While holding the effect of pricing mix on marketing 
infrastructure elements constant, the distribution mix has significant 
relationships with access to TV sets, access to radios, access to printed 
publications and access to the internet (p<0.01 or better). 
Nevertheless, it should be of interest to take a closer look on the 
marketing infrastructure and how similar it is in the German market 
compared to the overseas markets in this study. Table 5.30 gives an 
overview on the mean rating of the elements which determine the 
marketing infrastructure in this study.
Table 5.30: Degree of Similarity of Marketing Infrastructure between 
the Home Market and the Host Market
Marketing Infrastructure Mean
Range of products offered 2.64
Retail prices of product range 3.01
Availability of media 2.55
Access to televisions 2.48
Access to radios 2.37
Access to printed publications 2.29
Access to the internet 2.83
Availability of distribution channels 2.60
Customer access to distribution channels 2.66
Ratio of small to big distribution channels 2.94
Availability of skilled marketers 2.92
Availability of advertising agencies 2.71
Mean rating of degree of standardisation.: 1 identical, 5 highly different
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Table 5.30 illustrates that the degree of similarity of the marketing 
infrastructure between the home market and the host market shows a 
“moderate" level which is close to the midpoint (3.0) of the scale. The 
access to established media such as printed publications (2.29), to 
radios (2.37) and the access to TV (2.48) show the highest degree of 
similarity. With regard to the access to newer media tools such as the 
internet (2.83) there are less similarities. In contrast to the rather high 
amount of similarities in terms of the access to established media tools 
the availability of skilled marketers (2.92), the ratio of small to big 
distribution channels (2.94) and the retail prices of the range offered 
(3.01) show a more moderate degree of similarity. In this respect the 
data confirms that there are differences between the home market and 
the host market in terms of marketing infrastructure and that certain 
elements of marketing infrastructure are concerned to different degrees 
by these differences. This arguably causes certain limitations to 
standardise their distribution policy internationally especially since the 
companies have a limited amount of control over the elements of the 
marketing infrastructure overseas (e.g. Bolz, 1992, Kreutzer, 1989).
Thus, the findings imply that the degree of distribution standardisation 
is likely to remain more limited to a certain degree than the degree of 
other marketing programme elements. Its potential for standardisation 
is comparable to the one of the pricing policy (e.g. Bolz, 1992, 
Kreutzer, 1989). But by comparing the value of coefficients for the 
pricing and distribution mix with regard to the marketing
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infrastructure it becomes apparent that the strength of correlation and 
sensitivity of these two marketing programme categories is different. 
With a value o f 0.43, the distribution mix has a stronger relationship 
with marketing infrastructure than the price mix which has a 
coefficient value of 0.29.
The distribution mix shows significant relationships with the 
marketing infrastructure on elements such as access to TV sets, radios, 
printed publications and the Internet which cannot be controlled by the 
companies. In contrast to this, the pricing mix has significant 
relationships with marketing infrastructure elements such as the range 
of the products offered, the retail prices of the product range and the 
availability o f distribution channels -  all elements which the firms 
have a comparatively high level of control over. In other words, both 
pricing and distribution mix are influenced by the degree of similarity 
of marketing infrastructure between the home market and the host 
market but the distribution mix is more sensitive than the pricing mix, 
to the elements which companies have a comparative limited amount 
of control on. This might explain the lower degree of standardisation 
as found in this study.
Thus, proposition P 1-4 is supported which is illustrated in Table 5.31.
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Table 5.31: Summary of Findings regarding Proposition? 1-4
P r o p o s i t i o n s
(pi )
Findings
lend
Support
Findings 
Do not lend 
Support
Findings 
lend partial 
Support
The Degree o f  M a r k e t i n g  
S t a n d a r d i s a t i o n
P  1 -4 X
T h e  d i s t r ib u t io n  e l e m e n ts  h a v e  a  lo w e r  
d e g r e e  o f  s t a n d a r d i s a t i o n  p o te n t i a l  
th a n  th e  p r o d u c t  e le m e n t s  b y  s h o w in g  
a  s im i l a r  s t a n d a r d is a t i o n  l e v e l  a s  th e  
p r ic e  e le m e n ts  d u e  to  t h e i r  c o m p a r a b le  
s e n s i t iv i ty  t o w a r d s  t h e  m a r k e t in g  
i n f r a s t r u c tu r e  o f  t h e  o v e r s e a s  m a r k e ts  
( A k a a h ,  1991, A l t h a n s ,  1982, 
C h h a b r a ,  1996, S h o h a m ,  1996, 
O z s m e r  e t  a l ,  1991, S o r e n s o n  a n d  
W ie c h m a n n ,  1975).
The second proposition in terms of the distribution policy concerns the 
differences with which certain distribution elements are likely to be 
standardised. Based on the relevant literature the following 
proposition is suggested.
Proposition P 1-5
Within the distribution elements the “management of the sales 
force“ is likely to be standardised to the lowest degree because o f  the 
predominant dependence on different cultural expectations o f  sales 
personnel as well as due to differences in market structures (Akaah, 
1991, Baden Fuller and Stopford, 1988, Honeycutt and Ford, 1995, 
Hill et al, 1991, Meyer, 1978).
Table 5.32 illustrates the degree of standardisation in terms of the 
distribution elements as they were found in this study.
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Table 5.32: Degree of Distribution Elements Standardisation
Distribution Elements Mean
Task(s) of sales force 2.42
Channel(s) of distribution 2.50
Management of sales force 2.62
Geographic concentration of 
Distribution outlets
2.73
Organisation of sales regions 2.74
Bargaining power of dealers 2.97
Mean rating of degree of standardisation: I = identical, 5 = highly different
As table 5.32 suggests the "bargaining power of dealers" appears to be 
standardised to a moderate to high degree by showing a mean rating of 
2.97 on the 5-point-scale. However, it represents the distribution 
element which is standardised to the lowest degree when compared to 
the other elements which means that the findings in terms of 
proposition 1-5 cannot be supported: The "management of sales force" 
is not the element which is standardised to the lowest degree as the 
literature suggests.
This finding might be based on similarities of this study with regard to 
the overseas markets which focus on North America and Europe. The 
finding might surprise with regard to the European aspect of this 
study, though, because cultural aspects which arguably influence the 
expectations and behaviour of the sales force do not appear to be 
homogeneous (e.g. Muller and Kornmeicr, 1996, Honeycutt and Ford,
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1995). Therefore, it might be interesting to investigate the relation 
between some key aspects which the sales force faces and the impact 
of the bargaining power of dealers. Table 5.33 illustrates this 
investigation.
Table 5.33: Correlation Analysis of Management of Sales force and 
Bargaining Power of Dealers with regard to specific structural market 
aspects
M a n a g e m e n t  o f  s a le s  f o r c e B a r g a in in g  p o w e r  o f  
d e a le r s
E d u c a t i o n  l e v e l  o f  m a n a g e r s .08 .31**
S k i l l  l e v e l  o f  w o r k f o r c e .11 .24*
I n d u s t r ia l  s t r u c tu r e . 2 2 * .38***
***p<0.001, **p<0.()l, *p<0.05, all 2-tailed
As Table 5.33 shows the aspects which the sales personnel faces in 
this study are further explored by considering two key factors, the 
“education level of managers“ and the “skill level of workforce“ while 
the issue o f the “market structure" is represented by the "industrial 
structure". The strength of the relations between these independent 
and dependent variables were examined by correlation analysis.
The findings of Table 5.33 indicate that the bargaining power of the 
dealers has a significant relation with both, the management of the 
sales personnel and the industrial structure. The findings imply that the 
higher the degree of similarity in terms of the bargaining power of the
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dealers is, the more similar the industrial structure in the markets are 
and the more similar the management of the sales force.
Briefly, the underlying assumptions in terms of proposition P 1-5 
cannot be confirmed. The findings show that the “bargaining power of 
dealers“ is the distribution element standardised to the lowest degree 
while the “management of the sales force“ is not standardised to a 
comparably low degree as it was expected.
Table 5.34 indicates the end o f this section by summarising the results 
of testing the second proposition referring to the degree of distribution 
standardisation.
Table 5.34: Summary of Findings regarding Proposition P 1-5
Propositions 
(P 1)
Findings
lend
Support
Findings 
Do not lend 
Support
Findings 
lend partial 
Support
The Degree of Marketing 
Standardisation
P 1-5 X
W ith in  t h e  d i s t r i b u t i o n  e l e m e n ts  t h e  
" m a n a g e m e n t  o f  t h e  s a le s  f o r c e "  is  
l ik e ly  t o  b e  s t a n d a r d i s e d  to  t h e  l o w e s t  
d e g r e e  b e c a u s e  o f  t h e  p r e d o m i n a n t  
d e p e n d e n c e  o n  d i f f e r e n t  c u l t u r a l  
e x p e c t a t i o n s  o f  s a l e s  p e r s o n n e l  a s  w e l l  
a s  d u e  to  d i f f e r e n c e s  in  m a r k e t  
s t r u c tu r e s  ( A k a a h ,  1 9 9 1 ,  B a d e n  F u l l e r  
a n d  S t o p f o r d ,  1 9 8 8 ,  H o n e y c u t t  a n d  
F o r d ,  1 9 9 5 ,  H i l l  e t  a l ,  1 9 9 1 ,  M e y e r ,  
1 9 7 8 ) .
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S.5.3.4 PROMOTION STANDARDISATION
As discussed in chapter two the standardisation of the general 
promotion policy and the specific communication elements have 
gained a lot of attention for more than three decades (e.g. Elinder, 
1961, Raaij, 1997, Whitelock et al, 1995, De Mooij, 1994, Theis, 
1994, Bolz, 1992, Whitelock and Kalpaxoglou, 1991, Whitelock and 
Chung, 1989).
Due to a variety of benefits associated with a standardised approach 
towards a promotion policy and previous findings the literature 
suggests a medium to high potential for a high degree of promotion 
standardisation especially in comparison to the standardisation of the 
distribution and pricing policy (e.g. Schuster and Bodkin, 1987, 
Weinrauch and Rao, 1974). Therefore, the following proposition with 
regard to the degree of the promotion standardisation was put forward:
Proposition P 1-6
The promotion category will he standardised to a medium to high 
degree hut lower than the product category acknowledging that 
several advantages can he achieved by a promotion standardisation 
(Althans, 1982, Beutelmeyer and Miihlhacher, 1986, Bolz, 1992, 
Miiller and Kornmeier, 1996, Ozsmer et al, 1991).
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Table 5.35 illustrates the findings with regard to this proposition.
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Table 5.35: Promotion and Product Policy Standardisation
Mean rating
Promotion Policy 2.67
Product Policy 2.28
Mean rating of degree of standardisation.: 1 = identical, 5 = highly different
As the results of Table 5.35 imply the participants' companies in this 
study tend to standardise their promotion mix to a "moderate-to-high" 
degree but lower than their product policy. Among all four marketing 
mix categories, the product policy is standardised to the highest 
degree, whereas the promotion is standardised to the lowest degree 
which lends support to the findings of Akaah (1991) and Chhabra 
(1996) who observed similar results.
Nevertheless, the result surprises as there are - at least on conceptual 
level -  a significant number of advantages related to a high degree of 
promotion standardisation such as a homogeneous brand perception 
and cost reductions (e.g. Levitt, 1983, Tietz and Zentes, 1980). 
Moreover, there is a significant number of examples for global 
approaches towards key communication elements such as the 
advertising (e.g. Poortinga, 1989, Przeworski and Teune, 1967). 
Authors like Raaij (1994) illustrate examples such as Coca Cola in 
American English language which even is used in non-English 
markets. Therefore, it might be of interest to investigate the
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relationships between the promotion mix and some potential 
advantages which arguably can be achieved by a promotion 
standardisation. Table 5.36 shows the result of correlation analysis on 
promotion mix and some advantages.
Table 5.36 The Bivariate Correlation between Promotion mix and 
Promotion-standardised Advantages
Advantages of a consistent 
Brand Perception Promotion mix
Brand name 33**
Product image .27*
Warranties .21*
Advertising message .47***
***p<0.001, **p<0.01, *p<0.05, all 2-tailed
The findings of Table 5.36 indicate that the promotion category had 
significant relationships with potential advantages of a promotion 
standardisation. It shows that the promotion category yielded a 
significant level (p<0.05 or better) with elements related to a 
homogeneous brand perception: brand name, product image and 
warranties. This finding lends support to some earlier studies (e.g. 
Levitt, 1983, Tietz and Zentes, 1980). The promotion category also 
has a strong relationship (p<0.001) with the advertising message 
which supports the findings of Poortinga (1989).
However, the standardisation of the promotion policy and specific 
elements of it seems to be more complex than it might appear initially 
and might reach beyond the obvious barriers as discussed earlier.
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Especially the differentiation between the degree of standardisation 
between the promotion policy as a whole and the actual 
implementation on the operational level with regard to the degree of 
standardisation of specific communication elements seems to be 
important to explore further (e.g. Peeble and Ryans, 1984, Blach, 
1984, Killough, 1980, Roth, 1979, Sorenson and Wiechmann, 1975). 
Therefore, the finding of the proposition referring to the promotion 
policy is summarised in Table 5.37 before the standardisation of 
specific communication elements is explored further.
Table 5.37: Summary of Findings regarding Proposition P 1-6
Propositions 
(p l)
Findings
lend
Support
Findings 
Do not lend 
Support
Findings 
lend partial 
Support
The Degree of Marketing 
Standardisation
P 1-6 X
T h e  p r o m o t i o n  c a t e g o r y  w il l  b e  
s t a n d a r d i s e d  t o  a  m e d i u m  to  h ig h  
d e g r e e  b u t  l o w e r  t h a n  t h e  p r o d u c t  
c a te g o r y  a c k n o w l e d g i n g  t h a t  s e v e r a l  
a d v a n ta g e s  c a n  b e  a c h i e v e d  b y  a 
p r o m o t io n  s t a n d a r d i s a t i o n  ( A l th a n s ,  
1 9 8 2 ,  B e u t e lm e y e r  a n d  M i ih lb a c h e r ,  
1 9 8 6 ,  B o l z ,  1 9 9 2 ,  M ü l l e r  a n d  
K o r n m e ie r ,  1 9 9 6 ,  O z s m e r  e t  a l ,  1 9 9 1 ) .
Theis (1994) and Tostmann (1985) stress that the promotion policy 
has to clarify the strategic aspects with regard to the target group and 
the positioning, the benefit with regard to a unique selling position and 
the reason why. After having clarified the issue of what should be 
communicated to whom, the actual execution with regard to the 
implication for the media planning and thus with regard to the specific 
promotion elements have to be determined. Thus, the focus of the
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communication execution lies on how to achieve the objectives of the 
promotion policy.
In this context the authors regard the key advertising message as the 
important aspect of the promotion mix because of its impact on the 
decisions in terms of verbal (e.g. headlines, slogans, text), visual (e.g. 
symbols, pictures, colours) and acoustic (e.g. music, language) 
executions of other promotion elements. Theis (1994) and Tostmann 
(1985) argue that the advertising message should be standardised to 
the highest degree within the promotion mix to build the basis for the 
standardisation of the other communication elements as put forward in 
proposition P I-7. Table 5.38 explores this proposition.
Proposition Pl-7
Within the promotion elements the “advertising message“ will he 
standardised to the highest degree (Akaah, 1991, Bolz, 1992, 
Beutelmeyer and Miihlhacher, 1986, Kreutzer, 1989, Ozsmer et al, 
1991, Sorenson and Wiechmann, 1975, Theis, 1994).
Table 5.38 shows the degree of standardisation of each promotion 
element, tested on a 5-point scale. Since in this test the lower the mean 
rating means the higher degree of standardisation, "advertising 
message" is not the one standardised to the highest degree within 
promotion elements. With the mean rating of 2.67, this element is 
implied to be standardised in a "moderate to high" degree.
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Table 5.38: Degree of Promotion Elements Standardisation
Mean
Use of free samples 2.40
Use of display materials 2.51
Use of radio advertising 2.56
Use of TV advertisement 2.57
Use of special events 2.58
Approach to public relations 2.58
Use of customer training 2.59
Types of sales promotion 2.59
Use of personal selling 2.63
Use of printed advertising 2.64
Advertising message 2.67
Use of the internet 2.69
Role of advertising 2.73
Media budget allocation 2.77
Advertising agency used 3.00
Mean rating of degree of standardisation.: 1 = identical, 5 — highly different 
Within the promotion elements only the role of advertising in general, 
the media budget allocation, the use of the advertising agency as well 
as the use of the internet are standardised to a lower extent. Despite 
the fact that the advertising message is standardised to a rather high 
degree one could have expected a higher extent for the reasons 
discussed above. Following the train of thought that the message is of 
crucial importance for the other promotion elements the findings in 
terms of the advertising role, the budget allocation and the use of the 
advertising agency do not surprise. Since the media budget allocation
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just reflects the financial implications of the media plan which 
determines the geographic scope, the time and duration as well as the 
promotion elements used it is unlikely that it standardised higher than 
the actual advertising message since they should be related. The same 
could be argued for the use of the advertising agency and the general 
role of advertising. If the advertising message is not standardised to a 
very high extent which means that it is adapted to some degree to local 
preferences there seems to be a rather limited need to centralise the 
use of the agency extremely high or the advertising role. All these 
aspects are likely to be related which is tested in the following. Table 
5.39 shows the findings.
Table 5.39 illustrates the relationships between advertising message 
and each of other promotion elements which were examined by simple 
correlation analysis. All the correlation coefficients yielded a 
significant level (p<0.1 or better). The findings of table 5.59 indicate 
that the advertising message has indeed significant relationships with 
all of the other promotion elements. Moreover, concerning to the 
directions of correlation coefficients, all promotion elements have 
positive relationships with advertising message. Thus, one has to note 
that the advertising message in this study is standardised to a rather 
high extent but it is not the promotion element which is standardised 
to the highest degree within the promotion programme. But it was 
shown that advertising message has significant relationships with all 
other promotion elements although there is no evidence that the
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standardisation of the advertising message is the basis on which all 
other promotion elements are built upon.
Table 5.39: The Bivariate Correlation between Advertising Message 
and other Promotion Elements
Advertising message
Role of advertising .38***
Advertising agency used .25*
Media budget allocation .34**
Use of TV advertisement ,1 9 a
Use of printed advertising .45***
Use of radio advertising .27*
Use of the internet .28**
Approach to public relations .36**
Types of sales promotion .46***
Use of display materials .36**
Use of free samples .40***
Use of special events .31**
Use of customer training .26*
Use of personal selling , 2 0 a
***p<0.001, **p<0.0l, *p<0.05, +p<O.IO, all 2-tailed
The fact that the German companies tend to standardise their 
promotion policy to a lower extent than the other marketing mix 
programmes seem to suggest that they are aware of the risks related to 
a high degree of promotion standardisation. Kahmann (1972) 
emphases with regard to the standardisation of the advertising message 
that there is a high risk that an advertising message might be
280
Chapter Five: Results and Discussion: Marketing Standardisation
understood by the local target groups in an unplanned way and this 
might cause undesirable effects.
Several authors (e.g. Keller, 1982, Kahmann, 1972) have suggested 
that a highly standardised content of promotion elements especially in 
term of symbols and colours can lead to different interpretations and 
image positions by the target group due to several aspects as discussed 
in chapter two but primarily based on cultural aspects. But also 
differences in the country specific experiences of the customers might 
have an impact which influence the perception of the customers (e.g. 
Konradt, 1986, Gorge, 1979).
This might be a reason behind the limited use of one advertising 
agency which might be less familiar with the culturally-determined 
cognitive circumstances and the customer specifics of each country 
market despite the fact that many large advertising agencies have 
offices in different markets (e.g. Bolz, 1992, Kreutzer, 1989). In this 
study only about a quarter of the respondents work with the same 
advertising agency in the chosen overseas market. The majority of the 
respondents (73.5%) prefer not to co-operate overseas with the same 
advertising agency which they work with in their home market as 
Figure 5.3 illustrates.
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Figure 5.3: Use of Advertising Agency in Overseas Market
2 6 ,5
73,5
□  use of a different 
advertising agency
□  same advertising 
agency in overseas 
market
*  ^ 0 40 : " 80
Thus, in practise the cultural differences in the country markets seem 
to still make a less standardised approach desirable especially since 
the promotion policy seems to be particularly depended on issues such 
as the tonality of the specific elements of the communication mix. 
Several authors have stressed the different dimensions with regard to 
tonality of the communication elements (e.g. Steffens, 1982, 
Scheffold, 1987). According to these authors these dimensions can 
have a rational-informative, humorous, emotional or scientific focus. 
While promotion activities focusing on the emotional dimension 
might have a rather high degree of standardisation potential the other 
dimensions seem to rather limit a high degree of standardisation.
Perre (1986) illustrates the potential in terms of the emotional 
dimension on the example of Coca Cola which addresses its target 
group emotionally by suggesting that drinkers of Coca Cola belong to 
a global group of young and active people which have fun and enjoy 
themselves while the emotional tonality of Bacardi promotion focuses
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on “sun, sand and sea” which appeal to a certain target group rather 
independently on culture (Raithel, 1987, page 100).
Promotion elements with a focus on humour is far more difficult to 
standardise because the perceptions regarding humour vary 
significantly between markets and cultures (e.g. Steffens, 1982, Roth, 
1979, Kolde, 1968). So does the customer perception in terms of 
testimonials as part of the promotion policy. While the testimonial 
advertising using experts (e.g. sports stars) might have standardisation 
potential the use of testimonials which are average consumers (e.g. 
housewives) have its limits with regard to their international appeal 
(e.g. Nieschlag et al, 1985, Krôber-Riel, 1984, Steffens, 1982).
Despite all these factors which might limit the potential for a high 
degree of promotion standardisation and the related use of one 
advertising agency the findings are interesting especially if one takes 
into consideration that several authors have stressed the potential cost 
saving from a highly standardised approach towards the promotion 
policy (e.g. Meffert et al, 1986, Gôrke, 1985, Althans, 1982).
On the other hand the findings of this study also imply that extremely 
costly elements of the communication mix such as the use of TV 
advertising and display materials are standardised to a rather high 
degree. This finding could suggest that financial resources of the 
country organisations might be pooled in order to be able to gain from
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cost benefits with regard to certain extremely costly promotion aspects 
which therefore have to be standardised to a high degree (e.g. Bolz, 
1992, Kreutzer, 1989).
Mussey (1985) illustrates that the use of the tennis player Boris Becker 
in the promotion mix of Phillips was possible only because different 
subsidiaries contributed their country budgets to an international 
campaign budget. The other promotion elements were not concerned 
by that campaign alliance. Gorke (1985) illustrates this point on the 
example of British Airways (BA) and its TV advertising “Manhattan“ 
which was supposed to position BA as the “world’s most favourite 
airline“. Despite significant production costs of the spot BA was able 
to decrease the share of production costs with regard to it marketing 
working budget from 17% to 5% because it was used internationally in 
all target markets. Thus, the findings in this  ^study suggest that the 
potential of a high degree of promotion standardisation is limited 
indeed (e.g. Chhabra, 1996). It might be primarily pursued for 
achieving cost benefits (e.g. Kreutzer, 1989). The communication 
elements which primarily address other objectives of a communication 
standardisation such as a consistent image are standardised to a lower 
degree (e.g. the advertising message) in this study.
This would lend support to previous findings of Meffert et al (1986) 
and Althans (1982). Both studies are based on the evaluations of 
international advertising agencies and in both cases the reduction of
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costs with regard to the planning and developing costs were the 
primary reasons for standardised approach (Meffert et al, 1986: 50 % 
and Althans, 1982: 50 %). In contrast to this, 39.4 % (Meffert et al, 
1986) and 38 % (Althans, 1982) considered a consistent image as the 
primary advantage for pursuing a high degree of promotion 
standardisation as shown in Figure 5.4.
Figure 5.4: Reasons for Standardised Advertising Activities as judged 
by International Advertising Agencies (based on Meffert et a!., 1986, 
Althans, 1982)
But with regard to the substantial planning and development costs for
TV, radio and print advertising there are other costs involved which
related to getting the advertising into the specific medium. Within
these categories the costs for placing the advertising vary among 
countries to quite some extent even within Europe and these 
differences might have an impact on the degree of promotion
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standardisation as well. There are great differences between the 
markets and the media channels (Scheffold, 1987).
The author stresses that the print channel is very heterogeneously 
within Europe which is probably based on different consumer reading 
habits. This makes a standardised approach towards print advertising 
more difficult than the use of radio advertisement, for example. This is 
reflected in the findings of this study. But also the importance of the 
media-overspill aspect in which certain communication mix elements 
such as radio or TV spots are received across national borders can be 
considered as of particular impact for this study because Europe was 
one of the main regions referred to by the respondents. The high 
degree of standardisation of these elements might be based on the aim 
of the companies to position themselves in a consistent manner and to 
reduce the risk of confusing the customers (e.g. Buzzell, 1968, Quelch 
and Hoff, 1986, Holzmuller, 1986, Steffens, 1982, Grey, 1984).
Moreover, one has to see the findings of this study in terms of the use 
of printed advertising with regard to the media-overspill issue. As seen 
in Table 5.38 this element is standardised to a lower extent than the 
use of TV or radio advertising. This might be based to quite some 
extent on the different reading habits which already exist between one 
single region such as Europe. Authors like Kreutzer (1989), Steffens 
(1982) and Scheffold, 1987) stress this aspect. It is likely to make 
sense to use regional papers to gain from overspill effects and to be
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able to standardise print ads. Chase (1984) illustrates this point by the 
examples of “Time“ , “Newsweek" and the “Wall Street Journal“ 
which offer specific editions for regions such as Europe or Asia. 
Nevertheless, several authors consider the TV and radio as more 
appropriate for a standardised promotion approach especially with 
regard to print advertisement since there is a significant media overlap 
across Europe (e.g. Scheffold, 1987, Holzmiiller, 1982).
The transfer of know-how has arguably played a less significant role in 
this study since it refers primarily to triad markets which are likely to 
be quite homogeneous (Ohmae, 1985). The aspect to which extent 
there are differences in the level of quality and expertise in the 
overseas operations was not explored further although it is appreciated 
that the literature suggests benefits from pooling creative aspects of 
certain promotion elements to achieve a push in quality in less 
advanced or newly founded overseas operations (e.g. Sorenson and 
Wiechmann, 1975, Meffert et al, 1986). Table 5.40 ends this section 
by illustrating the finding with regard to the second proposition of this 
part.
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Table 5.40: Summary of Findings regarding Proposition P 1-7
Propositions 
(P 1)
Findings
lend
Support
Findings 
do not lend 
Support
Findings 
lend partial 
Support
The Degree of Marketing 
Standardisation
P 1-7 X
W ith in  t h e  p r o m o t io n  e le m e n ts  th e  
“ a d v e r t i s i n g  m e s s a g e “  w i l l  b e  
s t a n d a r d is e d  to  t h e  h ig h e s t  d e g r e e  
( T h e is ,  1 9 9 4 ,  A k a a h ,  1 9 9 1 , B o lz ,  
1 9 9 2 , B e u te lm e y e r  a n d  M iih lb a c h e r ,  
1 9 8 6 ,  K r e u tz e r ,  1 9 8 9 ,  O z s m e r  e t  a l,  
1 9 9 1 ,  S o r e n s o n  a n d  W ie c h m a n n ,  
1 9 7 5 ) .
5.6 CONCLUSIONS
This chapter presented and discussed the findings of the first building 
block of this study. Hence, the discussion focused on the degree of the 
marketing standardisation within the top 500 German companies. The 
structure for the discussion was chosen to reflect the structure of 
chapter two which presented the theoretical background to the 
propositions as tested in this chapter. Therefore, this chapter focuses 
on the degree of standardisation while the factors influencing the 
degree are explored in detail in chapter six.
All companies in this study tend to standardise their marketing 
programme to a moderate to high degree. The approach of the German 
companies towards their product policy is standardised to the highest 
degree whereas the communication policy is standardised to the lowest 
degree. Thus, the findings of this study regarding the degree of product
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standardisation lend support to the findings of many previous studies 
(e.g. Shoham, 1996, Akaah, 1991, Ozsmer et al, 1991) but they also 
indicate that the German companies seem to consider carefully 
potential threats of a highly standardised promotion policy, 
particularly with regard to the advertising message which potential for 
standardisation has been regarded as critical before (e.g. Kreutzer, 
1989, Konradt, 1986).
Despite a high degree of standardisation in terms of general promotion 
themes (as indicated by the overall high degree of the promotion 
policy standardisation in this study) specific communication 
campaigns seem to require indeed a certain degree of adaptation (e.g. 
Whitelock et al, 1995, Whitelock and Chung, 1989).
Previous studies (e.g. Shoham, 1995, Bolz 1992) suggest a limited 
potential for price standardisation but the findings of this study 
indicate a high degree of standardisation, actually it was following the 
product policy as the marketing programme category which was 
standardised to the second highest degree. It showed a similarly high 
degree of standardisation as the distribution policy which potential for 
standardisation has been considered as rather limited before (e.g. 
Muller and Kommeier, 1995, Shoham, 1995).
The underlying factors which have led to these findings are 
investigated in the following part, chapter six, while Table 5.41
289
Chanter Five: Results and Discussion: Marketing Standardisation
summarises findings relating to the degree o f marketing 
standardisation in this study.
Table 5.41 : Summary of the Degree of Marketing Mix Standardisation
Mean rating
Product Policy 2.28
Price Policy 2.63
Distribution Policy 2.66
Promotion Policy 2.67
Mean rating of degree of standardisation.: 1 = identical, 5 highly different
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CHAPTER SIX RESULTS AND DISCUSSION:
CONTINGENCY FACTORS OF
MARKETING
STANDARDISATION
6.1 INTRODUCTION
This chapter presents the empirical findings with regard to the second 
theoretical building block of this study. Therefore, it focuses on the 
exploration and discussion of the contingency factors as they were 
identified in the conceptual framework of Jain (1989). Subsequently, 
the propositions which relate to the second theoretical block of this 
study and hence to the external and internal dimension of the 
underlying framework are analysed.
Therefore, part one of this chapter examines the target market aspects, 
the market position as well as the key issues concerned with the 
environment and the nature of product. The second part concentrates 
on the investigation o f corporate orientation, the relationships between 
headquarters, the overseas operation and the delegation o f authority. In 
the final part of this chapter the findings regarding the performance of 
the German companies are investigated.
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6.2 THE EXTERNAL DIMENSION:
TESTING THE PROPOSITIONS
A simple and a multiple correlation analysis was chosen for testing the 
propositions which test the relationships between the criterion variable 
and the predict variable(s). In order to utilise the multiple correlation 
analysis, linear regression models were developed. The main focus of 
the analysis was placed on testing the degree of relationships between 
the relevant variables. For the propositions which compare two or 
more groups on a criterion variable, the T-test analysis (in the two- 
group comparison case) and the One-Way Analysis of Variance (in the 
case of three-or-more-group comparisons) were used because the 
criterion variables under study are measured on an interval level.
6.2.1 TARGET MARKET
With regard to this dimension Jain (1989) focuses on similarities 
between the home and the overseas market especially in terms of 
economic indicators and preferences of customers.
The underlying notion is that the higher the degree of similarities is 
the higher a company can standardise its marketing programme 
successfully (Jain, 1989, Ohmae, 1985). Therefore, proposition P 2-1 
was formulated to explore this assumption.
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P r o p o s i t i o n  P  2-1
Companies are likely to standardise their marketing mix to a higher 
degree if  the customer characteristics and their behaviour in the 
home market and in the host market are similar (Müller and 
Kornmeier, 1996, Bolz, 1992, Ozsomer et al, 1991, Huszagh et al, 
1 9 8 5 , J a i n ,  1 9 8 9 , Levitt 1983, Ohmae 1985).
Proposition P 2-1 is tested by both, a simple and a multiple correlation 
analysis. First of all, the simple correlation analysis is used to examine 
the degree of relationship between the marketing mix and customer 
characteristics which is represented by summated scales and shown in 
Table 6.1. Then the actual strength of the relationships between each 
marketing mix element and the various customer characteristics 
categories are investigated by multiple correlation analysis.
Table 6.1: Correlation Analysis of Customer Characteristics 
associated with Marketing Mix Standardisation
Criterion variables
Predictor Product Pricing Distribution Promotion
variable
Customer
characteristics
.21* .25* .07 .06
*p<0.05, 2-tailed
The findings in Table 6.1 lend support to proposition P 2-1 with regard 
to the aspects of the product and pricing mix. Both categories of the
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marketing programme show correlation coefficients yielding a 
significant level (p<0.05). Since the coefficients for both aspects 
indicate a positive direction, one can conclude that the greater the 
similarity in the home market and the host market in terms of customer 
characteristics are, the higher the degree of the product and of the 
pricing mix standardisation tends to be. In this respect, the finding 
lends support to previous empirical studies (e.g. Bolz, 1992, Oszomer 
et al, 1991) as well as to conceptual ones (e.g. Miiller and Kommeier, 
1996, Jain, 1989).
On the other hand, the null hypothesis could not be rejected with 
regard to the other two key elements of the marketing mix, promotion 
and distribution, because the correlation coefficients for these two 
categories did not yield a significant level (p<0.05). This indicates that 
there is not sufficient evidence in this study to confirm that customer 
characteristics have a significant relationship with the standardisation 
of the distribution mix and the promotion programme.
To investigate this finding further, a multiple correlation analysis was 
applied in order to examine the specific relationships between the 
marketing mix categories and the different aspects of each customer 
characteristic. Table 6.2 shows the results of this analysis.
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Table 6.2: Linear Regression Model of the Influence of Customer 
Characteristics on the Degree of Marketing Standardisation
P r e d i c t o r  v a r i a b l e s
P r i c i n g D i s t r i b u t i o n P r o m o t i o n
ß  T -v a lu e ß  T -v a lu e ß  T -v a lu e ß  T -v a lu e
C u s t o m e r  p u r c h a s i n g .1 4  l . l l - .0 1  - . 1 0 . 0 0 6  .0 5 .01  .0 8
B u y i n g  c r i t e r i a - .1 7  - 1 .0 9 - .0 7  - . 4 6 . 0 0 7  .0 5 .3 2  2 .0 9 *
P u r c h a s e  f r e q u e n c y - .2 8  - 1 .8 0 + - .1 5  - . 9 6 - .0 8 2  -.51 - .2 0  - 1 .2 8
B a r g a i n i n g  p o w e r - .0 0 2  - .0 3 .0 2  .2 0 .0 0 3  .0 3 - .3 0  - 2 .5 0 *
Q u a l i t y  c o n s c i o u s n e s s .0 5  .3 8 .1 8  1 .3 6 .0 0 1  .01 .11  .7 5
C u s t o m e r  n e e d s .1 3  .8 0 - .0 7  - .4 8 - .0 3 8  - .2 5 - .0 3  - . 18
P r o d u c t  l o y a l t y - .0 8  - .5 6 - .0 6  - .4 3 .1 0 9  .7 3 .0 7  .4 5
C h a n n e l  l o y a l t y .4 7  2 .7 8 * * .5 2  3 .1 8 * * .3 2 0  1 .89+ .2 5  1 .4 6
P r i c e  s e n s i t i v i t y .0 8  .5 6 - .0 7  - .5 2 - .3 1 2  - 2 .2 0 * - .2 1  - 1 .5 2
G e o g r a p h i c
c o n c e n t r a t i o n
2 .9 E -  .0 0 2  
0 4
.0 9  .6 8 .1 8 5  1 .3 7 - .0 2  - .1 7
Model statistics
R .4 0 9 . 4 6 3 .4 .3 5 . 4 1 9
R - s q u a r e .1 6 7 . 2 1 4 . 1 8 9 . 1 7 5
A d j u s t e d  R - s q u a r e . 0 5 6 . 1 1 0 . 0 8 0 . 0 6 5
F - v a l u e  m o d e l 1 .5 0 3 2 . 0 5 0 1 . 7 3 0 1 .5 9 4
S i g n i f  F . 1 5 5 . 0 4 0 . 0 9 0 .1 2 5
* * * p < 0 . 0 0 1 ,  * * p < 0 . 0 1 , * p < 0 . 0 5 ,  + p < 0 . 1 0 ,  a l l  2 - t a i l e d .
Table 6.2 shows that there are two parts of the marketing mix, the 
pricing (p<0.05) and the distribution mix (p<0.1), which yield a 
significant level. This finding is different when compared to the earlier 
finding tested by simple correlation analysis, shown in table 6.1, which 
indicated a significant level for the product and pricing mix but not 
with regard to the distribution and promotion mix. This difference can 
be explained: While using summated scales to measure a concept, the 
variables (i.e. marketing mix categories) are summed and their 
averages are used in the analysis, as discussed in chapter four. The
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summated scale considers each marketing mix category with equal 
weight which means that each category influences the criterion 
variable equally and thus to the same extent. In contrast to this, with 
different P values, each category in the multiple regression/correlation 
analysis has a different weight, which means that each category 
influences the criterion variable with a different weight.
Table 6.2 also shows that for the product mix, two coefficients yielded 
a significant level: the frequency with which the customers purchase 
(p<0.1) and the loyalty towards the distribution channel (p<0.01). This 
indicates that these two aspects have a significant relationship with the 
product mix standardisation of German companies. Regarding the 
other categories, there is not sufficient evidence to reject the null 
hypothesis since no statistical relationship between the dependent 
variable and independent variables were found. Therefore, there does 
not seem to exist a significant relation between the product 
programme and the other aspects which characterise the customer in 
this study. Moreover, the direction of the P coefficient shows the 
direction of relationship between dependent and independent 
variables. Because o f that, the finding implies that if the categories 
with positive P coefficients are similar in the home market and in the 
host market, companies would tend to standardise their product mix to 
a high degree. Particularly, this is the case with regard to the channel 
loyalty of the customers. On the other hand, a negative P coefficient 
indicates that the companies would standardise their product
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programme to a lower extent. Thus, the firms tend to adapt their 
product mix specifically with regard to the purchasing frequency of 
their customers. A similar tendency can be suggested for aspects such 
as buying criteria of the customers and their loyalty towards the 
products.
For the pricing mix the correlation is significant overall, with F=2.05 
(p=0.04,<0.05). This finding implies that overall the greater the 
similarity in the home market and the host market in terms of customer 
characteristics is, the higher the degree of the product and of the 
pricing mix standardisation tends to be. However, while investigating 
the correlation between each aspect of the pricing mix and the 
predictor variable, there is only one coefficient with a statistical 
significance level (p<0.01). The finding shows that the channel loyalty 
has a significant relationship with the pricing mix standardisation of 
the German companies. This finding implies that the companies tend 
to standardise their pricing policy if the degree of channel loyalty in 
the German home market and in the chosen host market is similar. 
Moreover, compared to the weight of the P value for channel loyalty to 
those of other categories, the positive P value of channel loyalty shows 
a remarkably strong relationship with the criterion variable. Therefore, 
the channel loyalty, together with other categories with a positive P 
value, deleted the negative influence of the categories with a negative 
P value (which have an inverse relationship with the criterion
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variable), and drove the predictor variable towards having a significant 
correlation with the criterion variable, the pricing mix.
Regarding the distribution policy, overall the correlation was 
significant (p<0.1). Concerning the different weight of each category 
of the predictor variable, two aspects, channel loyalty (p<0.1) and 
price sensitivity (p<0.05) have a comparatively strong influence on the 
criterion variable. These two aspects both have a significant 
relationship with the pricing mix. However, the different directions of 
the P coefficients imply that they influence the pricing mix in opposite 
directions. With a positive P coefficient, the channel loyalty enjoys a 
positive relation with the distribution policy which suggests that if the 
degree of similarity of the channel loyalty in the German market and 
the overseas market is high, the companies standardise their 
distribution strategy to a high degree.
On the other hand, the price sensitivity which shows a negative P 
coefficient appears to influence the distribution standardisation in a 
negative direction. This implies that even if the degree of similarity in 
terms of price sensitivity is high in the German home market as well as 
in the host market, a company would still standardise its distribution 
mix to a lower degree as suggested by Bolz (1992) and Kreutzer 
(1989). From an overall analytical perspective, the pricing and 
distribution policy (with P values of almost equal weight but heading
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in different directions) mutually weaken their power of influence on 
the criterion.
For the promotion mix, two elements of the customer characteristics 
and behaviour showed a significant relation. The buying criteria of the 
customers and their bargaining power (both p<0.05). Nevertheless, the 
opposite directions of their P coefficients indicate that they tend to 
influence the promotion mix standardisation in different directions. 
The finding suggests that a German company is likely to standardise 
its promotion policy to a higher degree if the buying criteria of the 
customers in the home market and in the host market are similar. 
However, the firms would adapt their promotion mix to a higher 
degree even if the bargaining power of the customers appears to be 
similar. Table 6.3 summarises the key findings regarding proposition 
P 2-1.
Table 6.3: Summary o f Findings regarding Proposition P 2-1
Propositions 
(P 2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-1
X
(product,
price)
C o m p a n i e s  a r e  l ik e ly  t o  s t a n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  t o  a  h i g h e r  d e g r e e  i f  th e  
c o n s u m e r  c h a r a c t e r i s t i c s  a n d  t h e i r  b e h a v io u r  
in  t h e  h o m e  m a r k e t  a n d  in  t h e  h o s t  m a r k e t  
a r e  s im i l a r  ( M ü l l e r  a n d  K o r n m e i e r ,  1 9 9 6 , 
B o l z ,  1 9 9 2 ,  O z s o m c r  e t  a l ,  1 9 9 1 ,  H u s z a g h  e t  
a l ,  1 9 8 5 ,  J a in ,  1 9 8 9 ,  L e v i t t  1 9 8 3 ,  O h m a e  
1 9 8 5 ) .
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The last finding can be linked to differences in economic aspects 
which the firms might like to adapt to differently in different markets. 
Even if the bargaining power of customers is comparable in different 
markets it might be that certain markets potentially offer higher sales 
due to a higher degree of economic wealth. However, the literature 
(e.g. Chhabra, 1996, Shoham, 1996) implies that a high degree of 
similarity should favour a high degree of marketing standardisation as 
it was proposed in proposition P 2-2 and explored in Table 6.4.
Proposition P 2-2
Companies are likely to standardise their marketing mix to a higher 
degree if  the economic factors in the home market and in the host 
market are similar (e.g. Müller and Kornmeier, 1996, Chhabra 
1996, Shoham, 1996, Bolz, 1992, Jain 1989, Levitt 1983, Ohmae 
1985).
Table 6.4: Correlation Analysis of Economic Factors associated 
with Marketing Mix Standardisation
Criterion variables
Predictor variable Product Pricing Distribution Promotion
Economic factors -.01 .02 .09 .17
The findings as illustrated in Table 6.4 reveal that there is not a 
significant relationship between the criterion variables and the 
predictor variable of this proposition. Therefore, the notion of this 
proposition could not be confirmed with regard to the German
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companies in this study. Since this finding came to a certain surprise 
the standardisation aspect with regard to the economic similarities and 
differences was explored further. Several authors argue that there 
might be differences with regard to the host market and the degree of 
feasible marketing standardisation (e.g. Hill and Still 1984, Ohmae 
1985 and Wang 1996). Most respondents in this study referred to the 
European and to the North American market. Therefore, potential 
differences with regard to these two preferred markets in this study 
were explored in Table 6.5.
Table 6.5: T-test Analysis of the Degree of Marketing Mix 
Standardisation between EU market and North American market
Number Of 
Cases Mean T
Sig.
Différence
(2-Tailed)EU NA EU NA
Product 22 28 2.02 2.29 -1.35 .184
Pricing 22 28 2.66 2.82 -.74 .463
Distribution 22 28 2.58 2.54 .19 .852
Promotion 22 28 2.33 2.78 -2.08 .043*
G r o u p  I :  E U  C o u n t r i e s  G r o u p  2 :  N o r t h  A m e r i c a n  m a r k e t  
M e a n  r a t i n g :  1 i d e n t i c a l ,  5  h i g h l y  d i f f e r e n t ;  * p < 0 . 0 5 ,  2  t a i l e d
The T-test analysis of Table 6.5 - in which Group I included the 
markets of the European Union while Group 2 represented the USA 
and Canada - reveal that there is no significant difference on the 
degree of standardisation on product, pricing and distribution activities 
between companies which operate in EU countries and those operating 
in North America. As Table 6.5 shows, this lends a certain degree of
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support to the findings of Table 6.4. The only exception emerges with 
regard to the aspect of promotion policy since the coefficient for the 
promotion mix yielded a significant level (p<0.05). Based on the 
negative t value, the finding implies that the German companies which 
operate in the EU markets seem to be more likely to standardise their 
promotion activities to a high degree, compared to those enterprises 
referring to the North America market.
Some authors argue that companies are more like to standardise their 
marketing mix to a high degree in industrialised countries (i.e. Japan, 
North America and Europe) than in developing countries (Hill and 
Still 1984, Ohmae 1985 and Wang 1996). This notion would be 
interesting to examine but based on the choice of the respondents it 
could not be tested in this study.
Based on the literature review one could have expected some support 
for proposition P 2-2. Therefore, the economic factor was broken 
down into different categories and a multiple correlation analysis was 
applied to examine the relationships between the key marketing mix 
categories and the various aspects of the economic dimension in more 
detail. Table 6.6 illustrates the findings of the filial exploration of the 
economic aspect.
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Table 6.6: Linear Regression Model of the Influence of various 
Economic Factors on the Degree of Marketing Mix Standardisation
I n d e p e n d e n t
P r o d u c t s P r i c i n g D i s t r i b u t i o n P r o m o t i o n
V a r i a b l e s ß  T - v a l u e ß  T - v a l u e ß  T - v a l u e ß  T - v a l u e
G D P .1 4  .6 9 - . 1 3  - .6 4 - .0 2  - .0 9 .1 7  .8 4
G D P  g r o w t h - .1 3  - .6 9 - . 0 4  - .2 4 - .2 3  - 1 .2 7 - .3 0  -1 .7 1  +
U n e m p l o y m e n t  r a t e - .0 6  - .4 9 .0 2  .1 5 - .0 0 3  - .0 3 .4 9  .6 2
I n f l a t i o n .1 7  .8 9 - . 0 7  - .3 9 .0 5  .2 4 - .5 3  .6 0
P u r c h a s i n g  p o w e r  o f  
c u s t o m e r s
- .0 6  -.4 1 - . 2 2  - 1 .4 6 - .0 2  - .1 3 .8 6  .3 9
I n t e r e s t  r a t e - .0 8  3 5 .4 3  1 .8 5 + .2 8  1 .2 0 .9 9  .3 2
Model statistics
R .1 6 4 .2 6 3 .2 6 2 . 2 8 7
R - s q u a r e .0 2 7 . 0 6 9 . 0 6 9 . 0 8 2
A d j u s t e d  R - s q u a r e - . 0 4 7 - . 0 0 2 - . 0 0 3 .0 1 3
F - v a l u e  m o d e l . 3 6 5 . 9 7 8 . 9 5 8 1 .1 8 1
S i g n i f F . 8 9 9 . 4 4 6 . 4 5 9 . 3 2 5
+p<(). 10, 2-tailed.
The findings suggest there are two coefficients which yielded a 
statistical significance level: the GDP growth rate (p<0.1) with regard 
to the pricing policy and the interest rate (p<0.1) in terms of the 
standardisation of the promotion mix. This implies that the German 
companies are likely to standardise their pricing policy to a high 
degree if the interest rates in the home market and in the chosen host 
market are similar. But in contrast to this, the negative (1 coefficient 
for the GDP growth rate indicates that even if the GDP growth rate in 
the home market and in the host market are similar, the German 
companies would standardise their promotion policy to a lower degree.
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This finding as well as the finding in terms of the bargaining power 
suggest that the German companies are willing to adapt some specific 
elements of their promotion policy to local needs although the 
previous analysis illustrated that the degree of the entire policy 
standardisation appears to be rather high. Nevertheless, the strong 
consideration of these customer characteristics contributes to the 
observation that the German companies tend to standardise their 
promotion policy to a lower degree than the other marketing 
programme categories. Table 6.7 gives an overview on the key 
findings regarding proposition P 2-2.
Table 6.7: Summary of Findings regarding Proposition P 2-2
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 2 X
C o m p a n ie s  a r e  l ik e ly  t o  s t a n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  to  a  h i g h e r  d e g r e e  i f  t h e  
e c o n o m ic  f a c t o r s  in  t h e  h o m e  m a r k e t  a n d  in 
t h e  h o s t  m a r k e t  a re  s im i l a r  ( e .g .  M ü l l e r  a n d  
K o r n m c ie r ,  1996, C h h a b r a  1996, S h o h a m ,  
1996, B o lz ,  1992, J a in  1989, L e v i t t  1983, 
O h m a c  1985).
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6.2.2 MARKET POSITION
The literature review in terms of the market position concluded that 
this aspect focuses primarily on market developments, market 
conditions and competition (e.g. Meffert, 1991, Quelch and Hoff, 
1986). A high degree of similarity between home and host market 
should enable the firms to standardise successfully their international 
marketing activities to a high degree (e.g. Jain, 1989). This notion was 
investigated first before the key aspects related to the market position 
were explored.
Proposition P 2-3 reflects the key notion with regard to the market 
position which is examined in Table 6.8.
Proposition P 2-3
Companies are more likely to standardise their marketing mix to a 
higher degree when their market position in the home and host 
markets are similar with regard to their market share (e.g. Meffert 
and Holz, 1995, Müller and Kornmeier, 1995, Henzler and Rail 
I9S6, Jain I9S9, Sorenson and Wiechmann, 1975).
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Table 6.8: Correlation Analysis of Market Position associated with 
Marketing Mix Standardisation
Criterion variables
Predictor variable Product Pricing Distribution Promotion
Market Position .25* .17 .25* .01
*p<0.05, 2-tailed.
The findings of Table 6.8 suggest that two relation coefficients yielded 
a statistically significant level (p<0.05). For the product policy and for 
the distribution programme, the null hypothesis was rejected because 
there is a significant correlation between the market position and the 
standardisation of the product policy mix as well as with regard to the 
distribution mix. Thus, German companies are more likely to 
standardise their product programme and their distribution policy, if 
their market position in the chosen host market is similar to the 
German home market. With regard to these two aspects of the 
marketing mix, proposition P 2-3 could be supported although the 
degree of both relationships are not very strong since the correlation 
coefficients (r) show a value which is below 0.4.
In contrast to this, Table 6.8 also indicated that for the pricing category 
and for the promotion programme, there is no evidence to support the 
proposition, since the correlation coefficients did not yield a 
significant level. Based on this investigation the notion of proposition 
P 2-3 cannot be strengthened in terms of the price and promotion
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aspect. But if one was to explore this notion on the specific level of 
the actual groups defined by their market share, the notion could be 
confirmed for the promotion category -  at least with regard to the 
group of companies which have an extremely high market share of 
over 50 per cent. Table 6.9 illustrates this by presenting the findings in 
terms of the degree of the marketing standardisation and the specific 
market share groups in the chosen host market.
Table 6.9: Degree of Marketing Standardisation with regard to 
Market Share in the chosen Host Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
M e a n 2 .2 0 2 .6 4 2 .5 2 2 .6 3 3 .0 9
S td .7 8 .8 4 .8 5 .7 8 .7 5
11-20% (2)
M e a n 1 .9 5 2 .6 4 2 .5 1 2 .4 2 3 .1 9
S td .6 2 .6 5 .6 9 .71 .6 6
21-30% (3)
M e a n 2 .3 0 2 .8 3 2 .6 7 2 .6 1 3 .2 9
S td .7 8 .8 5 .6 2 .6 3 .8 3
31-40% (4)
M e a n 1 .9 4 2 .8 8 2 .3 8 2 .5 7 2 .9 3
S id .6 1 .6 0 .7 2 .6 2 .5 9
41-50% (5)
M e a n 2 .1 6 2 .1 9 2 .9 2 1 .3 0 3 .1 8
S td .71 .8 2 .5 9 .6 8 .6 5
51 and over (6)
M e a n 3 .0 0 3 .5 0 3 .5 0 3 .7 0 3 .9 6
S td .6 0 .71 .71 .5 5 .5 3
F Katie 
LSD test 
Dunan test
Tukey HSD test 
Scheffe test
1.12 .74 .64 2.46*
1 , 2 „ M , 6 > 5  
6 >  1 , 2 ,5  
l , 2 , 3 , 6 > 5  
6 >  1 , 2 ,5  
6 > 5  
N o n e
.73
* p < 0 . 0 5
“ N o n e ”  m e a n s  " N o  t w o  g r o u p s  a r e  s i g n i f i c a n t l y  d i f f e r e n t  a t  t h e  0 . 1 0  l e v e l ” .
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By exploring proposition P 2-3 on the level of the actual market share, 
the findings of Table 6.9 do not lend support to proposition P 2-3. It 
cannot be supported with regard to the product, pricing and the 
distribution policy. The notion that the market share influences the 
degree of the standardisation in the proposed way can not be 
strengthened with regard to the marketing process either.
But the F statistics for the promotion policy of the marketing mix 
yielded a significant level which implies that there is a significant 
difference among the means of the tested groups in terms of this 
category. The mean of group 6 is identified by three post hoc methods 
to be significantly greater than the mean of group 5. This finding 
indicates that the German companies which enjoy the highest possible 
market share in this study (of more than 50%) in their chosen host 
market are significantly more likely to adapt their promotion activities 
to a higher degree than the firms of group 5 with a fewer market share.
Thus, the findings of Table 6.9 suggest that while the degree of the 
standardisation of most marketing elements seem not to be influenced 
by the market share of the German companies, the most firms with a 
high market share overseas put great effort into meeting the local 
market requirements with regard to their promotion mix.
Since these findings are mixed with regard to the entire marketing 
programme it was considered to be interesting to assess the relation
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between the standardisation of the international marketing activities 
mix and the position of the companies in terms of a market leadership 
or an average market position. Table 6.10 shows the findings with 
regard to this relation which also includes the marketing process 
activities in addition to the marketing programme.
Table 6.10: Degree of Marketing Standardisation with regard to 
Market Position in the Home Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Market leader (1)
M e a n 2 .2 8 2 .7 4 2 .6 3 2 .5 4 3 .1 6
S td .7 9 .7 4 .7 7 .7 2 .6 6
Market challenger 
(2)
M e a n 2 .1 6 2 .8 3 2 .5 9 2 .8 3 3 .4 2
S td .61 .5 8 .7 0 .5 8 .6 3
Average market 
position (3)
M e a n 2 .4 4 2 .6 3 2 .7 6 2 .5 3 2 .7 6
S id .7 2 .7 6 .7 2 .71 .6 0
K Ratio .74 .4 4 .26 1.58 5.73**
LSD test 
Duncan test 
Tukey HSD test 
Scheffe test
1,2>3
1,2>3
2>3
2>3
**p<0.01
“None” means "No two groups are significantly different at the 0.10 level.
As Table 6.10 indicates there is not a significant difference on the 
degree of marketing mix standardisation among the groups in different 
market positions. Thus, it does not seem to make a difference whether 
a company is in a market leading position or in a weaker position. This 
might surprise because one could have argued with regard to German 
firms that a strong market position and thus great market power in
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their home market makes a high degree of marketing standardisation 
more likely than in companies which just enjoy an average or weak 
position. Such a notion could have been derived from findings of 
authors like Shaw (1994) who found a predominant attitude of 
German companies to consider their products which are successful in 
the home market almost automatically as good enough for all other 
markets primarily based on the sophistication of German buyers and 
the quality of their products.
Moreover, Table 6.10 indicates an interesting finding regarding the 
degree of standardisation of the marketing process. The findings imply 
that there is a significant difference on the degree of the marketing 
process (F=5.73, p<0.0l) among the compared groups. All the utilised 
post hoc methods identified that the mean of market challengers is 
significantly greater than the one of the group representing firms with 
an average market position. This suggests that the German companies 
which are in an average market position in the home market are more 
likely to standardise their marketing process elements than those 
which are the market challengers in their market.
In other words German companies which are less successful in terms 
of their market position in their home market tend to follow a more 
standardised and formal approach towards their marketing process 
which might be over-standardised and thus not flexible enough when
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compared to more successful competitors (e.g. Shoham, 1995, Bolz, 
1992, Kreutzer, 1989).
Although the above analysis indicates that the impact of the market 
position on the degree of standardisation seems to be limited a final 
analysis was conducted to confirm these findings. Since the 
exploration of Table 6.10 concentrated on the market position of the 
firms in the German market the issue was also examined with regard 
to the market position in the host markets. A significant relationship of 
the relevant aspects could not be found in the home market. Therefore, 
it was analysed whether there are significant differences in terms of 
the degree of the marketing standardisation and the market position in 
the chosen host market.
Table 6.11 shows the exploration of this notion.
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Table 6.11 : Comparison of the Degree of Marketing Standardisation 
with regard to the Market Position in the chosen Host Market
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Market leader (1)
M e a n 2 .1 3 2 .5 0 2 .6 4 2 .3 0 3 .5 4
S td .5 4 .7 7 .4 7 .9 8 .7 4
Market challenger (2)
M e a n 2 .0 5 2 .5 9 2 .5 2 2 .4 2 3 .1 8
S td .7 3 .8 0 .7 9 .6 7 .71
Average market 
position (3)
M e a n 2 .2 5 2 .8 6 2 .8 3 2 .6 2 3 .2 1
S td .6 9 .7 4 .7 9 .7 4 .7 4
Weak position (4)
M e a n 2 .0 1 2 .6 2 2 .2 7 2 .7 1 3 .0 5
S td .8 3 .7 8 .8 5 .7 0 .6 7
F Ratio .41 .7 0 1.51 .84 .7 6
LSD test 
Duncan test 
Tukey HSD test 
SchefFe test
None means "No two groups are significantly different at the 0.10 level”
Table 6.11 indicates that the assumption that the market leadership or 
another position in the host markets does indeed not have an influence 
on the degree of the marketing programme or process standardisation. 
This can be stated for this study because Table 6.11 shows that none 
of the F statistics yielded a significant level. This implies that there are 
not statistically significant differences existing between the different 
groups investigated. Overall, the findings regarding proposition P 2-3 
lend partial support as illustrated in Table 6.12.
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Table 6.12: Summary of Findings regarding Proposition P 2-3
Propositions
(P 2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2-3
X
(product,
distri­
bution)
C o m p a n ie s  a r e  m o r e  l ik e ly  t o  s t a n d a r d i s e  
t h e i r  m a r k e t i n g  m ix  t o  a  h i g h e r  d e g r e e  w h e n  
t h e i r  m a r k e t  p o s i t i o n  in  t h e  h o m e  a n d  h o s t  
m a r k e ts  a r e  s im i l a r  w i th  r e g a r d  t o  t h e i r  
m a r k e t  s h a r e  ( e .g .  M e f f e r t  a n d  B o lz ,  1 9 9 5 ,  
M i i l l c r  a n d  K o r n m e i e r ,  1 9 9 5 ,  H e n z l e r  a n d  
R a i l  19X 6 , J a in  1 9 8 9 ,  S o r e n s o n  a n d  
W i e c h m a n n ,  1 9 7 5 ) .
6.2.2.1 COMPETITIVE ASPECTS
The importance of competitive aspects with regard to a standardisation 
of marketing activities was emphasised in chapter three. Several 
authors have addressed this issue (e.g. Bolz, 1992, Quelch and Hoff, 
1986). Jain (1989), for example, expects that fierce competition limits 
the standardisation potential while a limited extent of competitive 
threats should favour a high degree of standardisation. This 
assumption was put forward in proposition P 2-4.
Proposition 2-4
Companies are more likely to standardise their marketing mix to a 
higher degree when the level o f  competitive rivalry is low (e.g. Bolz, 
1992, Ozsnier et al, 1991, Jain, 1989, Kreutzer, 1989, Quelch and 
Hoff, 1986).
313
Chapter Six: Results and Discussion: Contingency Factors of Marketing Standardisation
This proposition was explored in terms of two aspects in order to 
acknowledge the complexity as well as the importance of competition. 
Therefore, not only the level of the competitive rivalry in the chosen 
host markets was examined but also the level of competition in the 
chosen host market in comparison to the competition which the firms 
face in their German home market. The findings regarding the first 
issue are presented in Table 6.13.
Table 6.13: Correlation Analysis of Competition in the Host Market 
and Marketing Mix Standardisation
Criterion variables
Predictor variable Product Pricing Distribution Promotion
Competition .30** .14 .23* .16
**p<0.00l, *p<0.05, both 2-tailed.
Table 6.13 shows the correlation between the level of competitive 
rivalry in the host market and the degree of the marketing mix 
standardisation. For the crucial aspects of the product and distribution 
programme the correlation coefficients yielded a significant level 
(p<0.05, or better). The null hypothesis which assumed that there is no 
correlation between the criterion and the predictor variables is 
therefore rejected. Hence, the findings of Table 6.13 imply that the 
German companies in this study tend to standardise their product mix 
and their distribution policy to a higher extent when they do not face a 
high degree of competition in their chosen overseas market. This 
finding suggests partial support for the proposition, the conceptual
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notion of authors like Kreutzer (1989) and Quelch and Hoff (1986) 
and some empirical results (e.g. Bolz, 1992, Oszmer et al, 1991). But 
for the pricing policy and the promotion programme, there is not 
sufficient evidence to reject the null hypothesis since the correlation 
coefficients did not indicate a significant level. Therefore, one has to 
conclude that there is not a significant relationship between the level 
of the competitive rivalry and the degree of pricing policy. The same 
appears to be the case with regard to the promotion mix.
When finding themselves in a comfortable position in terms of the 
competition in the overseas markets, the German companies seem to 
primarily believe their product and distribution programme to be good 
enough to be able to neglect major adaptations to the international 
markets. With regard to the product policy this finding could be 
interpreted as further support for the great confidence that German 
companies tend to have with regard to their product programme (e.g. 
Shaw, 1994). An at least perceived superiority in terms of their 
products in combination with a lack of competitive substitutes seems 
to enable the German firms to put less effort into the difficult task to 
adapt their distribution policy overseas while their promotion and 
pricing seems to be unrelated to these aspects.
But do other competitive aspects play an important role in terms of the 
marketing standardisation? How does the degree of similarity or 
difference between the competitive situation in the host and home
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market affect the standardisation decision of the German 
management? Does this aspect play an important role at all within the 
German companies and if so, what relations can be discovered. This 
aspect of competition was explored in Table 6.14.
Table 6.14: Correlation Analysis of Competition in the Host and 
Home Market associated with Marketing Mix Standardisation
Criterion variables
Predictor Variable Product Pricing Distribution Promotion
Competition .07 .03 .05 .08
comparison
Table 6.14 illustrates the correlation between the level of competition 
in the host market compared to the German market and the marketing 
mix activities. Based on the findings of this investigation which 
detected no statistically significant relationships regarding these 
aspects it seems that similarities and difficulties in terms of the 
competition in home and host market do not affect the decision of the 
German firms to standardise their international marketing activities.
If the similarities or dissimilarities of the nature of competition does 
not influence the standardisation decision of the German firms maybe 
the nature of the actual competitors does. Previous research (e.g. 
Simon 1992, Shaw 1994) as well as the findings of chapter five 
suggest a general tendency of German companies to focus on other 
German firms as their main competitors overseas. Hence one could
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theoretically assume that the nationality of the competitors in the 
overseas markets might have an impact on the marketing 
standardisation decision.
Therefore, this assumption was explored to investigate whether 
differences can be observed with regard to the degree of the marketing 
standardisation of the German firms and the nationality of their main 
competitors in the host markets.
This notion was tested by an One-way ANOVA analysis. The German 
companies were divided into three groups based on the nature of their 
main competitors. One group represented the firms which primary face 
local companies overseas while the second group represented the 
German firms with an approximately equal proportion of local and 
foreign competitors in their host markets. The third group included the 
German firms which mainly perceive other foreign companies as their 
main competitors overseas.
Table 6.15 presents the findings of this examination.
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Table 6.15: Nature of Main Competitors associated with the Degree 
of Marketing Mix Standardisation
C o m p a r e d  g r o u p s  
( g r o u p  n o . )
P r o d u c t P r ic in g D is t r i b u t i o n P r o m o t i o n
M a i n l y  lo c a l  f i r m s ( l )
M e a n 2 .2 0 2 .7 7 2 .4 8 2 .5 3
S td .7 8 .7 8 .9 9 .7 6
E q u a l  p r o p o r t i o n  ( 2 )
M e a n 2 .6 2 3 .0 2 2 .9 4 2 .9 5
S td .6 3 .51 .5 6 .4 5
M a i n l y  o th e r  f o r e ig n  
f i r m s  ( 3 )
M e a n 2 .0 1 2 .4 7 2 .5 5 2 .4 0
S td .6 4 .7 3 .7 0 .7 6
F Ratio 6.13** 5.00** 3.18* 5.47**
LSD test 2>1,3 2>3 2>1,3 2>l,3
Duncan test 2>1,3 2>3 2>1,3 2>1,3
Tukev HSD test 2>3 2>3 None 2>1,3
Scheffe test 2>3 2>3 None 2>3
**p<0.01, *p<0.05
“None” means "No two groups are significantly different at the 0.10 level.
Table 6.15 indicates that there are significant differences among the 
various groups with regard to the different aspects of the marketing 
mix. For the product, pricing and promotion programme, all four post 
hoc procedures of this analysis identified that the mean of group 2 
(companies with an equal proportion of local and other foreign 
competitors) is significantly greater than the one of group 3 which 
primarily competes with other foreign companies. This implies that the 
companies that face primarily other foreign companies as their main 
competitors in the host market are more likely to standardise their 
product, pricing and promotion mix to a high degree than those firms 
which face mainly competitors both from local and other foreign 
countries.
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This could be interpreted as the perceived opportunity to neglect a 
high degree of adaptation to local needs and wants of overseas 
customers if local competitors -  which potentially might be able to 
know local requirements to a higher degree than foreign firms - appear 
to be absent.
For the distribution policy, the mean rating of group 2 was identified 
by the LSD and Duncan test to be significantly greater than the means 
of the other two groups. This suggests that the German companies 
which face first of all competitors both from local and other foreign 
countries are more likely to standardise their distribution mix to a high 
degree than those companies with main competitors that are either 
from the local market or from other foreign nations. In fact, both 
methods - the LSD and the Duncan test -  indicated that the German 
companies which face mainly competitors both from local and foreign 
markets are more likely to pursue a high degree of standardisation not 
only on their distribution mix but also on the product and promotion 
mix. This is when they are compared to the companies with primarily 
competitors from either local or other foreign countries.
Thus, a competition overseas which is characterised by competitors 
which have the advantage of local expertise while other international 
competitors might pursue the same objectives as the German firms, 
tends to force the firms to gain from benefits based on a high degree of 
marketing standardisation. Only the price policy seems to be perceived
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as too sensitive by the German firms to be standardised to the same 
high degree when they face a competitive situation in the above way. 
Table 6.16 summarises the key findings regarding proposition P 1-4.
Table 6.16: Summary of Findings regarding Proposition P 2-4
P r o p o s i t i o n s
( P 2 )
F i n d i n g s
l e n d
S u p p o r t
F i n d i n g s  
D o  n o t  
l e n d  
s u p p o r t
F i n d i n g s
l e n d
p a r t i a l
s u p p o r t
T h e  C o n t i n g e n c y  F a c t o r s  o f  
M a r k e t i n g  S t a n d a r d i s a t i o n
P  2 - 4
X
( p r o d u c t ,
d i s t r i ­
b u t i o n )
C o m p a n ie s  a r e  m o r e  l ik e ly  t o  s t a n d a r d i s e  
t h e i r  m a r k e t i n g  m ix  t o  a  h i g h e r  d e g r e e  w h e n  
th e  le v e l  o f  c o m p e t i t i v e  r iv a l r y  is  l o w  ( e . g .  
B o lz ,  1 9 9 2 ,  O z s m e r  e t  a l ,  1 9 9 1 ,  J a in ,  1 9 8 9 ,  
K r e u tz e r ,  1 9 8 9 ,  Q u e l c h  a n d  H o f f ,  1 9 8 6 ) .
6.2.2.2 MARKET CONDITIONS
Different market conditions are another crucial aspect which can 
influence the market position of a company (Bolz, 1992, Jain, 1989). 
As discussed in chapter two the key determining issue in terms of the 
market conditions seems to be the impact of different cultures on the 
perceptions of customers (e.g. Sorge, 1995, Cooper and Cox, 1989, 
Osigweh, 1989). The key notion in terms of the marketing 
standardisation is that a high degree of similarity with regard to the 
perception of the target group, the customers, which arguably is based 
on cultural similarity favours an international marketing strategy 
characterised by a high degree of marketing standardisation (e.g. Bolz,
320
Chanter Six: Results and Discussion: Contingency Factors of Marketing Standardisation
1992, Jain, 1989, Kreutzer, 1989). This notion is reflected in 
proposition P 2-5 and investigated in Table 6.17.
Proposition P 2-5
The more similar the target groups are with regard to the 
customers' perception in the chosen overseas market the higher the 
degree o f standardisation o f the marketing mix (e.g. Roth, 1995, 
Boh, 1992, Jain, 1989, Kreutzer, 1989).
Table 6.17: Correlation Analysis of the Target Customers'
Perceptions and the Degree of Marketing Mix Standardisation
Criterion variables
P r e d i c t o r  v a r i a b l e Product P r i c i n g D is t r i b u t io n  P r o m o t i o n
Customer perception .38*** .31** .41*** .30**
***p<0.001, **p<0.01, both 2-tailed
The findings of Table 6.17 illustrate that there are significant 
relationships between the customer perception and the different 
categories of the marketing programme because the correlation 
coefficients of the market mix all showed a significant level (p<0.01 
or better). Thus, the findings lend support to proposition P 2-5. The 
result implies that the perception of the customers influences every 
key aspect of the marketing programme.
Furthermore, all correlation coefficients were found to be positive in 
direction. Because of that one can conclude that German companies
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are more likely to pursue a high level of standardisation on each aspect 
of their marketing mix if the target customers’ perceptions in the host 
market are similar to the customer perception in the home market.
Having explored the actual impact of the customer perception on the 
degree of the international marketing standardisation it was regarded 
as interesting to investigate the underlying determining aspects of the 
customer perception. Therefore, the cultural aspects were considered 
as well.
Kreutzer (1989) and Meffert (1991) assume that the greater the 
similarity in the home market and in the host market is in terms of 
socio-cultural characteristics, the higher the degree of a marketing mix 
standardisation should be. This assumption was explored in Table 
6.18.
Table 6.18: Correlation Analysis of Socio-cultural Characteristics 
and the Degree of Marketing Mix Standardisation
Criterion variables
Predictor variable P r o d u c t P r i c i n g D is t r ib u t io n  P r o m o t i o n
Socio-cultural
characteristics
.25* .30** .32** .30*
**p<0.0l,*p<0.05, both 2-tailed
As can be seen from Table 6.18 the correlation coefficients of the 
different market mix categories all yielded a significant level (p<0.05
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or better). The findings support the above assumption of authors like 
Bolz (1992) and Kreutzer (1989) as well as it highlights the general 
notion of authors like Lipman (1988) who stresses that culture 
influences every aspect of marketing.
The correlation coefficients are all positive which indicates that 
German companies are more likely to pursue a high level of 
standardisation on each key aspect of the marketing programme if the 
socio-cultural characteristics of the host market are similar to this 
aspect in the home market.
Because of the impact that these cultural characteristics arguably have 
on the behaviour of customers this aspect was investigated as well. 
Based on previous research in this area (e.g. Parameswaran and 
Yaprak, 1987, Schiffman et al, 1981) one could assume that the 
greater the similarity in the home and host markets in terms of the 
customers’ behaviour is, the higher is the chance that the degree of a 
marketing mix standardisation is high as well.
Table 6.19 presents the findings regarding this assumption.
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Table 6.19: Correlation Analysis of the Target Customers’ 
Behavioural Profile and the Degree of Marketing Standardisation
Criterion variables
Predictor variable P r o d u c t P r i c i n g Distribution Promotion
Target customers’
behavioural
profile
.29** .31** .24* .36**
**p<0.01, *p<0.05, both 2-tailed
Based on the relation between the socio-cultural characteristics of the 
customers and the marketing mix the findings regarding the customer 
behaviour lend support to the above notion. The correlation 
coefficients of all key categories of the international market mix 
indicated a significant level (p<0.05 or better). These findings imply 
that the behavioural profile of the target customers such as their usage 
rate, for instance, influences all aspects of marketing programme 
standardisation. Moreover, the positive correlation coefficients 
indicate the positive relationships between the variables. Therefore, it 
can be concluded that German companies tend to pursue a high level 
of standardisation on each key aspect of the marketing mix, if the 
target customers’ behavioural profile of the host market is similar to 
this aspect in the German market.
In order to further investigate these findings a final analysis was 
conducted with regard to the impact of cultural aspects on the degree 
of marketing standardisation in German companies. Therefore, the 
aspect of the psychographic profile of the target customer was
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included in the analysis. The underlying notion is that the 
psychographic profile influences aspects such as the lifestyle of target 
groups. As in the above cases one could expect that the greater the 
similarity in the markets in terms of the psychographic profile o f the 
target group is, the higher should be the degree of marketing mix 
standardisation which the companies can implement (e.g. Bolz, 1992, 
Britt, 1974).
In particular, the psychographic profile with regard to the life style of 
the target customer in the home and host market was explored in terms 
of its impact on the degree of standardisation as illustrated in Table 
6.20.
Table 6.20: Correlation Analysis of the Target Customers' 
Psychographic Profile and Marketing Mix Standardisation
Criterion variables
Predictor variable P r o d u c t P r i c i n g D i s t r i b u t io n  P r o m o t i o n
Target customers’
psychographic
Profile
.29** .29** .39*** .32**
***p<0.001, **p<0.0l, both 2-tailed
The psychographic profile of the target customers could be identified 
as having significant relationships with every category of the 
marketing programme, at the 0.01 level. These findings imply that 
aspects of the psychographic profile such as the lifestyle influences all 
aspects of the marketing mix in a positive direction. Therefore, one 
can state that German companies are more likely to pursue a high
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degree of standardisation on their marketing mix activities if the target 
customers in terms of their psychographic profile in the host and home 
market are similar. All these findings stress the importance of the 
cultural aspect with regard to the degree of the marketing programme 
standardisation which was conceptually highlighted in chapter two.
Table 6.21 illustrates the key findings regarding this section.
Table 6.21 : Summary of Findings regarding Proposition P 2-5
Propositions
(P2)
Findings
lend
Support
Findings 
l)o not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 5 X
T h e  m o r e  s im i l a r  t h e  t a r g e t  g r o u p s  a r e  w ith  
r e g a r d  t o  t h e  c u s to m e r s ' p e r c e p t io n  a n d  
p r e f e r e n c e  in  t h e  c h o s e n  o v e r s e a s  m a r k e t  th e  
h i g h e r  t h e  d e g r e e  o f  s t a n d a r d is a t i o n  o f  th e  
m a r k e t i n g  m ix  ( e .g .  R o th .  1995, B o lz ,  1992, 
J a in ,  1989, K r e u tz e r ,  1989).
6.2.2.3 MARKET DEVELOPMENT
The final aspect of the market position dimension of Jain (1989) 
which is tested is the market development. As described earlier 
authors like Terpstra (1967) suggest that a convenient way of 
explaining market development is through the product life cycle (PLC) 
concept. As discussed in chapter two the general assumption here is 
that the greater the similarity between the home market and the host 
market in terms of the market development and life cycle is, the higher
326
Chapter Six: Results and Discussion: Contingency Factors of Marketing Standardisation
is the degree of marketing standardisation which companies can 
successfully pursue (e.g. Akkah, 1991, Ozsmer et al, 1991). Therefore, 
proposition P 2-6 was formulated to reflect this notion and as it was 
explored in Table 6.22.
Proposition P 2-6
Companies tend to standardise their marketing mix to a high degree 
if  the product life cycle in home and host market is similar (Bolz, 
1992, Ozsmer et al, 1991, Akkah, 1991, Jain, 1989, Kirplani, 1985, 
Kirplaiti and Macintosh, 1980, Sorenson and Wiechmann, 1975).
Table 6.22: Correlation Analysis of Product Life Cycle (PLC) and 
Marketing Mix Standardisation
Criterion variables
P r e d i c t o r  v a r i a b l e P r o d u c t P r i c i n g D is t r i b u t io n P r o m o t i o n
PLC . 2 2 * . 0 9 . 1 5 - . 0 6
*p<0.05, 2-tailed
Table 6.22 shows that the findings lend support to proposition P 2-6 
with regard to the product programme of the German companies as the 
correlation coefficient with a significant level (p<0.05) indicates. 
Since the coefficient is positive in direction, the product life cycle 
appears to have a positive relationship with the product policy.
In other words, the greater the degree of similarity of the PLC in the 
markets, the higher the German firms tend to standardise their product
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programme. This finding also implies that if an overseas market is in a 
different stage of market development than the German home market, 
appropriate adaptations in terms of the product mix may be needed to 
match the market requirements while the other marketing mix 
categories do not seem to be influenced by the PLC aspect. Table 6.23 
summarises the key finding.
Table 6.23: Summary of Findings regarding Proposition P 2-6
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-6 X
C o m p a n ie s  t e n d  to  s ta n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  t o  a  h ig h  d e g r e e  i f  th e  
p r o d u c t  l i f e  c y c l e  i n  h o m e  a n d  h o s t  m a r k e t  is 
s im i l a r  ( B o l z ,  1 9 9 2 ,  O z s m e r  e t  a l ,  1 9 9 1 , 
A k k a h ,  1 9 9 1 ,  J a i n ,  1 9 8 9 ,  K i r p la n i ,  1 9 8 5 , 
K i r p la n i  a n d  M a c i n t o s h ,  1 9 8 0 ,  S o r e n s o n  a n d  
W ie c h m a n n ,  1 9 7 5 ) .
6.2.3 NATURE OF PRODUCT
The nature of product is another factors which influence the degree of 
marketing mix standardisation. Jain (1989) argues that the degree of 
the marketing standardisation varies with the nature o f the product and 
that there are two product aspects which are primarily relevant: the 
type of product and the product positioning.
6.2.3.1 TYPE OF PRODUCT
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Proposition P 2-7 was put forward to reflect the assumption regarding 
the type o f product while proposition P 2-8 presents the underlying 
notion regarding the product positioning.
Proposition P 2-7
Companies which operate in consumer markets are less likely to 
standardise their marketing programme than companies which are 
involved in marketing industrial goods (e.g. Chhubra, 1996, 
Cavusgil et al, 1993, Hill and Kwon, / 992, Sa mice and Roth, 1992, 
Jain, 1989, Boddewyn et at, 1986).
In order to investigate proposition a t-test was conducted as illustrated 
in Table 6.24.
Table 6.24: T-test Analysis of Type of Product and Marketing Mix 
Standardisation
Number Of Cases Mean
T
Sig.
Difference
(2-Tailed)
Group 1 Group 2 Group 1 Group 2
P r o d u c t 4 2 2 7 2 . 3 4 2 . 2 5 .5 4 .5 8 8
P r i c i n g 4 2 2 7 2 . 8 3 2 . 6 7 1 .3 1 . 1 9 6
D i s t r i b u t i o n 4 2 2 7 2 . 6 7 2 . 5 7 - . 0 4 .9 7 1
P r o m o t i o n 4 2 2 7 2 . 6 0 2 . 5 4 .3 4 .7 3 8
G r o u p  1: c o n s u m e r  g o o d s ,  G r o u p 2 :  i n d u s t r i a l  g o o d s  
M e a n  r a t i n g :  1 i d e n t i c a l ,  5  h i g h l y  d i f f e r e n t
As Table 6.24 indicates the findings regarding proposition 2-7 do not 
lend support to the assumption that the companies tend to standardise
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industrial goods to a higher degree than consumer goods. This is based 
on the finding that there were not any significant differences in terms 
of the degree of the marketing mix standardisation and the nature of 
products when testing proposition P 2-7 by a T-test analysis.
The proposition was explored further in order to further validate this 
finding. In addition to the two groups of the firms offering industrial 
(business to business) and consumer (business to end-user) goods the 
companies were differentiated further. Companies which primarily 
provide services, in this study this relates exclusively to financial 
services, were allocated in a separate group in order to explore in more 
detail whether there is an impact of the particular groups on the degree 
of the marketing standardisation.
In terms of the marketing activities the marketing process was added 
in the analysis to examine whether above findings could not only be 
applied to the marketing programme but also to the process activities. 
Table 6.25 shows the findings of this exploration.
330
Chapter Six: Results and Discussion: Contingency Factors of Marketing Standardisation
Table 6.25: Degree of Marketing Standardisation with regard to the 
Type of Industry
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Consumer goods (1)
M e a n 2 .3 4 2 .8 3 2 .6 7 2 .5 9 2 .9 8
S td .6 5 6 6 .7 3 .6 9 .5 9
Industrial goods (2)
M e a n 2 .2 5 2 .6 7 2 .5 7 2 .5 4 3 .1 8
S td .7 3 .7 5 .8 5 .7 3 .6 4
Services (3)
M e a n 2 .2 1 2 .7 1 2 .7 9 2 .8 8 3 .5 0
S td .81 .7 7 .8 5 .6 6 .71
F Ratio
LSD test 
Ducan test 
Tukey HSD test 
Scheffe test
.24 .47 .41 1.36 4.21*
3>1
3>1
3>1
3>1
*p<0.05
The findings as presented in Table 6.25 confirm the findings of the 
initial analysis. Thus, proposition P 2-7 cannot be supported in this 
study neither with regard to the marketing programme nor in terms of 
the marketing process.
An interesting observation of this analysis can be made with regard to 
the F statistics which yielded a significant level (p<0.05). The results 
of the post hoc procedures show that the mean of group 3 (service 
providers) is significantly greater than the mean one of group 1 which 
represents the German companies which offer consumer goods.
This finding implies that the German companies selling consumer 
products tend to have a higher degree of standardisation on their 
marketing process than those offering services. This finding could 
indicate that the expectations of customers vary in different markets 
especially with regard to services which forces companies to pursue a
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less standardised approach. Table 6.26 summarises the key finding 
regarding proposition P 2-7.
Table 6.26: Summary o f Findings regarding Proposition P 2-7
Propositions
<P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 7 X
C o m p a n ie s  w h ic h  o p e r a t e  in  c o n s u m e r  
m a r k e ts  a r e  l e s s  l i k e l y  t o  s ta n d a r d is e  t h e i r  
m a r k e t in g  p r o g r a m m e  t h a n  c o m p a n ie s  w h ic h  
a r e  i n v o lv e d  in  m a r k e t i n g  in d u s t r ia l  g o o d s  
( e .g .  C h h a b r a ,  1 9 9 6 ,  C a v u s g i l  c t  a l ,  1 9 9 3 , 
H i l l  a n d  K w o n ,  1 9 9 2 ,  S a m ie e  a n d  R o th ,  
1 9 9 2 ,  J a in ,  1 9 8 9 )
6.23.2 PRODUCT POSITIONING
Based on the framework of Jain (1989) the underlying assumption 
with regard to the second aspect of the nature of product concerns the 
similarity of the product positioning overseas and in the home market. 
Proposition P 2-8 presents the notion regarding the product 
positioning while Table 6.27 shows the initial investigation.
Proposition P 2-8
Companies which position their products in a similar way in their 
foreign markets as in their home markets are more likely to 
standardise their marketing mix than companies which have a 
different positioning in foreign markets (e.g. Bolz, 1992, Jain, 1989, 
Kreutzer, 1989, Sorenson and Wiechmann, 1975).
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Table 6.27: T-test Analysis of Product Positioning and Marketing 
Mix Standardisation
Number Of Cases Mean
T
Sig.
Difference
(2-Tailed)
Group 1 Group 2 Group 1 Group 2
P r o d u c t 3 5 h 1 .8 9 2 . 2 5 - 1 . 7 4 . 0 9 6 *
P r i c i n g 3 5 h 2 . 4 7 3 . 1 8 - 4 . 2 6 . 0 0 0 * * *
D i s t r i b u t i o n 3 5 h 2 .4 1 3 . 0 0 - 2 . 3 2 . 0 2 5 * *
P r o m o t i o n 3 5 n 2 . 2 8 2 . 7 8 - 2 .3 1 . 0 2 5 * *
* * * p < 0 . 0 0 1 ,  * * p < 0 . 0 1 ,  * p < 0 . 0 5 ,  a l l  2 - t a i l e d ;
M e a n  r a t i n g :  1 =  i d e n t i c a l ,  5  =  h i g h l y  d i f f e r e n t
G r o u p l : p o s i t i o n e d  h i g h l y  s i m i l a r ,  G r o u p 2 :  p o s i t i o n e d  h i g h l y  d i f f e r e n t
As Table 6.27 shows the German firms were initially divided into two 
separate groups to explore proposition P 2-8. Based on question 30 of 
the questionnaire one group represented the firms which position 
themselves in a similar way overseas while the other group was 
characterised by the companies which show a highly different 
positioning overseas. Based on this T-test analysis alone proposition P 
2-8 cannot be safely supported but since the coefficients for the entire 
marketing mix yielded a significant level (p<0.05, or better) significant 
differences seem to exist between the two tested groups which makes 
further analysis of the proposition worth-wile.
Nevertheless, based on the fact that the t values are negative in 
direction, one can conclude that the companies which position their 
products in the host market in the same way as at home, are more 
likely to pursue a higher degree of marketing mix standardisation than 
those firms which position themselves highly differently in the host
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market. Moreover, the means shown in Table 6.27 indicated that the 
highly-similar-positioned companies indicate a moderate-to-high 
degree o f standardisation while the companies with a low-similarity in 
terms o f their positioning show a moderate-to-high standardisation on 
the product and promotion mix as well as a moderate-to low 
standardisation on the pricing mix and a moderate standardisation on 
the distribution mix.
In order to investigate these findings, further analysis was conducted 
with regard to the product positioning and the degree of marketing 
programme standardisation as Tale 6.28 shows.
Table 6.28: Correlation Analysis of Product Positioning and 
Marketing Mix Standardisation
Criteria variables
Predictor variable Product Pricing Distribution Promotion
Product positioning .56** .42** .24* .29*
* * p < O . O I ,  * p < 0 . 0 5 ,  a l l  2 - t a i l e d
As the initial T-test of Table 6.27, the findings of Table 6.28 also lend 
support to proposition P 2-8. This can be stated with regard to the 
entire marketing programme since for all correlation coefficients a 
statistically significance level (two are p<.05 or better, the other two 
are p<.()l or better) could be observed. The positioning of the product 
has positive relationships with every key category aspect of the 
marketing mix, as indicated by the coefficients which are all positive.
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This finding suggests that with regard to the nature of the product 
German companies which position their products in a similar way 
overseas and in their home market are more likely to standardise their 
marketing mix than the companies with a different positioning in their 
foreign market.
Table 6.28 also indicated that the relation between the positioning 
aspect and the degree of standardisation of the different marketing 
programme categories are different with regard to the strength of its 
impact. The relationships between the product positioning and the 
product/pricing mix show a moderate-to-strong degree since their 
correlation coefficients show a level of between 0.4 and 0.8. On the 
other hand, the relationships with the distribution policy and the 
promotion mix are weak ones since their “r” values are lower than 0.4.
Thus, the decisions regarding the standardisation of the promotion and 
the distribution programme appear to be less dependent on similarities 
in terms of the product positioning overseas and in the German 
market. In contrast to this, the standardisation of the different price 
aspects as well as the various product elements of the product policy 
depend heavily on a similar positioning overseas. In order to explore 
proposition P 2-8 further a multiple correlation analysis was used to 
finally examine the relationship between each key category of 
marketing mix and the various aspects of product positioning in detail. 
Table 6.29 presents the findings of this analysis.
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Table 6.29: Linear Regression Models of the Influence of various 
Positioning Variables on the Degree of Marketing Standardisation
I n d e p e n d e n t
V a r i a b l e s
P r o d u c t s P r i c i n g D i s t r i b u t i o n P r o m o t i o n
P
T - v a l u e ß  T - v a l u e ß  T - v a l u e ß  T - v a l u e
g e n e r a l  p o s i t i o n i n g . 1 7 1 . 6 6 . 2 2  1. 8 6 + . 0 1  . 0 5 - . 0 9  - . 8 0
p r i c e  p o s i t i o n i n g . 1 2 1 . 1 8 . 1 9  1 . 6 6 - . 0 8  - . 5 2 . 2 6  1 . 8 2 +
q u a l i t y  p o s i t i o n i n g . 4 1 3 . 2 6 * * . 1 0  . 7 2 . 3 2  2 . 0 2 * . 0 9  . 5 8
s e r v i c e  p o s i t i o n i n g .2 3 1 . 7 6 + . 3 2  2 . 2 3 * . 0 2  . 1 2 - . 1 4  - . 9 6
i m a g e  p o s i t i o n i n g - . 1 6 - 1 . 2 6 - . 2 0  - 1 . 4 1 . 1 8  1 . 4 8 . 3 4  2 . 8 4 * *
Model statistics
R .6 3 1 . 5 1 0 . 3 9 6 .4 5 1
R - s q u a r e .3 9 8 . 2 6 0 . 1 5 7 . 2 0 3
A d j u s t e d  R - s q u a r e . 3 6 0 .2 1 3 . 1 0 3 . 1 5 3
F - v a l u e  m o d e l 1 0 .5 7 0 5 . 6 2 6 2 . 9 3 9 4 . 0 7 6
S i g n i f F . 0 0 0 * * * . 0 0 0 * * * .0 1 7 * * .0 0 2 * *
***p<0.001, **p<0.01, *p<0.05, +p<0.10
Table 6.29 shows that for the product mix the coefficients of two 
categories yielded a significance level: the aspect of the positioning on 
quality (p<0.01) and positioning on service (p<0.l). This implies that 
the German companies which position themselves primarily on these 
two attributes in a similar way in their home and in their overseas 
market tend to standardise their international product strategy to a high 
degree.
With regard to the pricing programme of the German corporations, the 
general positioning and the service positioning showed a significant 
relationship with the pricing mix. This finding suggests that the 
German firms tend to standardise their pricing policy to a high degree
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overseas if the degree of similarity in terms of their general positioning 
and their service positioning in the German and in the host market is 
high.
Furthermore, Table 6.30 indicates for the distribution category that 
only one coefficient yielded a significance level. Only with regard to 
firms which focus on quality positioning overseas, a significant impact 
(p<0.05) on the degree of the distribution standardisation was 
observed while in terms of the standardisation of the promotion mix 
more attributes played a significant role.
Both groups of companies, the ones that focus on the price positioning 
overseas as well as those concentrating primarily on an image 
positioning, showed a significant relationship with the degree to which 
their promotion policy was standardised.
This finding shows that the companies which position themselves first 
of all on their price and image in a similar way in their host market and 
in their home market are more likely to standardise their promotion 
mix. Table 6.30 recalls the key findings regarding proposition P 2-X.
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Table 6.30: Summary of Findings regarding Proposition P 2-8
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 8 X
C o m p a n ie s  w h ic h  p o s i t i o n  t h e i r  p r o d u c t s  in  
a  s im i l a r  w a y  in  t h e i r  f o r e ig n  m a r k e ts  a s  in  
t h e i r  h o m e  m a r k e t s  a r e  m o r e  l ik e ly  to  
s ta n d a r d is e  t h e i r  m a r k e t in g  m ix  th a n  
c o m p a n ie s  w h i c h  h a v e  a  d i f f e r e n t  
p o s i t i o n i n g  in  f o r e i g n  m a r k e ts  ( e .g .  B o lz ,  
1992, J a in ,  1989, K r e u tz e r ,  1989, S o r e n s o n  
a n d  W ie c h m a n n ,  1975).
6.2.4 ENVIRONMENTAL FACTORS
Several authors have emphasised that environmental differences affect 
the feasibility of an international marketing standardisation (e.g. 
Wang, 1996, Agrawal, 1995, Baalbaki and Malhorta, 1993). As 
described in chapter three there are primarily four types of 
environmental factors which are considered to be the most important 
ones among the variety of environmental aspects: the physical, legal 
and political factors as well as the marketing infrastructure (e.g. Jain, 
1989). Therefore, the propositions as developed in chapter three with 
regard to these aspects are investigated.
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6.2.4.1 LEGAL, POLITICAL, PHYSICAL ASPECTS
The key notion of Jain (1989) with regard to the impact of the 
environmental aspects on marketing standardisation decisions was 
formulated in proposition P 2-9 and tested in Table 6.31.
Proposition P 2-9
Companies are more likely to pursue a higher level o f  marketing 
mix standardisation if  the political, physical and legal circumstances 
of the foreign market are similar to these aspects in the home 
market (e.g. Akaah, 1991, Buzzell, 1968, Doz and Prahalad, 1980, 
Hill and Still, 1984, Jain, 1989).
Table 6.31 : Linear Regression Models of Political, Physical and 
Legal Environment associated with Marketing Mix Standardisation
I n d e p e n d e n t
P r o d u c t s P r i c i n g D i s t r i b u t i o n P r o m o t i o n
V a r i a b l e s ß  T -v a lu e ß  T -v a lu e ß  T -v a lu e ß  T -v a lu e
P h y s i c a l  e n v i r o n m e n t - .2 1  - 1 .4 4 - .2 1  - 1 .4 6 .0 9  .5 7 - .1 9  - 1 .3 2
P o l i t i c a l  e n v i r o n m e n t .0 6  .3 6 - .0 3  - .2 1 - .1 9  - 1 .1 0 .1 4  .8 4
L e g a l  e n v i r o n m e n t .3 6  2 .2 8 * .4 2  2 .6 .3 * .2 3  1 .3 6 .2 9  1 .80+
Model statistics
R .3 1 2 .3 1 2 . 1 8 5 .3 0 2
R - s q u a r e . 0 9 7 .0 9 7 . 0 3 4 .0 9 1
A d j u s t e d  R - s q u a r e . 0 6 4 . 0 6 4 - . 0 0 2 . 0 5 8
F - v a l u e  m o d e l 2 . 9 3 8 2 . 9 4 9 . 9 5 7 2 . 7 4 2
S i g n i f  F . 0 3 8 * . 0 3 8 * . 4 1 7 . 0 4 8 *
*p<0.05, +p<0.1
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The findings of Table 6.31 suggest support to proposition P 2-9 with 
regard to the product, pricing and promotion policy of the German 
companies. The findings reveal that the legal environment has a 
significant relationship with the product, pricing and promotion 
programme.
Moreover, the direction of the 6  coefficients indicates that the legal 
environment significantly influences these three aspects of the 
marketing mix in a positive direction. This implies that the German 
companies are more likely to pursue a higher degree of standardisation 
in terms of their product, pricing and promotion mix, if the legal 
environment in the host market is similar to this environmental aspect 
in the German market.
Concerning the weight of the S-coefficients which represent the 
relative importance of each predictor variable, the legal environment 
obviously influences every aspect of marketing mix to the highest 
degree when compared to the other environmental factors.
Table 6.31 also illustrates that the physical environment plays the 
second most important role in terms of influencing the degree of 
standardisation of the three marketing mix categories whereas the 
political environment primarily influences the distribution mix to a 
comparatively high degree.
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However, the findings lend support to the findings of previous studies 
and conceptual notions (e.g. Muller and Kornmeier, 1996, Bolz, 1992, 
Akaah, 1991, Kreutzer, 1989). Table 6.32 illustrates this finding.
Table 6.32: Summary of Findings regarding Proposition P 2-9
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 9
X
(legal
o n ly )
C o m p a n ie s  a r e  m o r e  l ik e ly  t o  p u r s u e  a 
h i g h e r  l e v e l  o f  m a r k e t i n g  m ix  
s t a n d a r d i s a t i o n  i f  t h e  p o l i t i c a l ,  p h y s i c a l  a n d  
le g a l  c i r c u m s t a n c e s  o f  th e  f o r e ig n  m a r k e t  a re  
s im i l a r  t o  t h e s e  a s p e c t s  in  t h e  h o m e  m a r k e t  
( e .g .  A k a a h ,  1 9 9 1 ,  B u z z e l l ,  1 9 6 8 ,  D o z  a n d  
P r a h a l a d ,  1 9 8 0 ,  H i l l  a n d  S t i l l ,  1 9 8 4 ,  J a in ,  
1 9 8 9 ) .
6.2.4.2 MARKETING INFRASTRUCTURE
Baalbaki and Malhorta (1993) and Douglas and Wind (1987) stress the 
importance of the marketing infrastructure when considering an 
international marketing standardisation. The underlying notion in 
terms of this aspect was put forward to proposition P 2-10.
Proposition P 2-10
Companies are more likely to pursue a higher level o f marketing 
mix standardisation if  the marketing infrastructure o f the foreign 
market is similar to this aspect in the home market (e.g. Chhahra, 
1996, Ozsmer et al, 1991, Akaah, 1991, Hill and Still, !9H4, Jain,
I9H9).
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Due to the complexity and importance of this aspect proposition P 2- 
10 was tested by both, a simple and a multiple correlation analysis. 
Table 6.33 shows the degree of the correlation between the marketing 
infrastructure which is presented by the value of the summated scale 
and the various marketing mix activities.
Moreover, the multiple correlation analysis was used to examine the 
relationship between each category of the marketing infrastructure and 
the marketing programme in detail.
Table 6.33: Correlation Analysis of Marketing Infrastructure and 
Marketing Mix Standardisation
Criterion variables
Predictor variable Product Pricing Distribution Promotion
Marketing infrastructure .51** .29** .36** .41**
**p<0.01, 2-tailed
As Table 6.33 indicates the findings which relate to proposition P 2-10 
suggest support for the proposition at a significance level of 0.01. 
There is a significant relationship between the predictor and the 
criterion variables.
Moreover, the degree of the correlation with values of 0.51 and 0.41 
respectively show a moderate-to-strong relationship between the 
marketing infrastructure and the product and the promotion policy.
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The values of 0.29 and 0.36 show a rather weak relationship between 
the marketing infrastructure and the policy which German companies 
pursue with regard to their price and distribution policy.
At this stage further analysis which explores the relationship on the 
level of the actual attributes which were measured to characterise the 
marketing infrastructure was conducted to confirm the above findings.
Table 6.34 illustrates the further examination. The findings of Table 
6.34 show that the range of the products offered has a significant 
relationship with the product mix and that the retail prices of the 
product range show a significant relationship with the pricing policy. 
With regard to the distribution mix it illustrates that two elements, the 
access to the internet as well as the ratio of small to big distribution 
channels, show a significant relationship.
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Table 6.34: Linear Regression Models of the Influence of various 
Marketing Infrastructure Characteristics on the Degree of Marketing 
Standardisation
Predictor Products Pricing Distribution Promotion
Variables P T -v a lu e ß T -v a lu e P T -v a lu e ß T -v a lu e
R a n g e  o f  y o u r  o f f e r e d  
p r o d u c t s
.3 2 2 .6 9 * * .1 3  1 .0 4 .1 7 1 .3 9 .2 5  .0 5
R e ta i l  p r i c e s  o f  y o u r  
p r o d u c t  r a n g e
.0 7 .6 0 .2 2  1 .8 1  + .1 4 1 .2 2 .0 2  .8 8
A v a i l a b i l i t y  o f  m e d ia - .0 9 - .4 2 .1 4  .5 7 - .0 5 - .2 2 - .1 7  .4 7
A c c e s s  t o  t e l e v i s i o n s .1 8 .6 6 - .2 4  - .7 7 - .3 1 - 1 .0 9 - .1 8  .5 6
A c c e s s  t o  r a d i o s .0 2 .1 2 .0 2  .0 8 .1 7 .9 4 .1 9  .31
A c c e s s  t o  p r i n t e d  
p u b l i c a t i o n s
.0 5 .3 2 .0 3  .1 9 .1 0 .61 .1 1  .4 9
A c c e s s  t o  t h e  i n te r n e t .01 .0 7 - .0 5  - .3 0 .3 5 2 .3 7 * .0 1  .9 3
A v a i l a b i l i t y  o f  d i s t r ib u t io n  
c h a n n e l s
.31 1 .5 7 .2 3  1 .0 5 .2 3 1 .1 0 .1 0  .6 4
C u s t o m e r  a c c e s s  to  
d i s t r i b u t i o n  c h a n n e l s
- .1 0 - .5 5 .0 8  .4 0 .2 1 1.11 .1 7  .4 0
R a t io  o f  s m a l l  t o  b ig  
d i s t r i b u t i o n  c h a n n e l s
.1 3 .9 4 .0 8  .5 3 - .2 4 - 1 .7 5 + - .0 1  .9 5
A v a i l a b i l i t y  o f  s k i l le d  
m a r k e te r s
- .2 3 - 1 .3 8 - .2 9  - 1 .5 8 - . 0 6 - .3 3 .2 0  .2 7
A v a i l a b i l i t y  o f  a d v e r t i s i n g  
a g e n c i e s
.1 3 .7 8 .1 6  .9 0 - .0 2 - .0 9 - .0 2  .9 0
Model statistics
R .604 .479 .591 .514
R-square 364 .229 .350 .265
Adjusted R-square .260 .103 242 .143
F-value model 3.490 1.816 3.2.36 2.191
Signif F .000*** .061 + .000*** .021*
***p<0.001, **p<0.01, *p<0.05, +p<0.1
Concerning the importance of each predictor variable for the 
marketing mix categories, the range of offered products and the 
availability of the distribution channels are the two elements of the 
infrastructure which appear to have the highest impact with regard to
the product mix.
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The retail prices of the product range, the availability of distribution as 
well as the availability of skilled marketers influence the pricing 
policy to a higher degree than the other marketing programme 
categories. For the international distribution policy of the German 
companies the access of overseas customers to televisions, their access 
to the internet as well as the ratio of small to big distribution channels 
play crucial roles in terms of influencing this marketing mix category.
Finally, the findings of Table 6.34 imply in terms of the promotion 
mix of the German companies that the range of the products offered 
and the availability of skilled marketers are the two aspects of the 
marketing infrastructure which influence the promotion mix decisions 
to a higher extent than the other marketing mix categories. The overall 
findings regarding proposition P 2-10 are summarised in Table 6.35.
Table 6.35: Summary of Findings regarding Proposition P 2-10
P r o p o s i t i o n s
( P 2 )
F i n d i n g s
l e n d
S u p p o r t
F i n d i n g s  
D o  n o t  
t e n d  
s u p p o r t
F i n d i n g s
l e n d
p a r t i a l
s u p p o r t
T h e  C o n t i n g e n c y  F a c t o r s  o f  
M a r k e t i n g  S t a n d a r d i s a t i o n
P  2 - 1 0 X
C o m p a n ie s  a r e  m o r e  l ik e ly  t o  p u r s u e  a  
h i g h e r  l e v e l  o f  m a r k e t i n g  m ix  
s t a n d a r d i s a t i o n  i f  t h e  m a r k e t i n g  
i n f r a s t r u c t u r e  o f  th e  f o r e ig n  m a r k e t  is  s i m i l a r  
to  th is  a s p e c t  in  t h e  h o m e  m a r k e t  ( e . g .  
C h h a b r a ,  1 9 9 6 ,  O z s m e r  e t  a l ,  1 9 9 1 ,  A k a a h ,  
1 9 9 1 , H i l l  a n d  S t i l l ,  1 9 8 4 ,  J a in ,  1 9 8 9 ) .
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6.3 THE INTERNAL DIMENSION:
TESTING THE PROPOSITIONS
In addition to the external factors which have been examined in the 
previous section relevant studies indicate that some internal factors 
also affect the degree o f marketing standardisation (e.g. Kim and 
Mauborgne, 1993, Collis, 1991).
Jain (1989) summarises these aspects as the corporate orientation of 
the management, the headquarters-subsidiary relationships and the 
approach towards the delegation of authority. The propositions in 
terms of these factors which were put forward in chapter two are 
examined in the following section.
6.3.1 CORPORATE ORIENTATION
Based on the framework of Perlmutter (1969) the literature suggests 
that different orientations have an impact on the degree of the 
marketing standardisation of companies. The key notion regarding this 
aspect of the internal dimension is that firms with a primary focus on 
their home market tend to standardise their marketing less than 
companies which consider world-markets as important as their home 
market (e.g. Akaah, 1991, Jain, 1989). This assumption is reflected in
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proposition P 2-11 while Table 6.36 shows the findings of the initial 
investigation o f this proposition.
Proposition P 2-11
Companies which adopt a geocentric/regiocentric approach towards 
their operations are more likely to standardise their marketing mix 
than companies which pursue an etlinocentric/polycentric 
orientation (Bolz, 1992, Akaah, 1991, Jain, 1989, Perlmutter, 1969, 
Wind et al, 1987).
For exploring proposition P 2-1 1 by a T-test analysis the companies 
were split into two groups: one group presented the rather geocentric 
firms, the other group characterised the companies with a primary 
home market orientation.
Based on this grouping it was examined whether there is a significant 
difference between Group I (companies with a geocentric/regiocentric 
orientation) and Group 2 (firms with a polycentric/ ethnocentric 
orientation) in terms of their marketing mix activities and whether 
Group I shows a higher degree of marketing standardisation than 
Group 2 in terms of the various marketing activities. Table 6.36 shows 
the findings.
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Table 6.36: T-test Analysis of Marketing Mix Standardisation and 
Corporate Orientation
Number Of 
Cases Mean Sig.
Group 1 Group 2 Group 1 Group 2 Difference
(2-Tailed)
P r o d u c t  f a c t o r s 47 21 2.14 2.06 .47 .637
P r o d u c t  f e a t u r e s 4 7 21 1 .9 8 2 .1 0 - .4 9 .6 2 8
B r a n d  n a m e 4 7 21 2 .0 2 1 .9 5 .2 0 .8 4 4
P r o d u c t  d e s ig n 4 7 21 2 .0 2 2 .1 9 - .5 9 .5 5 6
P r o d u c t  q u a l i t y 4 7 21 1 .7 4 1 .8 6 - .4 4 .6 6 4
P r o d u c t  im a g e 4 7 21 2 .1 3 2 .2 4 - .4 4 .6 6 3
P r o d u c t  p a c k a g e 4 7 21 2 .2 9 1.71 2 .1 0 .0 4 0 *
P r o d u c t  l a b e l l i n g 4 7 21 2 .3 8 1 .6 2 2 .5 8 .0 1 2 *
A f te r - s a le  s e r v i c e 4 7 21 2 .2 8 2 .6 2 - 1 .2 6 .2 7 1
W a r r a n t ie s 4 7 21 2 .5 0 2 .2 4 .7 6 .4 4 7
Price factors 47 21 2.70 2.67 .12 .907
E n d - u s e r  p r i c e 4 7 21 2 .7 4 3 .0 0 - 1 .0 5 .3 0 1
D e a le r  p r i c e 4 7 21 2 .7 7 2 .6 2 .5 5 .5 8 1
P r ic in g  to  e n d - u s e r s 4 7 21 2 .4 0 2 .7 1 - 1 .2 2 .2 2 6
P r ic in g  to  d e a l e r s 4 7 21 2 .6 4 2 .6 2 .0 7 .9 4 3
E n d - u s e r  d i s c o u n t s 4 7 21 2 .9 1 2 .6 7 .81 .4 2 2
D e a le r  d i s c o u n t s 4 7 21 2 .9 1 2 .3 8 1 .6 7 .1 0 7
C r e d i t  to  e n d - u s e r s 4 7 21 2 .6 2 2 .9 0 - 1 .0 3 .3 0 7
C r e d i t  to  d e a l e r s 4 7 21 2 .5 7 2 .4 8 .3 3 .7 4 5
Distribution factors 47 21 2.55 2.67 -.53 .599
G e o g r a p h ic  d i s t r i b u t i o n  
c o n c e n t r a t i o n
4 7 21 2 .8 1 2 .4 3 1 .1 2 .2 6 7
D is t r i b u t io n  c h a n n e l s
o v e r s e a s
4 7 21 2 .3 2 2 .4 8 - .5 5 .5 8 3
S a le s - f o r c e  t a s k s  
o v e r s e a s
4 7 21 2 .1 9 2 .5 2 - 1 .3 4 .1 8 3
S a le s  r e g i o n s  
o r g a n i s a t i o n
4 7 21 2 .5 7 2 .9 0 - I I I .2 7 2
S a lc s - f o r c e  m a n a g e m e n t 4 7 21 2 .5 1 2 .6 2 - .3 8 .7 0 6
B a r g a in in g  p o w e r  o f  
d e a l e r s
4 7 21 2 .8 7 3 .0 5 - .5 7 .5 7 4
Promotion factors 47 21 2.55 2.56 -.05 .957
A d v e r t i s i n g  r o l e  in  
g e n e r a l
4 7 21 2 .5 7 2 .9 5 - 1 .3 7 .1 7 4
A d v e r t i s i n g  m e s s a g e 4 7 21 2 .6 0 2 .7 1 - .4 2 .6 7 4
A d  a g e n c y  u s e d 4 7 21 3 .0 0 2 .9 0 .2 7 .7 8 9
M e d ia  b u d g e t  a l l o c a t io n 4 7 21 2 .7 2 2 .5 7 .5 6 .5 7 7
U s e  o f  T V  a d s 4 7 21 2 .4 0 2 .4 8 - .1 9 .8 4 6
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Table 6.36 (cont'd)
Number Of
Cases Mean T
Sig.
Difference
(2-Tailed)
Group 1 Group 2 Group 1 Group 2
U s e  o f  p r in t 4 7 21 2 .4 0 2 .9 5 -2 .6 1 .011*
U s e  o f  r a d i o  a d s 4 7 21 2 .4 9 2 .3 3 .4 3 .6 6 9
U s e  o f  i n t e r n e t 4 7 21 2 .5 1 2 .8 1 -.9 1 .3 6 5
A p p r o a c h  to  P R 4 7 21 2 .4 5 2 .6 2 - .6 3 .5 3 4
S a le s  p r o m o t i o n  t y p e s 4 7 21 2 .5 5 2 .4 3 .4 9 .6 2 2
U s e  o f  d i s p l a y s 4 7 21 2 .5 1 2 .1 9 .9 9 .3 2 8
U s e  o f  f r e e  s a m p l e s 4 7 21 2 .3 4 2 .1 0 .7 7 .4 4 7
U s e  o f  s p o n s o r i n g ,  e v e n t s 4 7 21 2 .6 0 2 .2 9 .9 3 .3 5 4
C u s t o m e r  t r a i n i n g  u s e 4 7 21 2 .4 7 2 .5 2 - .2 4 .8 1 3
P e r s o n a l  s e l l i n g  u s e 4 7 21 2 .5 5 2 .4 8 .2 9 .7 7 2
* * * p < O .O O I. * * p < 0 .0 1 ,  * p < 0 .0 5 ;  M e a n  r a t in g :  I = id e n t i c a l ,  5  =  h ig h ly  d i f f e r e n t  
G r o u p  I :  g c o c e n t r i c / r e g i o c e n t r i c  o r i e n t a t i o n .  G r o u p  2 : p o l y c e n t r i c /  e t h n o c e n t r i c  
o r i e n t a t i o n
The findings of Table 6.26 show that there is no support for 
proposition P 2-11, since the four marketing mix activities measured 
on a summated scale did not show a significant level. However, Group 
1 (companies with a geocentric/regiocentric orientation) and Group 2 
(firms with a polycentric/ ethnocentric orientation) showed a 
significantly different degree of marketing standardisation in terms of 
some marketing mix elements.
Of the ten product elements (including the product factor index), there 
were two aspects of the product mix which showed a significant 
difference level: T=2.1() (p<.05) for product package and T=2.58 
(p<.05) for product labelling. This suggests that the Gentian 
companies with a primarily geocentric/regiocentric orientation tend to
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show a lower degree of standardisation on product packaging and 
labelling in comparison to the companies with a polycentric/ 
ethnocentric orientation. However, the means shown in Table 6.26 
indicated that geocentric/regiocentric orientated companies reflected a 
moderate-to-high standardisation on these two product activities (with 
a mean of 2.29 for product package and a mean of 2.38 for product 
labelling) while polycentric/ ethnocentric orientated companies 
showed a high standardisation (with a mean rating of 1.71 for product 
packaging and a mean of 1.62 for product labelling).
With regard to the pricing and distribution mix of the German 
companies, none of the nine pricing elements and the seven 
distribution elements yielded a significant level. The means imply, 
however, that the two groups have a moderate-to-high standardisation 
on pricing and distribution activities (mean rating of a little less than 
3.0). Regarding to the promotion mix, one category yielded a 
significant level: T—2.61 (p<0.05) for the use of print. This means 
that the geocentric/regiocentric-orientated companies showed a higher 
degree of standardisation on the use of print than polycentric/ 
ethnocentric-orientated companies. Considering the means, both two 
groups showed a moderate-to-high standardisation not only on the 
category "use of print", but also on other elements of the promotion 
activities. Thus, the findings do not lend support to proposition P2-11. 
The proposition, therefore, was explored further and in more detail on 
the level of each orientation group (four in total) as shown in Table
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6.37. As the findings of the initial exploration of Table 6.36 the 
findings of Table 6.37 based on four orientation groups instead of two 
do not lend any support to proposition P 2-11 since there were not any 
significant differences indicated. However, there are two major 
observations which can be stated with regard to the mean ratings as 
presented in Table 6.37.
Table 6.37: Degree of Marketing Standardisation with regard to 
Corporate Orientation
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Geocentric 
orientation (1)
M e a n 1 .9 7 2 .5 8 2 .4 2 2 .4 1 3 .2 1
S td .5 5 .7 6 .6 7 .6 4 .7 0
Regiocentric 
orientation (2)
M e a n 2 .3 2 2 .8 1 2 .6 7 2 .6 7 .3.24
s u i .8 2 .88 .9 4 .8 5 .7 7
Polycentric 
orientation (3)
M e a n 2 .1 6 2 .6 0 2 .5 7 2 .5 1 2 .9 2
S td .7 9 .7.3 .81 .8 7 . 6 6
Lthnocentric 
orientation (4)
M e a n . 1 .8 0 2 .8 5 2 .9 2 2 .6 8 3 .5 1
S id .6 5 .6 4 .5 4 .6 2 .7 7
K Ratio 1.36 .47 .64 .52 1.14
LSI) test 
l)ucan test 
Student-Newman 
Keuls
Tukey HSI) test 
Scheffe test
"None" means "No two groups are significantly different at the 0.10 level.
First of all, the findings suggest that the polycentric-orientated 
companies have a mean rating of less than 3.0 with regard to their
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marketing management process and their marketing mix activities. 
This implies that the management of this particular type of companies 
show a tendency towards a moderate-to-high degree of marketing 
process standardisation show a tendency towards a moderate-to-high 
degree of marketing process and marketing mix standardisation.
Another aspect worth mentioning is that for two groups of the 
companies, the geocentric-orientated and the ethnocentric-orientated 
companies, a particularly high degree of standardisation in terms of 
their product policy is indicated. This finding surprises if one takes 
into account that these two types of companies actually represent the 
contrary positions in terms of their corporate orientation. The literature 
would suggest that primarily the geocentric firms show a high degree 
of standardisation.
But since the previous literature primarily considers non-German 
companies one might be able to interpret this finding as further 
support for the notion that in addition to the geocentric German firms 
there are quite a few German firms which pursue the already above 
mentioned approach of “what is good enough for the German market 
is good enough for the rest of the world” (Shaw, 1994, page 38). Table 
6.38 presents the key finding regarding of proposition P 2-11.
Table 6.38: Summary of Findings regarding Proposition P 2-11
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Propositions
(P 2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-11 X
C o m p a n ie s  w h ic h  a d o p t  a  
g e o c e n t r ic / r e g i o c e n t r i c  a p p r o a c h  to w a r d s  
t h e i r  o p e r a t i o n s  a r e  m o r e  l ik e l y  to  
s t a n d a r d i s e  t h e i r  m a r k e t in g  m ix  th a n  
c o m p a n i e s  w h ic h  p u r s u e  a n  
e th n o c e n t r i c /p o l y c e n t r i c  o r ie n t a t i o n  ( B o lz ,  
1 9 9 2 ,  A k a a h ,  1 9 9 1 , J a in ,  19X 9, P e r lm u t t e r ,  
1 9 6 9 ,  W in d  e t  a l ,  1 9 8 7 ) .
6.3.2 HEADQUARTER-SUBSIDIARY RELATIONSHIPS
Several authors have emphasised the importance of the relationships 
between the headquarters and the overseas operations with regard to 
the marketing standardisation (e.g. Shoham and Albaum, 1994, 
Kreutzer, 1989). A company with a high degree of ownership in its 
operations abroad is believed to be more likely to standardise its 
marketing mix to a high degree. This notion was put forward in 
proposition P 2-12 and investigated in Table 6.39.
Proposition P 2-12
A company with a higher degree o f ownership in its operations 
abroad is more likely to standardise its marketing mix than a 
company with limited ownership in its overseas operations (e.g. 
Jain, 1989, Kashani, 1989, Rutigliano, 1986, Vernon, 1979).
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Table 6.39: T-test Analysis of Marketing Mix Standardisation and 
Headquarters-Subsidiary Relationships
Number of cases Mean
T
Sig.
Difference
(2-Tailed)
Group 1 Group 2 Group 1 Group 2
P r o d u c t 5 4 1 8 2 . 1 5 2 . 1 9 - . 1 8 . 8 6 0
P r i c i n g 5 4 1 8 2 . 7 0 2 .7 4 - . 1 9 . 8 5 2
D i s t r i b u t i o n 5 4 1 8 2 . 5 6 2 .8 1 - 1 . 1 0 .2 7 4
P r o m o t i o n 5 4 1 8 2 . 6 0 2 .5 3 . 3 2 . 7 5 2
( G r o u p  l = W h o l l y  o w n e d  s u b s i d i a r y ,  G r o u p  2 = o t h e r  t y p e s  o f  o p e r a t i o n )  
W h o l l y  o w n e d  s u b s i d i a r y  r e p r e s e n t  7 5 %  ( v a l i d  p e r c e n t ) ,  o t h e r s  2 5 %
Proposition P 2-12 was explored by a T-test analysis in which the 
German companies were divided into two groups. There are great 
differences between the number of cases of the two groups. This is 
based on the sample of this study and thus based on the top-500 
companies in Germany which therefore, were not selected particularly 
with regard to fit the exploration of this proposition more neatly. Of 
all the respondents, 75% operate in their chosen overseas market as 
wholly owned subsidiary, 2.8% as distributor, 2.8% as franchising, 
1.4% as direct export, 12.5% as majority equity join venture and 5.6% 
as minority equity join venture. Meanwhile a multi-group comparison 
analysis is impossibly to use for testing this proposition in this case 
(because the number of cases is not convincible) which conflicts with 
the aim of consistency in terms of analysis.
Since the percentage of the respondents’ companies which operate as a 
wholly owned subsidiary - and thus with the maximum of possible
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control overseas - is as high as 75 %, these companies were chosen to 
present the entire group of firms that operate in the host market with a 
high degree of ownership. This group was compared to the other 
group which was defined as operating in the host market in any other 
type of operation. This group represented the firms with a comparably 
low degree ownership. As Table 6.39 suggests proposition P 2-12 is 
not confirmed by the findings of the T-test analysis. None of the 
coefficients yielded a significant level. This finding suggests that there 
is not a significant difference between the two tested groups. In other 
words, the German companies which operate in the host market with a 
wholly owned subsidiary do not show a significant difference with 
regard to the degree of marketing mix standardisation in comparison 
to those firms which operate in an other types of ownership overseas. 
However, the means in Table 6.39 indicated that companies of both 
groups reflected a moderate-to-high degree of marketing mix 
standardisation while Table 6.40 summarises the key finding regarding 
proposition P 2-12.
Table 6.40: Summary of Findings regarding Proposition P 2-12
Propositions 
(P 2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P  2 - 1 2 X
A c o m p a n y  w i th  a  h i g h e r  d e g r e e  o f  
o w n e r s h ip  in  i t s  o p e r a t io n s  a b r o a d  is  m o re  
l ik e ly  t o  s t a n d a r d i s e  i ts  m a r k e t i n g  m ix  t h a n  a 
c o m p a n y  w i th  l im ite d  o w n e r s h i p  in  its  
o v e r s e a s  o p e r a t i o n s  ( e .g .  J a in ,  1989, 
K a s h a n i ,  1989, R ip ig l i a n o ,  1986, V e r n o n ,  
1979).
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6.3.3 DELEGATION OF AUTHORITY
The final aspect of the internal dimension which is investigated is the 
delegation of authority which focuses on the issue of control. The key 
notion with regard to this aspect and its impact on the degree of 
marketing standardisation was summarised as proposition P 2-13.
Proposition P 2-13
The greater the controlling interest o f  the headquarters in its 
overseas operation the more likely it is to pursue a standardised 
marketing strategy (e.g. Bolz, 1992, Kreutzer, 1989, Egelhoff, 1988, 
Halliburton and Hiinerberg, 1987, Ahn et al, 1986).
The aspect of the controlling interest was explored by concentrating on 
the key aspects involved: the actual degree of delegation of decision­
making authority (i.e. the degree of controlling the process), and the 
degree of controlling the marketing performance. Table 6.41 presents 
the findings regarding the first two aspects while Table 6.42 takes the 
controlling aspect in terms o f the marketing performance into account.
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Table 6.41: Linear Regression Models of Controlling Interest and 
Marketing Mix Standardisation
I n d e p e n d e n t
P r o d u c t s P r i c i n g D i s t r i b u t i o n P r o m o t i o n
V a r i a b l e s ß  T - v a lu e ß  T - v a lu e ß  T -v a lu e ß  T -v a lu e
D e le g a t io n  o f  a u t h o r i t y  
( C o n t r o l  l o o s e / t i g h t )
.0 8  .6 9 .1 4  1 .1 4 . 0 7  .5 8 - .0 8  - .6 7
D e le g a t io n  o f  a u t h o r i t y  
( C o n t r o l
d e c e n t r a l i s e d / c e n t r a l i s e d )
- .2 2  - 1 .8 2 - .1 0  - .8 3 - . 2 5  - 2 .1 5 * - .0 8  - .6 8
Model statistics
R . 1 9 6 .1 3 1 . 2 3 4 . 1 3 6
R - s q u a r e . 0 3 8 . 0 1 7 . 0 5 5 . 0 1 9
A d j u s t e d  R - s q u a r e .0 1 5 - . 0 0 7 . 0 3 2 - .0 0 5
F - v a l u e  m o d e l 1 .6 6 . 7 2 4 2 . 3 6 8 .7 8 4
S i g n i f F . 1 9 6 . 4 8 8 . 1 0 0 .4 6 0
*p<0.05
The findings of Table 6.41 illustrate that proposition P 2-13 can be
supported with regard to the degree of centralised control and the 
distribution mix only. This observation is based on the significant 
relationship between the degree of the centralised control and the 
distribution mix as indicated in Table 6.41. Because of the negative 
coefficient one can conclude that the higher degree of centralised 
control of the headquarters in terms of its overseas operation is the 
more likely it is to pursue a standardised distribution policy. 
Moreover, another interesting statement can be made based on the 
directions of the coefficients. Table 6.41 shows that the German 
organisations with a higher degree of centralised control in the host 
market tend to standardise every aspect of their international 
marketing mix. But since the controlling of the marketing performance
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is of great importance as well this aspect was examined, too. The 
findings are presented in Table 6.42.
Table 6.42: Correlation Analysis of Marketing Mix Standardisation 
and Controlling Marketing Performance
C r i t e r io n  v a r i a b l e s
P r e d i c t o r  v a r i a b l e P r o d u c t P r ic i n g D i s t r i b u t i o n  P r o m o t io n
C o n t r o l l i n g  m a r k e t i n g  
p e r f o r m a n c e
.0 8 .0 3 .1 7  .2 2 *
*p<0.05, 2-tailed
In terms of controlling the marketing performance Table 6.42 suggests 
limited support for proposition P 2-13 only. It is supported only with 
regard to the aspect o f the promotion mix of the German companies. 
The correlation coefficient for this marketing mix category yielded 
statistical significance (p<.05). This means that the greater the 
controlling interest o f the headquarters in its overseas marketing 
performance appears to be the more likely it is to pursue a 
standardised promotion strategy in the host market. But there is not 
sufficient evidence to state that there is a significant relationship 
between the degree o f controlling the marketing performance and the 
remaining key categories of the marketing programme.
Although the control aspect plays a key role within the delegation of 
authority issue, the impact of the responsibility for marketing 
decisions might be worth to explore in terms of the degree of 
marketing standardisation in German companies. This is done in the
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following. Table 6.43 illustrates the findings about the impact of the 
general decision making authority before specific marketing decisions 
such as the setting of marketing objectives and targets are examined.
Table 6.43: Correlation Analysis of Delegation of Decision-making 
Authority and Marketing Mix Standardisation
Criteria variables
Predictor variable Products Pricing Distribution Promotion
Delegation of decision-making 
authority
.00 .00 .15 .30**
**p<0.01, 2-tailed
As the findings of Table 6.43 suggest, the only aspect of the marketing 
mix which has a correlation coefficient yielding a significant level is 
the promotion policy of the German companies. This finding indicates 
that the degree to which the decision-making authority is delegated to 
the overseas operations has a significant positive relationship with the 
promotion mix. Thus, one can assume that the lower the extent is to 
which decision-making authority is delegated the more likely the 
German company is to pursue a high level of standardisation on their 
promotion activities. In order to investigate this notion in more detail, 
a multiple correlation analysis was done to examine the relationship 
between the key categories o f the marketing programme and specific 
aspects of the decision-making process. It is presented in Table 6.44.
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Table 6.44: Linear Regression Models of the Influence of various 
Decision-making Variables and Marketing Standardisation
. , , A Products 1 Independent Pricing Distribution Promotion
Variables ß T -v a lu e ß T -v a lu e ß T -v a lu e ß T -v a lu e
S e t t i n g  m a r k e t in g  o b je c t iv e s .1 6 .91 .10 .54 .31 1.74+ .02 .14
M a r k e t in g  p l a n n in g .05 .29 .13 .74 -.02 -.11 .20 1.27
S e t t i n g  s a le s  t a r g e ts - .1 2 -.6 4 - .1 4 - .7 0 -.11 - .5 6 .02 .11
B u d g e t in g - .1 9 -1 .1 2 -.21 -.121 -.12 -.71 -.17 - I I I
A d a p t in g  p r o d u c t s / s e r v ic e s .01 .04 -.01 -.07 -.03 -.18 -.0 9 -.71
N e w  p r o d u c t  d e v e lo p m e n t .1 0 .53 .3 0 1.57 .10 .53 .48 2 .8 3 * *
D e c id in g  w h ic h  p r o d u c t s  to .44 2 .5 3 * .32 1.80+ .20 I I I .17 1.04
se ll
P r ic in g  p o l ic y - .1 6 -.92 - .2 7 -1.51 -.04 -.25 -.16 -1 .0 2
D i s t r i b u t io n  p o l ic y - .3 3 -1 .74+ -.2 5 -1 .2 8 -.0 6 - .2 9 -.02 -.1 3
D e s ig n  o f  p r o m o t io n -.0 8 .94 .1 6 1.01 -.12 - .7 7 .22 1.51
a c t iv i t ie s
S e t t i n g  p e r f o r m a n c e  c r i t e r i a .2 0 .84 - .3 0 -1 .57 -.1 7 - .8 6 -.18 -1 .0 2
C o n t r o l l i n g  m a r k e t in g .9 9 .33 .07 .38 .17 .99 .14 .92
p e r f o r m a n c e
A p p o in tm e n t  o f  m a r k e t in g -1 .7 5 .08+ - .0 9 -.61 -.21 -1 .3 7 -.42 -3 .0 1 * *
p e r s o n n e l
I n p u t  i n to  s t r a te g ic  p l a n n i n g .55 .5 9 .24 .1 .5 6 .3 3 2 .1 5 * .19 1.35
o f  c o m p a n y
Model statistics
R .465 .412 .456 .591
R-square .216 .170 .208 .349
Adjusted R-square .061 .006 .049 .220
F-value model 1.40 1.036 1.311 2.716
Signif. F .178 .429 .223 .003**
**p<0.01, *p<0.05, +p<0.1
As Table 6.44 shows several aspects of the decision-making process 
have significant relationships with the different categories of the 
marketing mix.
With regard to the product policy of the German firms three decision 
aspects, the decision which products to sell, the decision regarding the 
distribution policy in the overseas market and the decision authority
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concerning the appointment of marketing personnel, had a significant 
relationship with the product mix. However, the first aspect showed a 
positive relationship with the product policy.
This implies that the companies with a lower degree of delegation in 
terms of the decision which products to sell are more likely to pursue a 
high degree of standardisation with regard to their product policy. In 
contrast to this, the German companies which delegate the decisions 
regarding the distribution policy overseas and the appointment of 
marketing personnel to a high degree tend to show a high level of 
product standardisation.
In terms of the pricing mix, only one decision aspect, the decision 
which products to sell, had a significant positive relationship with this 
aspect of the marketing programme. This finding suggests that the 
companies which delegate the responsibility for the decision which 
products to sell primarily to their overseas operation, are likely to 
focus their standardisation a high degree on the pricing policy. This 
might be a subtle way of headquarters to keep some influence on the 
decision which products to sell.
For the distribution programme, two decisions, the decision 
concerning the setting marketing of the objectives and the input into 
the strategic planning of German companies, have significantly 
positive relationships with this marketing mix aspect. This suggests
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that German companies which show a high degree of delegation with 
regard to these two aspects tend to standardise their distribution policy 
to a high degree.
In terms of the promotion mix Table 6.44 shows that the decision 
regarding the new product development has a significant positive 
relationship. On the other hand, the decision regarding the 
appointment of the marketing personnel showed a significant negative 
relationship with the promotion mix. Thus, the management of 
German firms which puts the responsibility for the development of 
new products largely into the hands of its overseas operations are 
likely to show a high degree of promotion standardisation.
After having explored the degree of marketing standardisation in the 
context of a high and a low degree of delegation authority a final 
investigation was conducted to complete the investigation of the 
delegation of authority by examining whether a shared responsibility 
between the headquarters and the overseas operation has an impact on 
the degree of the marketing standardisation. Table 6.45 illustrates this 
investigation.
The German companies were split into three groups to present the 
companies which equally share the responsibility for the key 
marketing decisions of Table 6.44 as well as the firms which are
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dominated by their headquarters and the companies in which the 
overseas operations make the decisions.
Table 6.45: Degree of Marketing Standardisation with regard to the 
Degree of Delegation of Decision-making Authority
Compared groups (group no.) P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n
Set (primarily) by headquarters (1)
M e a n 2 .1 8 2 .7 5 2 .4 2 2 .3 5
S t a n d a r d  d e v i a t i o n .7 0 .8 4 .8 2 .7 2
Responsibility shared equally (2)
M e a n 2 .3 6 2 .7 8 2 .7 2 2 .7 1
S t a n d a r d  d e v i a t i o n .7 3 .6 5 .7 5 .6 8
Set (primarily) by overseas 
operation (3)
M e a n 2 .0 8 2 .6 4 2 .9 0 2 .9 4
S t a n d a r d  d e v i a t i o n .7 9 .7 5 .8 3 .6 0
F Ratio .71 .14 1.12 2.16-f
LSD test 2,3>1
Duncan test 2,3>l
Tukey HSD test None
Scheffe test None
+ p < 0 . 1 ,  “ N o n e "  m e a n s  " N o  tw o  g r o u p s  a r e  s ig n i f i c a n t ly  d i f f e r e n t  a t  t h e  0 . 1 0  le v e l .
As the final analysis of Table 6.45 indicates, there are no significant 
differences between the companies which share the responsibility for 
their marketing decisions with their overseas operations and the other 
two groups. This appears to be the case in terms of the product, the 
pricing and the distribution policy.
With regard to the promotion programme the F statistics of the 
promotion mix yielded a significant level (p<0.1) in Table 6.45 which 
means that there is a significant difference among the compared 
groups. By utilising the post hoc procedures, the LSD and Duncan test
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identified that the means of group 2 and 3 are significantly greater than 
the mean of group I .
This finding implies that companies in which the marketing decisions 
are set primarily by the headquarters are more likely to standardise 
their promotion strategy to a high degree than those firm which allow 
their marketing decisions to be made either in an equally-shared way 
between headquarters and the overseas operation, or in companies in 
which the decisions were made primarily by the overseas operation. 
Table 6.46 summarises the key finding regarding proposition P 2-13.
Table 6.46: Summary of Findings regarding Proposition P 2-13
P r o p o s i t i o n s
< P 2 )
F i n d i n g s
l e n d
S u p p o r t
F i n d i n g s  
D o  n o t  
l e n d  
s u p p o r t
F i n d i n g s
l e n d
p a r t i a l
s u p p o r t
T h e  C o n t i n g e n c y  F a c t o r s  o f  
M a r k e t i n g  S t a n d a r d i s a t i o n
P  2 - 1 3 X
T h e  g r e a t e r  t h e  c o n t r o l l i n g  in t e r e s t  o f  th e  
h e a d q u a r t e r s  i n  i t s  o v e r s e a s  o p e r a t i o n  th e  
m o r e  l ik e ly  it  i s  t o  p u r s u e  a  s t a n d a r d is e d  
m a r k e t in g  s t r a t e g y  ( e .g .  B o lz ,  1 9 9 2 , 
K r e u tz e r ,  1 9 8 9 ,  E g e lh o f f ,  1 9 8 8 ,  H a l l i b u r to n  
a n d  H i in e r b e r g ,  1 9 8 7 ,  A h n  e t  a l ,  1 9 8 6 ) .
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6.4 IMPACT OF STANDARDISATION ON
PERFORMANCE
The final aspect of the framework of Jain (1989) concerns the impact 
of the marketing standardisation on the performance of the companies. 
As discussed in chapter two in detail, the literature suggests that there 
are two major groups to measure performance (e.g. Venkatraman and 
Ramanujam, 1986). Therefore, two propositions were developed. 
Proposition P 2-14 concentrates on the influence of marketing 
standardisation on financial performance while proposition P 2-15 
focuses on customer satisfaction which represents a non-financial 
indicator.
Before these two specific aspects were examined, it was explored first 
whether the degree of a successful performance influences the degree 
of marketing mix standardisation. In order to do this, the relationships 
between the degree of performance success in terms of various aspects 
in the home as well as in the overseas market and the key marketing 
mix categories were investigated. The findings of this exploration are 
presented in Table 6.47.
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Table 6.47: Correlation Analysis of Performance Aspects and 
Marketing Mix Standardisation
Products Pricing Distribution Promotion
Performance in the home 
market:
General performance in Germany -.31*» -.22* -.06 -.03
Market share in Germany -.30** -.23* -.24* -.35**
Company position in Germany .06 -.04 .05 .05
Performance in the host 
market:
World-wide general performance -.34** -.16 -.15 -.13
Market share in chosen overseas 
market
.09 .10 .14 .01
Company position in the chosen 
overseas market
-.01 .04 -.09 .19
General performance in chosen 
markets with regard to objective
-.30** -.16 -.16 -.12
General performance in chosen 
markets in comparison with 
competitors
-.24* -.17 -.11 -.13
**p<0.01, *p<0.05, both 2-tailed
As Table 6.47 shows in terms of performance in the home market, the 
findings indicate a significant value in terms of the general 
performance. The coefficients were negative in direction which 
implies that the more the German companies standardise their product 
and price mix the less successful they are with regard to their general 
performance.
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In terms of the market share in Germany, all coefficients showed a 
negative direction which suggests that the more the German 
companies standardise their marketing mix the more successful is their 
performance in terms of their market share in the German home 
market.
For the performance in the host market, the correlation coefficients of 
the world-wide general performance and the general performance in 
the host market yielded a significant level (p<0.05) with regard to two 
performance aspects, performance with regard to objective and 
performance in comparison with competitors. These findings relate to 
the product policy of German firms. This indicates that these aspects 
have a significant relationship with the product mix activities.
Concerning the negative direction of the coefficients, one can 
conclude that the higher the degree of success in terms of the world­
wide general performance and in terms of the general performance in 
the host market with regard to both, the performance in terms of the 
objective and in comparison to the performance of the competitors, is 
the lower tends to be the degree of product standardisation in German 
companies. For the other key marketing mix categories there is no 
evidence to confirm that they have significant relationships with the 
degree of performance success in the host market.
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6.4.1 FINANCIAL PERFORMANCE
In this study, the financial performance is examined by four aspects: 
market share, turnover, profit and return of investment (ROI). Table 
6.48 shows the exploration of proposition P 2-14.
Proposition P 2-14
Companies which standardise their marketing mix to a large degree 
are successful with regard to their financial performance on 
international markets (e.g. Meffert and Bolz, 1995, Shoham, 1995, 
Kaynak and Kuan, 1993, Christensen et al, 1987).
Table 6.48: Linear Regression Models of Financial Performance and 
Marketing Mix Standardisation
I n d e p e n d e n t
M a r k e t  s h a r e  
w o r ld - w id e
T  u m o v e r  
w o r l d - w i d e
P r o f i t
w o r ld - w id e
R O I
w o r ld - w id e
V a r i a b l e s ß  T -value ß  T -va lue ß  T -v a lu e
P r o d u c t - .4 4  -2 .88** -.41 -2 .65** -.4 4  -2 .93**
P r i c i n g .2 7  1.68+ .0 7  .42 .1 0  .64
D i s t r i b u t i o n - .0 1  -.07 - .0 6  -.46 - .0 5  - .3 8
P r o m o t io n - .0 2  -.13 .1 4  1.01 .0 7  .51
Model statistics
R .3 2 6 . 3 3 9 .3 7 2
R - s q u a r e .1 0 6 . 1 1 5 . 1 3 9
A d j u s t e d  R - s q u a r e . 0 6 2 .0 7 1 . 0 9 5
F - v a l u e 2 . 3 7 8 2 . 6 0 2 3 . 2 0 3
S i g n i f  F .0 5 9 + . 0 4 2 * . 0 1 7 *
**p<0.0l, *p<0.05, +p<0.1
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The findings of Table 6.48 suggest partial support for proposition P 2- 
14. Regarding the performance in terms of turnover, two coefficients 
yielded a significant level: the product mix (p<0.01) and the pricing 
policy (p<0.1). Thus, these two marketing mix categories showed a 
significant relationship with the performance in terms of turnover. 
Moreover, the result implies that German companies seem to be able 
to gain a higher degree of turnover performance if they standardise 
their product, distribution and promotion mix to a lower degree while 
standardising their pricing policy to a higher degree.
For the performance in terms of profit and ROl, the coefficient of the 
product policy mix showed a significant level (p<0.01). The negative 
and the positive [3 coefficients of Table 6.48 imply that a company 
should standardises its product and distribution mix to a lower degree 
but its pricing and promotion mix to a higher degree when trying to 
obtain a higher degree of performance on profit and ROI.
Authors like Levitt (1983) or Samiee and Roth (1992) mention with 
regard to an increased profitability the importance of competitive 
prices which could be achieved due to lower costs if a high degree of 
standardisation was pursued. Therefore, the aspect of pricing was 
specifically explored with regard to financial performance. Based on 
the impact of various aspects such as economic differences and 
different retail margins which arguably limit the potential for a high 
degree o f pricing standardisation, one could assume that the lower the
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degree o f pricing standardisation is with regard to end-users, the 
higher the degree of success in terms of the financial performance 
should be. Table 6.49 explored this aspect with regard to the prices to 
end-users.
Table 6.49: Correlation Analysis of Pricing Standardisation to End- 
users and the Degree of Financial Performance
Criterion variables
P r e d i c t o r  v a r i a b l e M a r k e t
s h a r e
T u r n o v e r N e t  p r o f i t R O I
p r i c i n g  t o  e n d - u s e r s - . 0 6 - . 0 5 - . 1 2 - . 1 4
But as Table 6.49 illustrates, the above notion could not be statistically 
supported since none of the correlation coefficients yielded a 
significant level. However, the negative coefficients imply that the 
pricing standardisation to end-users has indeed a negative influence on 
every aspect of financial performance. This suggests that the greater 
the degree of the pricing standardisation to the end-users the lower the 
financial performance of a company is likely to become. Hence, this 
notion would lent support to studies which argue in favour of an 
adaptation approach (e.g. Samiee and Roth, 1992).
While Table 6.49 explored this aspect in tenus of the end-users, the 
same notion was explored with regard to dealers as well. The findings 
of this final exploration of the financial performance and the degree of 
marketing standardisation is given in Table 6.50.
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Table 6.50: Correlation Analysis of Pricing Standardisation to 
Dealers and Financial Performance
Criterion variables
Predictor variable Market shar Turnover Net profit ROI
pricing to dealers -.07 -.04 -.15 -.16
As with regard to the end-users there is not sufficient statistical
evidence to confirm the notion that the lower the degree of pricing 
standardisation with regard to overseas dealers is, the higher the 
degree of success in terms of the financial performance of the German 
companies gets. For none of the coefficients a significant level was 
indicated. However, the negative coefficients could be interpreted in 
the sense that the degree of pricing standardisation to dealers might 
have a negative influence on the financial performance of the firms. 
Table 6.51 summarises the key finding regarding proposition P 2-14.
Table 6.51: Summary of Findings regarding Proposition P 2-14
P r o p o s i t i o n s
( P 2 )
F i n d i n g s
l e n d
S u p p o r t
F i n d i n g s  
D o  n o t  
l e n d  
s u p p o r t
F i n d i n g s
l e n d
p a r t i a l
s u p p o r t
T h e  C o n t i n g e n c y  F a c t o r s  o f  
M a r k e t i n g  S t a n d a r d i s a t i o n
P  2 - 1 4 X
C o m p a n ie s  w h ic h  s ta n d a rd is e  th e ir  
m a rk e tin g  m ix  to  a la rg e  d e g re e  a re  
su c c e s s fu l w ith  re g a rd  to  th e ir  fin a n c ia l 
p e r fo rm a n c e  in in te rn a tio n a l m a rk e ts  (e .g . 
M e ffe r t a n d  B o lz , 1 9 9 5 , S h o h a m , 1995, 
K a y n a k  a n d  K u an , 1 9 9 3 , C h r is te n se n  e t a l, 
1 9 8 7 ).
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6.4.2 NON-FINANCIAL PERFORMANCE
After having explored the performance aspect in relation to the 
financial indicators in the previous section, the following focuses on 
non-financial aspects of performance. As stated above proposition P 2- 
15 suggests that the German companies which do not standardise their 
marketing mix to a large degree are more likely to be successful with 
regard to this performance aspect than others. Table 6.52 explores this.
Proposition P 2-15
Companies which do not standardise their marketing mix to a large 
degree are successful with regard to customer satisfaction on 
international markets (e.g. Chang, 1995, Kotier, 1986).
Table 6.52: Multi Correlation Analysis of Customer Satisfaction and 
Marketing Mix Standardisation
Independent Customer satisfaction world-wide
Variables ß T-value
P ro d u c t -.31 - 2 .0 0 *
P ric in g - .0 4 -.25
D is tr ib u tio n - .0 2 -.16
P ro m o tio n 0 4 .26
Model statistics
R .328
R-square .107
Adjusted R-square .063
F-value model 2.405
SignifF .056+
*p<0.05, +p<0.1
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As Table 6.52 illustrates, the findings of the multiple correlation 
analysis lend support to proposition P 2-15 with regard to the aspect of 
the product policy only. This statement is based on the significant 
relationship between the customer satisfaction and the standardisation 
of the product mix as indicated in Table 6.52. Meanwhile, the negative 
P coefficients show the negative relationship between the customer 
satisfaction and the product, pricing and distribution mix. This finding 
suggests that a company wins a larger degree of customer satisfaction 
if it standardises its product, pricing and distribution policy to a lower 
degree.
However, the positive P coefficient of the promotion mix implies that 
the German companies may win a larger degree of customer 
satisfaction by standardising their promotion mix to a higher degree. 
Moreover, the degree of the product mix standardisation influences the 
degree of customer satisfaction to the highest degree in comparison to 
the other marketing mix categories because of the highest absolute 
value of its P coefficient.
Table 6.53 summarises the key finding regarding proposition P 2-15.
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Table 6.53.: Summary of Findings regarding Proposition P 2-15
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-15 X
C o m p a n i e s  w h ic h  d o  n o t  s t a n d a r d is e  t h e i r  
m a r k e t i n g  m ix  to  a  l a r g e  d e g r e e  a r e  
s u c c e s s f u l  w ith  r e g a r d  t o  c u s to m e r  
s a t i s f a c t i o n  in  i n t e r n a t i o n a l  m a r k e ts  ( e .g .  
C h a n g ,  1 9 9 5 ,  K o t ie r ,  1 9 8 6 ) .
6.5 CONCLUSIONS
This chapter focused on the investigation of the contingency factors as 
they were identified in the conceptual framework of Jain (1989). The 
findings regarding the propositions with regard to the external and 
internal dimension of the underlying framework were analysed and 
discussed. The propositions were tested in a consistent manner by 
utilising simple correlation analysis first to test the proposition on a 
general basis and by applying a multiple analysis at a second stage in 
order to explore the specific relationships between the criterion 
variable and each categories of the predictor variable. Due to the 
nature of some propositions a t-test analysis was used for two-group 
comparisons and one-way ANOVA for more-than-two-group 
comparisons.
The findings indicate a general pattern with regard to the external and 
the internal factors: while a majority of findings (70%) referring to the
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external factors lend support to the propositions, none of the 
propositions with regard to internal dimension could be supported. 
This general finding suggests support for Zou and Cavusgil (1996) and 
Collins (1991) who argue that the current knowledge with regard to 
the marketing standardisation debate is far less advanced in terms of 
internal factors. One could also argue that the findings indicate that 
while the external factors of the overseas markets are the same for 
competitors regardless of their nationality, German companies differ 
in terms of their internal marketing management factors from 
companies of other nationalities which have been explored before.
While most propositions regarding the external dimension were 
supported, the findings of this study imply that German companies do 
not tend to standardise their marketing mix if the product life cycle in 
home and host market are similar which contradicts the majority of 
previous findings (e.g. Bolz, 1992, Ozsmer et al, 1991, Akkah, 1991). 
Another key finding of this study is that German firms which operate 
in industrial markets are not more likely to standardise their marketing 
programme than German companies which offer consumer goods. 
This finding can be regarded as interesting since many authors have 
argued in the opposite direction (e.g. Chhabra, 1996, Cavusgil et al, 
1993, Hill and Kwon, 1992, Samiee and Roth, 1992).
The investigation of the internal dimension indicated that German 
companies which adopt a geocentric/regiocentric approach towards
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their operations are not more likely to standardise their marketing mix 
than companies which pursue an ethnocentric/polycentric orientation. 
Studies of Bolz (1992), Akaah, (1991) and Jain (1989) would have 
suggested that geocentric/regiocentric firms do so while in this study 
the geocentric-orientated and the ethnocentric-orientated companies 
showed a particularly high degree of standardisation in terms of their 
product programme. If one takes into account that these two types of 
orientations actually represent the contrary positions in terms of their 
corporate orientation this finding might irritate. But it also might be 
interpretable as certain support for the notion that this finding is 
German-specific since it was found in previous studies that German 
firms tend to consider their products as good enough for world 
markets if it manages to satisfy their home market (e.g. Shaw, 1994).
376
C HAPTER SEVEN 
CONCLUSIONS
Chapter Seven: Conclusions
CHAPTER SEVEN CONCLUSIONS
7.1 INTRODUCTION
In this final chapter the study’s main findings will be summarised with 
regard to the degree of the marketing standardisation of the marketing 
programme with regard to the external and internal contingency 
factors. Further, the limitations o f the study will be identified and 
some suggestions for further research will be offered. Finally, some 
managerial implications as well as implications for further research 
will be indicated.
7.2 EM PIR IC AL FINDINGS
The findings of this study are based on 86 responses from Germanys 
largest companies which represents a response rate of 17.2 %. This 
response rate compared well to other international studies (e.g. 
Shiphandler et al, 1994, Wolf, 1994, Akaah, 1991). Two thirds of the 
respondents (65.1%) operate in consumer goods markets and 34.9% 
are active in markets for industrial goods. In the following discussion 
the key empirical findings are split into two sections which address the 
findings in terms of the degree o f the marketing standardisation and 
the findings with regard to the contingency factors.
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7.2.1 DEGREE OF MARKETING STANDARDISATION
A major finding of this study is that German companies follow a clear 
pattern with regard to their international marketing strategy as they 
standardise their marketing programme activities to a high degree and 
the internal marketing activities to a lower degree. Almost the entire 
marketing mix (97.4%) is standardised to a high degree and with 
product elements being standardised the highest - especially the 
product quality, the brand name and the product features. Promotion 
also showed a high degree of standardisation (especially with regard to 
the use o f free samples, displays and use o f radio advertisement) 
followed by the elements of distribution and the price activities. With 
regard to distribution especially the tasks of the sales force overseas, 
the chosen distribution channels and the management of the sales 
force was highly standardised. The highest degree of price 
standardisation was indicated for the pricing to end-users as well as 
with regard to the credit terms and pricing to dealers.
Thus, these findings lend support to the studies of authors like Oszmer 
et al (1991) who stressed the tendency o f German companies to 
standardise their marketing mix to a high degree. Although similar 
international studies with regard to large companies (e.g. Akaah, 
1991) found a moderate to low degree of standardisation, the ranking 
order o f standardisation (product, price, distribution, promotion 
elements) is the same as in this study. This observation is also
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supported by other recent findings in the 1990s (e.g. Chhabra, 1996, 
Shoham, 1996, Akaah, 1991).
In contrast to the high standardisation of the marketing mix elements, 
only 28.6% o f the internal marketing activities showed a high degree 
of standardisation. This finding of the study lends support to the 
limited potential of internal marketing process standardisation because 
of its sensitivity with regard to friction between the management of the 
headquarters and the country organisations which might have a 
different cultural background which limits its degree for 
standardisation (e.g. Bolz, 1992, Kreutzer, 1989, Wiechmann and 
Pringle, 1980, Huszagh et al, 1986, Rapp, 1985).
The internal marketing activities which were standardised were 
primarily concerned with setting the marketing objectives and 
performance criteria, the input into the strategic planning and the new 
product development which were all primarily set by the headquarters 
alone. The majority of marketing management process elements 
(51.1%) showed a low degree of standardisation. Especially, the 
decisions concerning activities like the distribution policy or the 
appointment of personnel were in the responsibility of the overseas 
operations. This lends support to findings of previous researchers (e.g. 
Meissner, 1988, Shaw, 1994) who found that German companies pay 
increasingly high attention to factors which are o f primary importance 
to customers. The importance of distribution issues to overseas
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markets and the exposure of the customers to local personnel of the 
firms can definitely be considered as such important customer-based 
factors.
With regard to control variables, a Kruskal-Wallis test was utilised 
and revealed that above findings did not differ significantly among 
factors such as the different industries, different company size and the 
type of company and the marketing programme. Nevertheless, further 
analysis indicated a tendency of companies with more than 50.000 
employees to standardise their marketing process to a lower degree 
than smaller firms. Within the smaller firms, the ones with less than 
5.000 employees showed a moderate to high degree of process 
standardisation while the firms with more than 5.000 people showed a 
moderate to low standardisation degree which lends support to the 
findings of Gencturk and Aulakh (1995) as well as to Picard (1979).
While the importance of the turnover generated internationally did not 
seem to have any impact on the degree of marketing programme or 
process standardisation of the German companies, the findings of this 
study indicate that the chosen overseas market has a certain (limited) 
impact on the standardisation decision: While the firms pursue a very 
similar approach with regard to their price and distribution mix 
towards the triad markets the findings of this study suggest that the 
German companies which referred to markets of the European Union 
(EU) standardised their product features to a higher degree than the
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firms choosing markets outside the EU. This finding lends support to 
the notion that the consumer preferences within Europe are perceived 
by the companies as being converging. This surprises since the 
majority of research seems to suggest that this might not be the case 
(e.g. Muller and Kornmeier, 1996, Wenke, 1994, Lobbe et al, 1993, 
Craig et al, 1992, Whitelock, 1987, Douglas and Wind, 1987).
With regard to the promotion standardisation the research showed that 
companies which choose North America as their host market -  which 
40.6% of the respondents did -  tend to standardise their promotion 
activities to a higher degree than those choosing markets of the EU. 
This finding might reflect the higher degree of homogeneity in terms 
of cultural, linguistic and legal aspects in the American market in 
comparison to Europe as well as it lends support to the notion that 
certain aspects of the promotion mix in Europe still seem to require 
adaptations to specific markets (e.g. Whitelock et al, 1995, Muller and 
Kornmeier, 1996, Reed et al, 1992). The type of company in which the 
German companies operate in their overseas markets does not have an 
impact on the degree of marketing standardisation. However, an 
interesting finding is that a majority (75%) of respondents operated 
through a wholly owned subsidiary in the overseas market and thus the 
type of operation which potentially guarantees the highest degree of 
control in comparison to other types such as joint ventures, 
distributors. Therefore, this finding seems to confirm to a certain 
degree previous studies which found a high degree of controlling
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interest in German companies when compared to firms of other 
nationalities (e.g. Wolf, 1994, Gamier, 1982, Daniels and Arpan, 
1972).
Comparisons were made between the different market share and the 
different aspects of the marketing standardisation. The findings 
regarding the above notion show that there are no differences with 
regard to the aspects of the product, pricing, distribution programme 
as well as with regard to marketing management process. Thus, the 
non-financial performance of the German companies overseas does 
not influence the standardisation degree of these aspects. Nevertheless, 
the F statistics for the promotion mix yielded a significant level, which 
indicated that the German companies which enjoyed a market share of 
more than 50% in the chosen host market were significantly more 
likely to adapt their promotion activities to a higher degree.
Thus, the German companies which are extremely successful in their 
international market put great emphasis on ensuring that they are able 
to meet the local market requirements when they consider their 
communication activities. This finding lends support to the notion that 
despite that there might be potential for a high degree of 
standardisation with regard to general communication themes or 
specific advertising themes (as indicated by the overall high degree of 
the promotion policy standardisation in this study), particular 
campaigns in this area often require an adaptation to local market
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needs to be successful (e.g. Whitelock et al, 1995, Bolz, 1992, 
Whitelock and Chung, 1989, Kreutzer, 1989, Sorenson and 
Wiechmann, 1975). Table 7.1 gives on overview on the key findings:
Table 7.1: Propositions relating to the Degree of Marketing Mix 
Standardisation
P r o p o s i t i o n s
( P  1)
F i n d i n g s
l e n d
S u p p o r t
F i n d i n g s  
D o  n o t  l e n d  
S u p p o r t
F i n d i n g s  
l e n d  p a r t i a l  
s u p p o r t
T h e  D e g r e e  o f  M a r k e t i n g  
S t a n d a r d i s a t i o n
P 1-1 X
T h e  h i g h e s t  l e v e l  o f  s t a n d a r d is a t i o n  
w i th in  t h e  m a r k e t i n g  m ix  c a t e g o r i e s  is  
l ik e ly  t o  b e  f o u n d  in  t h e  p r o d u c t  m ix  
c a te g o r y  ( A k a a h ,  1 9 9 1 , B o lz ,  1 9 9 2 , 
C h h a b r a ,  1 9 9 6 ,  G r o s s e  a n d  Z in n ,  
1 9 9 1 ,  O z s m e r  e t  a l,  1 9 9 1 ,  S h o h a m  
1 9 9 5 ,  S o r e n s o n  a n d  W ie c h m a n n ,  
1 9 7 5 ) .
P 1-2 X
W ith in  t h e  p r o d u c t  e l e m e n ts  th e  
“ b r a n d  n a m e “  w il l  b e  s ta n d a r d i s e d  to  a 
v e r y  h i g h  d e g r e e  th a t  is  l ik e ly  t o  b e  
h i g h e r  t h a n  t h e  d e g r e e  o f  m o s t  o t h e r  
p r o d u c t  e l e m e n t s  ( C h h a b r a ,  1 9 9 6 , 
S o r e n s o n  a n d  W ie c h m a n n ,  1 9 7 5 , 
A l t h a n s ,  1 9 8 2 ,  B e u te lm e y e r  a n d  
M i i h lb a c h e r ,  1 9 8 6 ) .
P 1-3 X
T h e  p r i c e  e le m e n ts  s h o w  a  l o w e r  
d e g r e e  o f  s t a n d a r d is a t i o n  th a n  th e  
p r o d u c t  e l e m e n t s  b e c a u s e  i ts  p o te n t i a l  
f o r  a  h i g h  d e g r e e  o f  s ta n d a r d i s a t i o n  is  
e x t r e m e l y  s e n s i t iv e  t o  l im i t i n g  f a c to r s  
s u c h  a s  t h e  m a r k e t in g  in f r a s t r u c t u r e  o f  
t h e  h o s t  m a r k e ts  ( S h o h a m ,  1 9 9 5 , 
A l t h a n s ,  1 9 8 2 ,  B e u t e lm e y e r  a n d  
M i i h lb a c h e r ,  1 9 8 6 , B o lz ,  1 9 9 2 ,  M e y e r ,  
1 9 7 8 ,  O z s m e r  e t  a l ,  1 9 9 1 ,  S o r e n s o n  
a n d  W ie c h m a n n ,  1 9 7 5 ) .
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Table 7.1 (cont'd)
P r o p o s i t i o n s  
( P  1)
F i n d i n g s
le n d
S u p p o r t
F i n d i n g s  
d o  n o t  l e n d  
s u p p o r t
F i n d i n g s  
l e n d  p a r t i a l  
s u p p o r t
T h e  D e g r e e  o f  M a r k e t i n g  
S t a n d a r d i s a t i o n
P  1 -4 X
T h e  d i s t r ib u t io n  e l e m e n ts  h a v e  a  l o w e r  
d e g r e e  o f  s ta n d a r d i s a t i o n  p o te n t i a l  
t h a n  th e  p r o d u c t  e le m e n ts  b y  s h o w i n g  
a  s im i l a r  s ta n d a r d i s a t i o n  le v e l  a s  t h e  
p r i c e  e le m e n ts  d u e  to  t h e i r  c o m p a r a b le  
s e n s i t iv i ty  t o w a r d s  t h e  m a r k e t in g  
in f r a s t r u c tu r e  o f  t h e  o v e r s e a s  m a r k e ts  
( A k a a h ,  1 9 9 1 ,  A l th a n s ,  1 9 8 2 ,  
C h h a b r a ,  1 9 9 6 ,  S h o h a m ,  1 9 9 6 , 
O z s m e r  e t  a l ,  1 9 9 1 ,  S o r e n s o n  a n d  
W ie c h m a n n ,  1 9 7 5 ) .
P  1 - 5 X
W ith in  t h e  d i s t r i b u t io n  e le m e n ts  t h e  
“ m a n a g e m e n t  o f  t h e  s a le s  f o r c e “  is  
l ik e ly  t o  b e  s ta n d a r d i s e d  t o  t h e  l o w e s t  
d e g r e e  b e c a u s e  o f  t h e  p r e d o m in a n t  
d e p e n d e n c e  o n  d i f f e r e n t  c u l tu r a l  
e x p e c t a t i o n s  o f  s a le s  p e r s o n n e l  a s  w e l l  
a s  d u e  to  d i f f e r e n c e s  in  m a r k e t  
s t r u c tu r e s  ( A k a a h ,  1 9 9 1 ,  B a d e n  F u l le r  
a n d  S to p f o r d ,  1 9 8 8 ,  H o n e y c u t t  a n d  
F o r d ,  1 9 9 5 . H i l l  e t  a l ,  1 9 9 1 , M e y e r ,  
1 9 7 8 ) .
P  1 -6 X
T h e  p r o m o t io n  c a te g o r y  w i l l  b e  
s ta n d a r d is e d  to  a  m e d iu m  to  h ig h  
d e g r e e  b u t  l o w e r  th a n  th e  p r o d u c t  
c a te g o r y  a c k n o w l e d g i n g  th a t  s e v e r a l  
a d v a n ta g e s  c a n  b e  a c h ie v e d  b y  a 
p r o m o t io n  s ta n d a r d i s a t i o n  ( A l th a n s ,  
1 9 8 2 ,  B e u te lm e y e r  a n d  M u h lb a c h e r ,  
1 9 8 6 , B o lz ,  1 9 9 2 ,  M u ll e r  a n d  
K o m m e ie r ,  1 9 9 6 ,  O z s m e r  e t  a l ,  1 9 9 1 ) .
P  1 -7 X
W ith in  t h e  p r o m o t io n  e le m e n ts  th e  
“ a d v e r t i s i n g  m e s s a g e “  w i l l  b e  
s ta n d a r d is e d  to  t h e  h i g h e s t  d e g r e e  
( T h e is ,  1 9 9 4 ,  A k a a h ,  1 9 9 1 , B o lz ,  
1 9 9 2 , B e u te lm e y e r  a n d  M u h lb a c h e r ,  
1 9 8 6 , K r e u tz e r ,  1 9 8 9 , O z s m e r  e t  a l, 
1 9 9 1 , S o r e n s o n  a n d  W ie c h m a n n ,  
1 9 7 5 ) .
The findings of this study regarding the degree of product 
standardisation lend support to the findings of most previous studies 
(e g. Chhabra, 1996, Shoham, 1996, Akaah, 1991, Ozsmer et al, 1991, 
Sorenson and Wiechmann, 1975). In this respect the findings of this 
study confirm with regard to German companies that the product
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programme is the category of the marketing mix with the highest 
potential for standardisation. Especially the brand name of German 
products was standardised to a very high degree
But with regard to price standardisation a rather high degree was 
found which was not anticipated since a lot of previous research 
suggests a limited standardisation potential for the price category only 
(e.g. Shoham, 1995, Bolz (1992), Ozsmer et al, 1991, Kreutzer, 1989, 
Meyer, 1978). A positive correlation coefficient indicated a significant 
relationship (p<0.01) for the pricing mix standardisation and the 
similarity o f the marketing infrastructure between home and host 
market. This could lend support to the notion of Müller and 
Kornmeier (1995) who argued in favour of a convergence of 
marketing structures at least within Europe although there are plenty 
of examples supporting the opposite notion as well (e.g. Didzoleit, 
1999, Simon and Wiese, 1995). The high degree of price 
standardisation of as indicated in this study can generate certain 
advantages with regard to parallel imports and the corporate 
positioning which might be the underlying reason for it (e.g. Bolz, 
1992, Kreutzer, 1989, Channon and Jailland, 1979, Weiss, 1982, 
Kahmann, 1972).
Several studies suggest a high potential for promotion standardisation 
(e.g. Althans, 1982, Beutelmeyer and Mühlbacher, 1986, Bolz, 1992, 
Müller and Kornmeier, 1996, Ozsmer et al, 1991). But in this study
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and despite its high degree of standardisation the promotion policy 
was the marketing category which was standardised to the lowest 
extent. This finding might indicate that the German companies are 
aware of the threats of a highly standardised promotion policy, 
particularly with regard to the advertising message (e.g. Kreutzer, 
1989, Kahmann 1972, Keller, 1982, Gorge, 1979, Konradt, 1986).
7.2.2 CONTINGENCY VARIABLES
Another major aspect of this study are the findings which relate to the 
external standardisation drivers as well as the internal organisational 
aspects.
With regard to consumer characteristics and behaviour and the degree 
of the marketing mix standardisation, two categories of the marketing 
programme, product and pricing mix, showed correlation coefficients 
with a significant level (p<0.05). Since the coefficients for both 
aspects indicated a positive direction, one can conclude that the greater 
the similarity in the home market and the host market in terms of 
customer characteristics are, the higher the degree of the product and 
of the pricing mix standardisation tends to be. This finding strengthens 
previous findings and notions in terms of target markets (e.g. Müller 
and Kornmeier, 1996, Bolz, 1992, Ozsomer et al, 1991, Huszagh et al, 
1985, Jain, 1989, Levitt 1983, Ohmae 1985). Especially with regard to 
the frequency with which the customers purchase and the loyalty
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towards the distribution channel there exists a significant relationship 
with the standardisation of the product mix. But there was not 
sufficient evidence in this study to confirm that customer 
characteristics have a significant relationship with the standardisation 
o f the distribution mix and the promotion programme.
The notion that a similarity with regard to economic factors favour a 
high degree of marketing standardisation can not be supported in this 
study despite the academic consensus about it (e.g. Chhabra 1996, 
Shoham, 1996, Bolz, 1992, Jain 1989). Even a further investigation by 
splitting the markets into the industrialised “triad" markets and less 
developed markets did not reveal significant differences in terms of 
product, price and distribution activities as one might expect (e.g. 
Wang, 1996, Ohmae, 1985, Hill and Still, 1984).
Only the coefficient for the promotion programme yielded a 
significant level (p<0.5). The negative T-value implied that the 
German companies operating in the industrialised markets are more 
likely to standardise their promotion activities than the companies in 
less developed countries. This might lend some support to the 
proponents of the convergence theory (e.g. Szymanski et al, 1993, 
Ohmae, 1985, Levitt, 1983) despite the opposite notion of other 
researchers (e.g. Müller and Kommeier, 1996, Shoham, 1995).
German companies are more likely to standardise their product 
programme and their distribution policy if their market position in the
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chosen host market is similar to the German home market which lends 
partial support to the general notion which refers to the entire 
marketing programme (Meffert and Bolz, 1995, Muller and 
Kornmeier, 1995, Henzler and Rail 1986, Jain 1989). German firms 
rather tend to standardise their product programme and their 
distribution policy if their market position is similar in home and host 
market. Particular aspects of the market position of the German 
companies such a high market share or market leadership did not make 
any difference with regard to their marketing programme 
standardisation.
But one exception with regard to the marketing programme was found 
for the promotion policy. This finding indicated that the German 
companies which enjoy the highest possible market share in this study 
(of more than 50%) in their chosen host market are significantly more 
likely to adapt their promotion activities to a higher degree than the 
firms with a smaller market share. Thus, the overall findings suggest 
that while the degree of the standardisation o f most marketing 
elements seem not to be influenced by the market share of the German 
companies, the most successful firms with regard to their market share 
overseas put great effort on meeting the local market requirements 
with regard to their promotion mix.
Moreover, with regard to the marketing process an interesting finding 
was indicated. The findings imply that there is a significant difference
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on the degree of the marketing process (F=5.73, p<0.0l) among the 
compared groups. All the utilised post hoc methods identified the 
German companies which were in an average market position in the 
home market are more likely to standardise their marketing process 
elements than those which are the market challengers in their market.
In other words the German companies which are less successful in 
terms of their market position in their home market tend to follow a 
more rigid and formal approach towards their marketing process 
which might be over-standardised and thus not flexible enough when 
compared to more successful competitors (e.g. Shoham, 1996, Bolz, 
1992, Kreutzer, 1989).
With regard to the competition the German companies of this study 
tend to standardise their product mix and their distribution policy to a 
higher extent when they do not face a high degree of competition in 
their chosen overseas market. This finding seems to strengthen the 
general notion in terms of competition and marketing mix 
standardisation as proposed by several authors (e.g. Bolz, 1992, 
Ozsmer et al, 1991, Jain, 1989, Quelch and Hoff, 1986). With regard 
to the product policy this finding could be interpreted as support for 
the great confidence that German companies tend to have with regard 
to their product (e.g. Shaw, 1994). An at least perceived superiority in 
terms of their products in combination with a lack of competitive
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substitutes seems to enable the German firms to put less effort into the 
difficult task to adapt their distribution policy overseas.
Previous research (e.g. Simon 1992, Shaw 1994) as well as the 
findings of this study suggest a general tendency of German 
companies to focus on other German firms as their main competitors 
overseas. Hence one could suggest that the nationality of the 
competitors in the overseas markets might have an impact on the 
marketing standardisation decision. This notion was tested by an One­
way ANOVA analysis.
The findings imply that the companies that faced primarily other 
foreign companies as their main competitors in the host market are 
more likely to standardise their product, pricing and promotion mix to 
a high degree than those firms which face mainly competitors both 
from local and other foreign countries. This could be interpreted as the 
perceived opportunity to neglect a high degree of adaptation to local 
needs and wants of overseas customers if local competitors -  which 
potentially might be able to know local requirements to a higher 
degree than foreign firms - appear to be absent.
For the distribution policy the findings suggests that the German 
companies which face competitors both from local and other foreign 
countries are more likely to standardise their distribution mix to a high 
degree than those companies with main competitors that are either
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from the local market or from other foreign nations. In fact, two 
applied methods - LSD and the Duncan test — indicated that the 
German companies which face mainly competitors both from local and 
foreign markets are more likely to pursue a high degree of 
standardisation not only on their distribution mix but also on the 
product and promotion mix.
The findings of this study do not lend support to the proposition that 
the companies tend to standardise industrial goods to a higher degree 
than consumer goods (e.g. Chhabra, 1996, Cavusgil et al, 1993, Hill 
and Kwon, 1992, Samiee and Roth, 1992, Jain, 1989). An interesting 
observation can be made with regard to the F statistics which yielded a 
significant level (p<0.05). The results of the post hoc procedures 
showed that the mean of group 3 (service providers) is significantly 
greater than the mean of group I which represented the German 
companies which offer consumer goods. This finding implies that the 
German companies selling consumer products tend to have a higher 
degree of standardisation on their marketing process than those 
offering services. This finding could indicate that the expectations of 
customers vary in different markets especially with regard to services 
which forces companies to pursue a less standardised approach.
With regard to the positioning aspect, the positioning of the product 
has positive relationships with every key category aspect of the 
marketing mix which was indicated by the coefficients which were all
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positive in direction. This finding suggests that in terms of the nature 
of the product the German companies which position their products in 
a similar way overseas and in their home market are more likely to 
standardise their marketing mix than the companies with a different 
positioning in their foreign market as suggested by the literature (e.g. 
Bolz, 1992, Jain, 1989, Kreutzer, 1989, Sorenson and Wiechmann, 
1975).
The relation between positioning and the degree of standardisation of 
the different marketing programme categories are different with regard 
to the strength of its impact. The relationships between the product 
positioning and the product/pricing mix showed a moderate-to-strong 
degree since their correlation coefficients show a level of between 0.4 
and 0.8. On the other hand, the relationships with the distribution 
policy and the promotion mix are weak ones since their r values were 
lower than 0.4. Thus, the decisions regarding the standardisation of the 
promotion and the distribution programme appear to be less dependent 
on similarities in terms of the product positioning overseas and in the 
German market. In contrast to this, the standardisation of the different 
price aspects as well as the various product elements of the product 
policy depend heavily on a similar positioning overseas.
With regard to the environmental aspects the weight of S coefficients 
which represented the relative importance of each predictor variable, 
indicated that the legal environment influenced every aspect of
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marketing mix standardisation to the highest degree when compared to 
the other environmental factors such as the physical and political ones. 
The physical environment played the second most important role in 
terms of influencing the degree of standardisation of the three 
marketing mix categories whereas the political environment primarily 
influences the distribution mix to a comparatively high degree. These 
findings lend support to several studies (e.g. Akaah, 1991, Buzzell, 
1968, Doz and Prahalad, 1980, Hill and Still, 1984, Jain, 1989).
This study also supports the studies of Akaah (1991), Hill and Still 
(1984) and Jain (1989) with regard to the notion that the similarity in 
terms of marketing infrastructure influences the degree of marketing 
standardisation. Moreover, the degree of the correlation with values of 
0.51 and 0.41 respectively showed a moderate-to-strong relationship 
between the marketing infrastructure and the product and the 
promotion policy. The values of 0.29 and 0.36 showed a rather weak 
relationship between the marketing infrastructure and the policy which 
the German companies pursue in terms of their price and distribution 
policy.
With regard to the internal dimension the German companies with a 
geo- and regiocentric orientation showed a higher degree of marketing 
standardisation than ethno- and polycentric companies as the literature 
suggests (Bolz, 1992, Akaah, 1991, Jain, 1989, Perlmutter, 1969, 
Wind et al, 1987). But German companies which operate as a
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subsidiary do not show a different degree of standardisation than firms 
with a more limited share of ownership in their overseas operation as 
some researchers suggest (e.g. Jain, 1989, Kashani, 1989, Rutigliano, 
1986, Vernon, 1979).
Several authors suggest that the greater the controlling interest of the 
headquarters in its overseas operation is the more likely it is to pursue 
a standardised marketing strategy (e.g. Bolz, 1992, Kreutzer, 1989, 
Halliburton and Hiinerberg, 1987, Alin et al, 1986). But the findings of 
this study suggest that there is not a significant difference between the 
different tested groups. In other words, the German companies which 
operate in the host market with a wholly owned subsidiary do not 
show a significant difference on the degree of marketing mix 
standardisation in comparison to those firms which operate in other 
types of ownership overseas. But a significant relationship between the 
degree of the centralised control and the distribution mix was 
indicated. A negative coefficient suggests that the higher degree of 
centralised control of the headquarters in terms of its overseas 
operation is the more likely it is to pursue a standardised distribution 
policy.
A positive impact of a high degree of marketing standardisation on the 
financial performance has been suggested by several authors (e.g. 
Meffert and Bolz, 1995, Shoham, 1995, Kaynak and Kuan, 1993, 
Christensen et al, 1987). The findings of this study lend support to this
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notion. Regarding the performance in terms of turnover, two 
coefficients yielded a significant level: the product mix (p<0.01) and 
the pricing policy (p<0.1). Thus, these two marketing mix aspects 
showed a significant relationship with the performance in terms of 
turnover. Moreover, the result implies that the German companies 
seem to be able to gain a higher degree of turnover performance if they 
standardise their product, distribution and promotion mix to a lower 
degree while standardising their pricing policy to a higher degree.
For the performance in terms of profit and ROI, the coefficient of the 
product policy mix showed a significant level (p<0.()l). The negative 
and the positive (i coefficients imply that a company should 
standardises its product and distribution mix to a lower degree but its 
pricing and promotion mix to a higher degree when trying to obtain a 
higher degree of performance on profit and ROI.
With regard to the non-linancial performance authors like Chang 
(1995) and Kotler (1986) suggest that companies which do not 
standardise their marketing mix to a large degree are successful with 
regard to customer satisfaction on international markets and echoes the 
underlying notion of the proponents of an adaptation approach. But the 
findings of this study do not lend support to this (except for the aspect 
of the product policy). Meanwhile, the negative |i coefficients show 
the negative relationship between the customer satisfaction and the 
product, pricing and distribution mix. This finding suggests that a
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company wins a larger degree of customer satisfaction if it 
standardises its product, pricing and distribution policy to a lower 
degree. Moreover, the degree of the product mix standardisation 
influences the degree of customer satisfaction to the highest degree in 
comparison to the other marketing mix aspects because of the highest 
absolute value of its p coefficient. Table 7.2 summarises the 
propositions regarding the contingency factors.
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Table 7.2: Propositions relating to Contingency Factors
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-1
X
(product,
price)
C o m p a n ie s  a r e  l ik e ly  t o  s ta n d a r d i s e  t h e i r  
m a r k e t in g  m ix  to  a  h i g h e r  d e g r e e  i f  th e  
c o n s u m e r  c h a r a c t e r i s t i c s  a n d  th e i r  b e h a v io u r  
in  t h e  h o m e  m a r k e t  a n d  in  t h e  h o s t  m a r k e t  
a r e  s im i l a r  ( M ü l l e r  a n d  K o m m e i c r ,  1 9 % ,  
B o l / ,  1 9 9 2 , O z s o m e r  e t  a l ,  1 9 9 1 ,  M u s z a g h  e t 
a l .  1 9 8 5 ,  J a in ,  1 9 8 9 ,  L e v i t t  1 9 8 3 .  O h m a e  
1 9 8 5 ) .
P 2-2 X
C o m p a n ie s  a r e  l ik e l y  t o  s t a n d a r d is e  t h e i r  
m a r k e t in g  m ix  t o  a  h i g h e r  d e g r e e  i f  th e  
e c o n o m ic  f a c to r s  in  t h e  h o m e  m a r k e t  a n d  in  
t h e  h o s t  m a r k e t  a r e  s i m i l a r  ( e .g .  M ü l l e r  a n d  
K o r n m e ie r ,  1 9 9 6 ,  C h h a b r a  1 9 9 6 ,  S h o h a m ,  
1 9 9 6 ,  B o lz ,  1 9 9 2 ,  J a i n  1 9 8 9 ,  L e v i t t  1 9 8 3 , 
O h m a e  1 9 8 5 ) .
P 2-3
X
(product,
distri­
bution)
C o m p a n ie s  a r c  m o r e  l i k e l y  t o  s ta n d a r d i s e  
t h e i r  m a r k e t i n g  m ix  t o  a  h i g h e r  d e g r e e  w h e n  
th e i r  m a r k e t  p o s i t i o n  in  t h e  h o m e  a n d  h o s t  
m a r k e ts  a r c  s im i l a r  w i t h  r e g a r d  t o  t h e i r  
m a r k e t  s h a r e  ( c .g .  M e f f e r t  a n d  B o lz ,  1 9 9 5 , 
M ü l l e r  a n d  K o r n m e i e r ,  1 9 9 5 ,  H e n z l e r  a n d  
R a il  1 9 8 6 ,  J a in  1 9 8 9 ,  S o r e n s o n  a n d  
W ie c h m a n n ,  1 9 7 5 ) .
P 2-4
X
(product,
distri­
bution)
C o m p a n ie s  a r e  m o r e  l ik e l y  t o  s t a n d a r d is e  
t h e i r  m a r k e t i n g  m ix  t o  a  h i g h e r  d e g r e e  w h e n  
th e  le v e l  o f  c o m p e t i t i v e  r iv a l r y  is  lo w  ( e .g .  
B o l / .  1 9 9 2 ,  O z a m e r  e t  a l .  1 9 9 1 ,  l a i n ,  1 9 1 9 ,  
K r e u tz c r ,  1 9 8 9 , Q u c l c h  a n d  H o f f ,  1 9 8 6 ) .
P 2-5 X
T h e  m o r e  s im i l a r  t h e  t a r g e t  g r o u p s  a r e  w i th  
r e g a r d  t o  t h e  c u s t o m e r s '  p e r c e p t io n  a n d  
p r e f e r e n c e  in  t h e  c h o s e n  o v e r s e a s  m a r k e t  th e  
h i g h e r  t h e  d e g r e e  o f  s ta n d a r d i s a t i o n  o f  t h e  
m a r k e t i n g  m ix  ( e .g .  R o t h ,  1 9 9 5 , B o lz ,  1 9 9 2 , 
J a in ,  1 9 8 9 ,  K r e u tz e r ,  1 9 8 9 ) .
P 2-6 X
C o m p a n ie s  t e n d  t o  s ta n d a r d i s e  th e i r  
m a r k e t in g  m ix  t o  a  h i g h  d e g r e e  i f  t h e  
p r o d u c t  l i f e  c y c le  in  h o m e  a n d  h o s t  m a r k e t  is  
s im i l a r  ( B o lz .  1 9 9 2 ,  O / s m c r  e t  a l.  1 9 9 1 ,  
A k k a h ,  1 9 9 1 ,  J a i n ,  1 9 8 9 ,  K i r p la n i ,  1 9 8 5 . 
K i r p la n i  a n d  M a c i n t o s h ,  1 9 8 0 , S o r e n s o n  a n d  
W ie c h m a n n ,  1 9 7 3 ) .
P 2-7 X
C o m p a n ie s  w h ic h  o p e r a t e  in  c o n s u m e r  
m a r k e ts  a r c  l e s s  l i k e l y  t o  s ta n d a r d i s e  th e i r  
m a r k e t in g  p r o g r a m m e  t h a n  c o m p a n i e s  w h ic h  
a r e  i n v o lv e d  in  m a r k e t i n g  in d u s t r ia l  g o o d s  
( c .g .  C h h a b r a ,  1 9 9 6 ,  C a v u s g i l  c t  a l ,  1 9 9 3 , 
H i l l  a n d  K w o n ,  1 9 9 2 ,  S a m ie e  a n d  R o th ,  
1 9 9 2 , J a in .  1 9 8 9 ) .
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Table 7.2 (cont'd)
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-8 X
C o m p a n ie s  w h i c h  p o s i t io n  t h e i r  p r o d u c t s  in 
a  s im i l a r  w a y  in  t h e i r  f o r e ig n  m a r k e ts  a s  in  
t h e i r  h o m e  m a r k e ts  a re  m o r e  l ik e ly  to  
s t a n d a r d i s e  t h e i r  m a r k e t in g  m ix  th a n  
c o m p a n i e s  w h ic h  h a v e  a  d i f f e r e n t  
p o s i t i o n i n g  in  f o re ig n  m a r k e ts  ( e .g .  B o lz ,  
1 9 9 2 ,  J a in ,  1 9X 9 , K r e u tz e r ,  19X 9, S o r e n s o n  
a n d  W ie c h m a n n ,  1 9 7 5 ) .
P 2-9
X
(legal)
C o m p a n ie s  a r e  m o re  l ik e ly  t o  p u r s u e  a 
h i g h e r  l e v e l  o f  m a r k e t i n g  m ix  
s t a n d a r d i s a t i o n  i f  t h e  p o l i t i c a l ,  p h y s ic a l  a n d  
le g a l  c i r c u m s t a n c e s  o f  th e  f o r e ig n  m a r k e t  a re  
s im i l a r  t o  t h e s e  a s p e c t s  in  t h e  h o m e  m a r k e t  
( e .g .  A k a a h ,  1 9 9 1 , B u z z e l l ,  1 9 6 8 ,  D o z  a n d  
P r a h a l a d ,  1 9 X 0 , H i l l  a n d  S t i l l ,  1 9 X 4 , J a in .  
1 9 8 9 ) .
P 2-10 X
C o m p a n ie s  a r e  m o re  l ik e ly  t o  p u r s u e  a  
h i g h e r  l e v e l  o f  m a r k e t i n g  m ix  
s t a n d a r d i s a t i o n  i f  t h e  m a r k e t in g  
i n f r a s t r u c t u r e  o f  th e  f o r e ig n  m a r k e t  is  s im ila r  
t o  t h i s  a s p e c t  in  th e  h o m e  m a r k e t  ( e .g .  
C h h a b r a ,  1 9 9 6 ,  O z s m e r  e t  a l ,  1 9 9 1 ,  A k a a h ,  
1 9 9 1 ,  H i l l  a n d  S t i l l ,  19X 4 , J a in ,  1 9X 9).
P 2-11 X
C o m p a n ie s  w h ic h  a d o p t  a 
g e o c e n t r i c / r c g i o c c n t r i c  a p p r o a c h  to w a r d s  
t h e i r  o p e r a t i o n s  a rc  m o r e  l ik e ly  to  
s t a n d a r d i s e  th e i r  m a r k e t i n g  m ix  th a n  
c o m p a n i e s  w h ic h  p u r s u e  a n  
e t h n o c e n t r i c /p o l y c e n t r i c  o r i e n t a t i o n  ( B o lz ,  
1 9 9 2 ,  A k a a h ,  1 9 9 1 , J a in ,  1 9X 9 , P e r lm u tte r .  
1 9 6 9 , W i n d  e t  a l,  19X 7).
P 2-12 X
A  c o m p a n y  w i th  a  h i g h e r  d e g r e e  o f  
o w n e r s h i p  in  i ts  o p e r a t i o n s  a b r o a d  is  m o re  
l ik e ly  t o  s t a n d a r d i s e  i ts  m a r k e t i n g  m ix  th a n  a 
c o m p a n y  w i th  l im ite d  o w n e r s h ip  in  its  
o v e r s e a s  o p e r a t io n s  ( e .g .  J a in ,  19X 9, 
K a s h a n i ,  19X 9, R u t ig l i a n o ,  1 9 X 6 , V e r n o n ,  
1 9 7 9 ) .
P 2-13 X
T h e  g r e a t e r  th e  c o n t r o l l i n g  in te r e s t  o f  th e  
h e a d q u a r t e r s  in  i ts  o v e r s e a s  o p e r a t io n  th e  
m o r e  l i k e l y  it is  to  p u r s u e  a  s ta n d a r d is e d  
m a r k e t i n g  s t r a te g y  ( e .g .  B o lz ,  1 9 9 2 , 
K r e u tz e r ,  19X 9, E g e lh o f f ,  I9X X , H a l l i b u r to n  
a n d  H i i n c r b e r g ,  19X 7, A h n  e t  a l ,  19X 6).
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Table 7.2 (cont'd)
Propositions
(P2)
Findings
lend
Support
Findings 
Do not 
lend 
support
Findings
lend
partial
support
The Contingency Factors of 
Marketing Standardisation
P 2-14 X
C o m p a n i e s  w h ic h  s t a n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  to  a  l a r g e  d e g r e e  a r e  
s u c c e s s f u l  w i th  r e g a r d  t o  t h e i r  f in a n c ia l  
p e r f o r m a n c e  in  i n t e r n a t i o n a l  m a r k e ts  ( e .g .  
M e f f e r t  a n d  B o lz ,  1 9 9 5 ,  S h o h a m ,  1 9 9 5 ,  
K a y n a k  a n d  K u a n ,  1 9 9 3 ,  C h r i s t e n s e n  e t  a l ,  
1 9 8 7 ) .
P 2-15 X
C o m p a n i e s  w h ic h  d o  n o t  s ta n d a r d i s e  t h e i r  
m a r k e t i n g  m ix  to  a  l a r g e  d e g r e e  a r e  
s u c c e s s f u l  w i th  r e g a r d  t o  c u s to m e r  
s a t i s f a c t i o n  in  i n t e r n a t i o n a l  m a r k e ts  ( e .g .  
C h a n g ,  1 9 9 5 ,  K o t i e r ,  1 9 8 6 ) .
7.3 LIMITATIONS
This section will discuss the limitations of this study. However, at first 
it will be indicated which of the limitations apparent in many other 
studies have been remedied in this study. This study tried to prevent 
many o f the "conventional" limitations in this field of research in the 
following ways:
• it focused not only on external factors and the marketing 
programme but also on internal resource-based aspects of the 
marketing standardisation debate. Various authors (e.g. Zou and 
Cavusgil, 1996, Collins, 1991, Bartlett and Ghoshal, 1987) argue 
that the majority of previous research in this debate has primarily 
focused on the external factors and hardly considered internal
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organisational aspects which are believed to have a major impact 
on the marketing standardisation decision. Thus, the study has, 
therefore, gone some way to fill this gap in the literature.
• it investigated organisations abroad by not focusing on one single 
market or region only such as many previous studies (e.g. 
Boddewyn et al, 1986, Whitelock and Chung, 1989). The findings 
of this study are based on a global scope of target markets and do 
not solely refer to the US market as in many other studies (e.g. Zou 
and Laughin, 1996, Cavusgil et al, 1993). Thus, this study 
contributes by narrowing the gap in the literature by considering 
the increased global activities of companies of today within the 
debate of international marketing standardisation.
• it focused on German companies which have hardly been explored 
before in this context (e.g. Shaw, 1995, Shaw and Wong, 1994, 
Shaw, 1992). Thus, for most German research has focused on 
conceptual studies and published in German which limits their 
impact internationally (e.g. Muller and Kornmeier, 1996, Bottcher 
and Welge, 1994, Jentner, 1992, Kreutzer. 1989). This study, 
therefore, has taken an empirical approach which further develops 
our understanding of how German companies operate.
• it included a wide range of predictor variables instead of only one 
or two. This differentiates this study from many older and even
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recent studies which are rather limited with regard to the domain 
studied (e.g. Harris, 1994, Zandpour et al, 1994, Hill and Kwong, 
1992, Hill and James, 1991).
• it has included studies not usually cited within the English 
language literature on the issue of international marketing 
standardisation. The fact that most German studies (e.g. Meffert 
and Bolz, 1995, Müller and Kornmeier, 19995, Theiss, 1994, 
Stegmüller, 1993, Bolz, 1992) appeared in the German language 
only seems to have blocked their way to the international research 
community.
Despite the fact that many limitations of previous research have been 
remedied, this study has its own limitations. These are discussed 
below:
• The results of this study are based on the perception o f a single 
respondent in each organisation. This is a limitation which this 
study shares with a number of large-scale international studies 
(e.g. Akaah, 1991). The study of Matheson (1997) examines this 
aspect and finds significant gaps between the perceived practice 
and the actual practice in the organisations of respondents. The 
author finds that the Chief Executive Officers (CEO) have the 
rosiest view of their organisations while the further down the 
organisation’s pecking order the researcher goes, the more
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negative the ratings get due to different emphasis of objectives and 
responsibilities which the respondents across the different levels of 
an organisational hierarchy face. This finding lends support to 
Hambrick (1981) who established that CEO’s perceptions are 
significantly closer to certain objective measures than the ones of 
managers on lower levels. Sharfman (1998) argues in this context 
that these findings are not surprising as the perceptions of CEOs 
and the objective-orientated reality should be closely matched 
because a lot o f the manifestations of the strategies are coming 
from themselves. Despite of this potential bias the key-informant 
approach was chosen, however, because the prevalent response 
rates in international mail surveys make other approaches 
practically infeasible (see chapter four). A solution to this problem 
could be to try to get the co-operation of key managers within the 
organisations at headquarters and have them distribute the
questionnaires among their colleagues. Given the difficulties in 
this and other research in gaining access to German companies this 
is unlikely to be possible in practice.
• The role of the respondents within their organisation is closely 
related to the limitations which arise from the different perception 
of respondents as discussed above. In this study the CEOs were
targeted and almost all responses came from this group of
respondents which also represents a potential bias. Wagner et al 
(1984) states that CEOs have in most cases more industry
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experience and a different functional background than the majority 
of the other managers in a company. In addition, CEOs are 
typically older and tend to base their identity on norms attached to 
the roles they play (Stryker and Stratham, 1985). This notion is 
strengthened by Gecas and Burke (1995) who conclude that CEOs 
consider themselves as having the "big picture” perspective and 
therefore will perceive the world and act accordingly. These 
factors seem to be influencing the findings o f Sharfman (1998) 
which suggest that CEOs' responses are systematically different 
from the ones of other senior managers. When applied to this study 
the findings of Sharfman (1998) and Gecas and Burke (1995) 
suggest that the answers received from the German Marketing 
Vice Presidents are likely to be orientated towards a rather "local” 
orientation. In contrast to this, the responses from the CEOs are 
more likely to show a more “cosmopolitan” or global orientation 
based on the different internal reference groups and backgrounds 
of these two groups of respondents. This obviously has potential to 
bias the responses of this study.
• The dominance of respondents from the engineering sector should 
also be acknowledged as it represents a certain limitation of this 
study. The engineering sector is traditionally a key sector of the 
German economy and strongly represented within the largest 500 
German companies. In addition to this, however, the low response 
rate at the initial stage of this research made it necessary to hand
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out questionnaires at a major trade show in which the engineering 
sector was represented well leading to the final dominance of 
responses from this sector. This fact represents a certain limitation 
of the study.
• Primarily for cost and time reasons the questionnaire could be sent 
to the German headquarters of the organisations only. This 
represents a limitation of this study since a parallel survey in all of 
the concerned country organisations of the respondents can 
investigate and confirm the actual degree of the standardisation as 
perceived by the respondent from the headquarters. Different 
perceptions o f  the degree of standardisation and differences in the 
actual implementation of the standardisation performed by the 
country organisations might result in an outcome that the 
respondents at headquarters consider the level of standardisation to 
be higher than it actually is overseas. This might make it a very 
interesting task for future studies to consider, although the broad 
geographical spread and the related difficulties with regard to 
securing the responses are likely to make it a challenge especially 
since the management of the overseas operations will be cautious 
to report other levels of standardisation than the ones set by the 
headquarters.
• As with any other study, this research also has its limitations with 
regard to typical respondent-related errors as well as with regard to
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instrument-related errors. While much time and effort was 
invested to minimise the risk of instrument-related errors through 
thorough literature searches the potential respondent-related errors 
remained. As described in chapter four there was a large amount of 
reluctance to disclose information and it is difficult to guarantee 
that the respondents had all the necessary information to answer 
the questions in the correct way. Moreover, any answers of a single 
respondent are subjective which limits the general comparability 
of answers of different respondents and it also is possible that 
some respondents tried to present their company in the most 
positive way (e.g. Hooley and Hussey, 1995, Holm, 1991). While 
there are ways to check certain answers through secondary data 
this studies relies as the majority of research in this field on the 
assumption that the given answers reflect reality to a large degree.
• This study is cross-sectional rather than longitudinal. Thus, the 
statistical correlations cannot unambiguously be interpreted as 
casual relationships. This study attempts to alleviate this problem 
by including an extensive literature review to justify the 
hypothesised causal relationships tested in this research. 
Nevertheless, a true test of the causality of the relationships tested 
in this study can only be offered by additional longitudinal 
research (e.g. Hooley and Hussey, 1995, Holm, 1991).
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• Many of the specific propositions tested in this study could be 
accepted, in some cases the magnitude of the predicted differences 
or correlations was rather small though. This might indicate that 
the magnitude of the results might have suffered from striving for 
generalisability (e.g. Abelson, 1995). The same pursuit of 
generalisability led to the need for a large sample and hence a 
relatively high response rate. As indicated in chapter four, previous 
research shows that the length of the questionnaire is among the 
most important influencing factors on the response rate. Typically, 
the longer the questionnaire is the lower the response rate turns out 
to be. This knowledge led to the necessity to keep the questions of 
the questionnaire on a rather general level. Based on these results 
with regard to the German companies, future studies might try to 
enhance magnitude without compromising too much on generality 
by focusing on specific industries or overseas markets. This could 
be an interesting challenge since despite the fact that this study has 
a much larger geographical spread than many previous studies 
some country markets (e.g. Australia) have been practically 
neglected by the respondents of this research.
• In spite of the fact that various types of overseas operations were 
included in this study, the dominant mode of operation of the 
responding companies was the wholly owned subsidiary. The 
degree of marketing standardisation and various aspects related to 
it might be different in other types of operations which this study
406
Chapter Seven: Conclusions
did not receive an adequate number of responses from (e.g. 
franchising). Related to this, non-equity forms of co-operations 
such as the contractual alliances which have gained importance in 
high-tech and virtual industries recently were outside of the scope 
of this study. However, investigating this type of organisation 
might involve a tricky complexity due to its often volatile nature 
(e.g. Hagedoorn and Narula, 1996).
• A final limitation is related to the measurement of performance. 
By applying the same approach as most research in this field (e.g. 
Blaine, 1994, Meffert and Bolz, 1995, Kaynak and Kuan, 1993, 
C'avusgil and Kirplani, 1993, Ketchen and Snow, 1993) this study 
measured performance rather conventionally. Thus, it considered 
key factors such as return on investment but also non-ftnancial 
indicators such as customer satisfaction as suggested by Whitt and 
Whitt (1988), Venkatraman and Ramanujam (1986) and Gosling 
(1988). Nevertheless, all these measures are influenced by 
differences in tax rates and especially by differences in accounting 
practises across country markets. Moreover, the accounting-based 
financial measures relate to the past rather than to the future (e.g. 
Meffert and Bolz, 1995, Kreutzer, 1989). Therefore, future 
researchers might consider to focus more on investigating more 
future-orientated measures such as investment in research and 
development or various measures of employee morale. 
Nevertheless, for the majority of these measures future researches
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are likely to face similar difficulties that led this study to stick to 
the conventional measures because the dependence on the co­
operation of the respondents is the highest when it comes to 
sensitive and confidential performance data (e.g. Meffert and Bolz, 
1995, Bolz, 1992, Kreutzer, 1989). Any request for non-standard 
and thus more time consuming answers relating to performance are 
likely to be extremely difficult to get.
7.4 IMPLICATIONS
The finding imply that a high degree of marketing programme 
standardisation does not necessarily lead to a successful financial 
performance, but stress the importance of being aware of the risks of 
such an approach. A company has to carefully check the key questions 
of any marketing standardisation approach to evaluate its potential 
value with regard to the objectives of the firm. A variety of internal 
organisational and external country factors have to be considered 
carefully before deciding in favour of a standardised marketing 
strategy (e.g. Akaah, 1991, Chang, 1995, Jain, 1989, Shoham, 1995, 
Whitelock and Pimblett, 1997). The study results also suggest that the 
scope of standardisation does not have to be total (Agrawal, 1993, 
Cavusgil and Zou, 1994) and that different approaches with regard to 
the marketing programme and the marketing management process can 
be pursued within a single organisation which strengthens the notion
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of the contingency perspective on standardisation (Wang, 1996, Zou et 
al, 1997, Bolz, 1992).
7.4.1 ACADEMIC IMPLICATIONS
This study does not resolve the global debate with regard to marketing 
standardisation but the findings have various academic implications:
First of all, it contributes to the overall standardisation debate by 
empirically testing the conceptual framework of Jain (1989) which has 
been tested only once before by Akaah (1991). As it was the aim of 
Jain (1989, page 76) to develop a model which “is likely to be useful 
in future studies in directing research attention to key variables and 
relationships” this study implies that the framework achieves its 
objectives. The conversion of this model into an empirical assessment 
was feasible and proved extremely useful in highlighting apparent 
weaknesses and the relative lack of knowledge with regard to certain 
key aspects within the marketing standardisation debate.
The findings of this study imply that within the marketing 
standardisation debate there is a considerable amount of knowledge 
with regard to the impact of external market factors on the degree of 
marketing programme standardisation. The empirical results of this 
study conform fairly closely the theoretical notions to external industry 
factors and, in addition to this, contribute to narrowing the gap in the
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literature towards more empirical studies in this debate as opposed to 
descriptive ones which has often been regarded as a necessity (e.g. 
Raaij, 1997, Zou and Cavusgil, 1996, Agrawal, 1995, Shoham, 1995).
In contrast to the overwhelming empirical support for anticipated 
findings relating to the impact of the external dimension on the degree 
of standardisation, this study implies that there is the need to place 
greater emphasis on the internal, resource-based dimension and which 
impact they have in terms of the degree of marketing standardisation. 
The empirical results relating to the internal organisational factors did 
not conform to the theoretical assumptions which were based on an 
extensive literature review. Thus, these results show considerable 
support for the need of further investigation as suggested by some 
authors (e.g. Zou and Cavusgil, 1996, Müller and Kommeier, 1996 
and Shoham, 1995).
The specific implications of the findings in this respect call for more 
research into the role of the corporate orientation, the impact of the 
controlling interest of headquarters and the degree of ownership of 
overseas operations and its impact on the degree of marketing 
standardisation.
Previous studies on marketing standardisation have also often claimed 
or implied that a high degree of marketing programme standardisation 
has a positive impact on the performance of a company (e.g. Meffert
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and Bolz, 1995, Shoham, 1995, Kaynak and Kuan, 1993, Levitt, 
1983). So far, however, the number of empirical tests of this 
relationship has remained limited. The findings of this study imply 
that the impact of marketing standardisation on specific aspects of 
corporate performance requires to be focused on to a larger degree 
than in the past and recent international standardisation debate. The 
need for a higher quantity of studies which consider the general aspect 
of performance has been stated for a long period of time by many 
authors (e.g. Jain, 1989, Huszagh et al, 1986, Hamel and Prahalad, 
1985, Hout et al, 1982). In addition to this, this study is one of the few 
in this debate which provides empirical information not only on 
financial indicators but also on non-financial performance indicators. 
Contrary to theoretical expectations based on previous research (e.g. 
Chang, 1996, Kotler, 1986), a high degree of marketing 
standardisation did not show a negative relationship with local 
customer satisfaction, for example. More research into these largely 
neglected performance measures are needed to clarify these findings 
especially since the explanatory power of the commonly used financial 
measures could arguably be regarded as of limited use only since they 
depend to some extent on factors such as exchange rates or differences 
in accounting practises which do not reflect the actual performance of 
companies (e.g. Meffert and Bolz, 1995, Bolz, 1992).
Finally, the findings also contribute by integrating the German 
literature with regard to marketing standardisation into the
Chapter Seven: Conclusions
international debate. The study contributes to the understanding of the 
marketing strategies of German companies which are of key 
importance to the organisations which make Germany the leading 
economy within the European Union and one of the most powerful 
economies in the world. Despite this great economic importance, the 
literature implies that very little attention has been paid on the role of 
marketing strategies of German companies in an international context 
(e.g. Shaw, 1994, Bolz, 1992, Simon, 1990, Kreutzer, 1989). The 
extensive literature review suggests that this study is the very first to 
investigate empirically the degree of marketing standardisation in the 
top 500 German companies and its correlates based on the conceptual 
framework of Jain ( 1989) in a global context.
7.4.2 PRACTICAL IMPLICATIONS
In addition to the academic implications above, this study offers some 
quite remarkable findings which will enable marketing managers with 
international responsibility both, on a strategic and operational level, 
to better cope with the requirements of an increased global 
competition. The large number of recent studies (e.g. Melewar and 
Saunders, 1999, Ramarapu et al, 1999, Kaufmann and Eroglu, 1998, 
Roscnbloom et al, 1997, Whitelock and Pimblett, 1997, Zou et al, 
1997) which investigates the specifics of international marketing 
standardisation highlights the current need for more theoretical 
clarification and pragmatic advice. How to make the right
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international marketing decisions in times o f a competitive 
environment which rapidly changes towards an increasingly strong 
internationalisation of world-wide competition and an increased 
consolidation of entire industries is likely to be of key importance with 
regard to surviving the global concentration process towards a 
comparably small number of successful global players.
In this respect, this study offers the practitioner a useful guide with 
regard to evaluating which international marketing standardisation 
approach might be beneficial for the concerned company, which 
questions have to be answered before pursuing such an approach and 
which internal and external factors have an impact on the marketing 
standardisation once it is pursued. Hence, the study represents a 
comprehensive guide to the planning process of a marketing 
standardisation strategy which should enable the practitioner to decide 
whether the planned or already conducted marketing standardisation is 
adequate.
The study offers support to the managers in terms of evaluating 
whether the degree of the marketing standardisation is to high to 
benefit from local opportunities or whether the degree of 
standardisation is not high enough to benefit from the potential 
advantages of the standardisation. Specifically, the results of this study 
suggest that the scope of standardisation does not have to be total (e.g. 
Agrawal, 1993, Cavusgil and Zou, 1994) and that different approaches
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with regard to the marketing programme and the marketing 
management process can be pursued within a company. Thus, it 
highlights the need for a strategic fit between the internal company 
factors and the various external (market) aspects. Moreover, the study 
implies that a strategic fit in this context can primarily be achieved by 
changing the degree of the marketing standardisation or by changing 
the pre-requisites for the marketing standardisation.
Before changing the degree of the marketing standardisation the 
manager must evaluate which factors have a great impact on the 
situation focusing on the exploration of which marketing elements and 
which processes have a positive impact on the performance of the 
company. While a company is likely to find it difficult to influence the 
external pre-requisites, this is not impossible (e.g. Miller and Friesen, 
1980, Snow and Hrebiniak, 1980) but the focus of the practitioner will 
probably lie on changing the internal pre-requisites such as the control 
of the overseas operations or the organisation towards a lead country 
concept, for instance.
The starting point of the analysis should be the awareness of the 
current situation in terms of the degree of the standardisation and with 
regard to company-specific pre-requisites. This should lead to a clear 
notion about the fit between the actual degree of standardisation and 
the current pre-requisites. Based on this notion, the marketing 
managers should be able to evaluate potential activities to improve the
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pre-requisites for the marketing standardisation as well as he/she 
should be able to acknowledge remaining barriers. By pursuing this 
approach the practitioner should be able to explore potential activities 
with regard to changing the degree of the marketing standardisation 
while considering their potential impact on the performance of the 
firm.
More specifically, the practical implications of this study indicate that 
with regard to the regional scope a high degree of marketing 
programme standardisation is feasible across the world. While several 
previous studies only refer to one single region such as the European 
market (e.g. Huszagh et al., 1986, Whitelock, 1987) or to single 
markets which are developed to a lesser extent or located in the third 
world (e.g. Daz, 1981, Hill and Still, 1984), the results of this study 
refer to the entire world market. Thus, the findings can offer 
considerable support to the manager who favours a high degree of 
marketing mix standardisation especially in terms of the European and 
American market which arguably are developed to a comparatively 
high level (e.g. Bolz, 1992, Boddewyn et al., 1986, Ohmae, 1985).
Nevertheless, the findings of this study also prove to the managers the 
need to carefully evaluate the various external aspects of their targeted 
overseas markets. The large number of factors which influence the 
competitive situation of a company in a particular market influence the 
potential for harmonising marketing activities differently. This study
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implies that special attention needs to be placed on the different stages 
of the market/product life cycle as it can have an influence on the 
ability to standardise the marketing programme. Samiee and Roth 
(1992) argued that uniformity with regard to marketing programmes 
are more likely in the early stages of the product life cycle because the 
number of competitors is fewer and thus the competition increases in 
the maturity stage. This development in combination with the 
circumstance that technology rarely changes at that stage might lead to 
a higher focus on market segmentation and product differentiation 
which can limit the potential for a high degree of standardisation (e.g. 
Bolz, 1992, Kreutzer, 1989, Kotler, 1986).
Another practical implication of this study with regard to the external 
dimension refers to the economic factors. While these factors have 
arguably an important impact in the standardisation decision (e.g. 
Müller and Kornmeier, 1996, Shoham, 1996, Douglas and Wind, 
1987, Huszagh et al., 1986) as well as any management has easy 
access to these information, this study implies that companies should 
be careful when considering these figures since a high degree of 
economic similarities alone do not automatically lead to a high 
potential for marketing mix standardisation.
Once the manager is clear about with regard to which markets and 
under which circumstances the firm could standardise its marketing 
efforts, the practical implications of this study illustrate the need for a
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corporate decision not only regarding the marketing programme but 
also on internal organisational factors (e.g. Shoham, 1996, Bolz, 1992, 
Akaah, 1991, Jain, 1989). These primarily concern the standardisation 
of the processes which consider aspects such as the marketing 
planning, marketing control and marketing personnel (e.g. Bolz, 1992, 
Kreutzer, 1989, Peebles et al., 1978, Walters, 1986). While several 
authors (e.g. Zou and Cavusgil, 1996, Bolz, 1992, Kreutzer, 1989, 
Walters, 1986) highlight the great amount of attention which the 
internal dimension deserves generally, this study implies that a low 
degree of ownership in operations overseas does not limit or contradict 
the execution of a high degree of marketing programme 
standardisation. This finding is even more remarkable if one bears in 
mind that 75% of the respondents chose to operate via wholly owned 
subsidiaries which arguably secure a maximum degree of control over 
marketing executions and strategic implementations (e.g. Bolz, 1992, 
Kreutzer, 1989).
417
Chanter Seven: Conclusions
7.5 FUTURE RESEARCH DIRECTION
While this study did not resolve the debate regarding international 
marketing standardisation it has contributed to it substantially. The 
extensive literature review suggests that this study is the first which 
specifically investigates the largest German companies with regard to 
their approach towards international marketing standardisation in the 
described way.
In this respect, it contributes to narrowing an important gap in the 
literature as well as it considers an overview not only on the Anglo- 
Saxon literature but it also takes the relevant German literature into 
account. The fact that the few German studies on the subject appeared 
in the German language only seems to have blocked their way to the 
English speaking academic community. While most international 
researchers neglect the successful German companies in their research 
there seems to be a certain focus on American firms in this debate (e.g. 
Baalbaki and Malhorta, 1993, Cavusgil et al, 1993, Akaah, 1991, 
Boddewyn et al, 1986, Hill and Still, 1984) while German authors 
seem to prefer to address this issue on a conceptual level as opposed to 
an empirical approach (e.g. Müller and Kornmeier, 1996, Muller and 
Kornmeier, 1995, Rail, 1991, Kreutzer, 1989, Raffee, 1991, Theis, 
1991).
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Therefore, more empirical research is needed on this particular aspect 
of the standardisation debate with regard to German companies. 
Future research should also further examine empirically the 
approaches taken by comparable samples of firms on an European and 
world-wide level to improve the understanding of the actual nature 
and the extent of marketing standardisation in practise.
Further future research should also try to further assess the validity of 
Jain's (1989) framework. Especially the impact of the organisational 
factors in different international contexts as a correlate of the degree 
marketing standardisation require further research as well as the 
impact of marketing standardisation on performance. While the first 
focus could consider the marketing standardisation in the context of 
different ways of controlling their overseas operations the future focus 
on performance should take into account future-oriented measures as 
opposed to the past-oriented ones.
Moreover, it could be interesting to explore in more detail which 
differentiated contribution various standardisation elements can 
contribute. Due to the increasing internationalisation of corporate 
activities and increased competition on a world-wide scale this 
question is likely to gain more and more importance for the 
international firms which should motivate future researchers to further 
investigate this challenging question which can very well be the key 
question of future corporate success.
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Future research should also broaden this study by taking into 
consideration small and medium size companies as many studies 
concentrate on very large corporations. The exploration of the 
standardisation approach taken by small and medium size companies 
from Germany might be of particular interest since they prove to be 
highly successful on a global scale as described by Simon (1992).
In addition to this, qualitative work is needed in order to gain more in- 
depth understanding of how international marketing strategies are 
developed in German companies and why companies finally choose to 
standardise to different degrees. Finally, future research should 
compare German companies with firms of different country of origin 
in order to see whether there are any differences. In this respect, the 
influence of culture with regard its impact on the degree of marketing 
standardisation and its influence on the role of subsidiaries are gaps in 
the literature to be investigated by future research.
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APPENDIX 
A 1
Letter to the top 500 German 
Companies
« A n r e d e »
« V o r n a m e »  « N a m e »  
« F i r m a »
« A d r e s s e  1 »
« O r t»
« L a n d »
S t u d i e  z u r  M a r k e t i n g m i x - S t a n d a r d i s i e r u n g  d e r  5 0 0  u n i s a t / . s t ä r k s t e n  d e u t s c h e n  U n t e r n e h m e n
2 9 .1 0 .1 9 9 7
S e h r  g e e h r t e r  « A n r e d e »  « N a m e » ,
im  R a h m e n  e i n e r  a k t u e l l e n  P r o m o t i o n  im  F a c h b e r e ic h  M a r k e t in g  u n d  S t r a t e g i s c h e s  M a n a g e m e n t  a n  d e r  
U n i v e r s i t ä t  v o n  W a r w ic k  k o n z e n t r i e r e n  w i r  u n s  a u f  d ie  S t a n d a r d i s i e r u n g  d e s  i n t e r n a t i o n a l e n  M a r k e t in g m i x  v o n  
d e u t s c h e n  U n te r n e h m e n .
M it  d i e s e r  D i s s e r t a t i o n  v e r f o l g e n  w i r  k o n k r e t  d ie  f o lg e n d e n  Z ie le :
1. D ie  E r f a s s u n g  d e s  A u s m a ß e s  d e r  i n t e r n a t io n a l e n  M a r k c t in g m i x - S t a n d a r d i s i e r u n g  d e r  5 0 0  u m s a t z s t ä r k s t e n  
d e u t s c h e n  U n te r n e h m e n  im  U m f e ld  d e s  g l o b a l e n  W e t tb e w e r b s .
2 . D ie  I d e n t i f i z i e r u n g  u n d  A n a ly s e  d e r  e x t e r n e  M a r k te in f lü s s e  s o w ie  d e r  in t e r n e  o r g a n i s a to r i s c h e  F a k to r e n  in  
d e n  d e u t s c h e n  U n te r n e h m e n ,  d ie  d a s  A u s m a ß  ih r e r  M a r k e t in g - S ta n d a r d i s i e r u n g  b e e i n f l u s s e n  u n d  E i n f lu ß  a u f  
d e n  U n t e m c h m c n s c r f o l g  n e h m e n .
U m  d i e s e  Z i e le  e r r e i c h e n  z u  k ö n n e n ,  b e n ö t i g e n  w ir  f ü r  d i e s e  e m p i r i s c h e  S tu d ie  I h r e  U n te r s tü t z u n g ,  d e n n  
-  w ie  S i e  e s  s ic h  d e n k e n  k ö n n e n  - h ä n g t  d e r  E r f o lg  d i e s e r  A r b e i t  s e h r  s ta r k  v o n  d e n  I n f o r m a t io n e n  a b ,  d ie  S ie  
u n s  m i t  d e m  k u r z e n  A u s f u l l e n  d e s  u m s e i t i g  b e i l i e g e n d e n  F r a g e b o g e n s  z u k o m m e n  l a s s e n  k ö n n e n .
A b e r  n a t ü r l i c h  p r o f i t i e r e n  a u c h  S ie  v o m  A u s f ä l l e n  d e s  F r a g e b o g e n s :
D ie  E r g e b n i s s e  d i e s e r  S tu d ie  s e n d e n  w i r  I h n e n  s e lb s tv e r s t ä n d l i c h  g e r n e  z u ,  w a s  f ü r  S ie  u n d  I h r  U n te r n e h m e n  
d e n  N u tz e n  h a t ,  e i n m a l  e in  s e h r  k o n k r e t e s ,  q u a n t i t a t i v e s  B i ld  z u  e r h a l te n ,  w ie  a n d e r e  e r f o l g r e i c h e  d e u t s c h e  
U n te r n e h m e n  in  i h r e r  G e s a m t h e i t  d i e  S t a n d a r d i s i e r u n g s p r o b lc m a t i k  b e w ä l t i g e n .  S o m it  k a n n  d ie s e  
U n te r s u c h u n g  a u c h  f ü r  S ie  e in  i n t e r e s s a n t e r  ( u n d  k o s t e n l o s e r )  A u s g a n g s p u n k t  s e in ,  I h r e  e ig e n e  P o s i t i o n  e in m a l  
m i t  d e n  a n d e r e n  d e u t s c h e n  T o p - U n t e r n e h m e n  z u  v e r g l e i c h e n  ( S t ic h w o r t :  B e n c h m a r k i n g )  u n d  g e g e b e n e n f a l l s  
w e i t e r  z u  o p t i m ie r e n .
A l le  e r h a l t e n e n  I n f o r m a t io n e n  w e r d e n  s e lb s tv e r s t ä n d l i c h  a b s o lu t  v e r t r a u l i c h  b e h a n d e l t  u n d  n u r  in  
z u s a m m e n g e f a ß t e r  F o r m  a b s c h l i e ß e n d  p r ä s e n t ie r t .  J e  m e h r  F r a g e b ö g e n  a u s g e f ä l l t  w e r d e n ,  u m  s o  
a u s s a g e k r ä f t i g e  w e r d e n  n a t ü r l i c h  d i e  E r g e b n i s s e ,  d i e  w i r  I h n e n  z u r  V e r f ü g u n g  s t e l l e n  k ö n n e n  -  a l s o  d e n  
F r a g e b o g e n  a m  b e s t e n  s o f o r t  a u s f ü l l c n  u n d  b i t te  b i s  E n d e  N o v e m b e r  a n  H e r r n  R ic h te r  z u r ü c k s e n d e n ;  
V o r a b t e s t s  h a b e n  e r g e b e n ,  d a ß  S ie  n i c h t  m e h r  a l s  e t w a  2 5  M in u te n  z u m  A u s f ä l l e n  b e n ö t i g e n  w e r d e n .
W i r  h o f f e n  a u f  I h r e  M i th i l f e  b e i  d i e s e m  P r o je k t  u n d  m ö c h te n  u n s  b e r e i t s  v o r a b  b e i  I h n e n  g a n z  h e r z l i c h  f ä r  I h r e  
M ü h e  b e d a n k e n .
M it  f r e u n d l i c h e n  G r ü ß e n
D r .  V iv i e n n e  S h a w  
L e c tu re r
M a r k e t in g  & S t r a t e g ie  M a n a g e m e n t  G r o u p
T o b i a s  R ic h te r  
D o c to ra l R esea rc h e r
M a r k e t in g  &  S t r a t e g ie  M a n a g e m e n t  G r o u p
APPENDIX 
H I
Questionnaire
M A R K E T I N G  M I X  S T A N D A R D I S A T I O N  IN I N T E R N A T I O N A L  M A R K E T I N G
G E N E R A L  C O M P A N Y  B A C K G R O U N D
C o m p a n y  N a m e : ............................................................................................................
1. W h a t  a r e  t h e  m a i n  p r o d u c t s  o r  s e r v i c e s  o f  y o u r  c o m p a n y ?  .
2 . N u m b e r  o f  e m p l o y e e s  ( w o r l d w i d e ) ?
le s s  th a n  1.0 0 0 □ 1 . 0 0 1 - 5 .0 0 0 □ 5 .0 0 1 - 1 0 .0 0 0
o v e r  1 0 0 .0 0 0  □
3 . W h ic h  o f  t h e  f o l l o w i n g  b e s t  d e s c r i b e s  y o u r  c o m p a n y ?
A G “ j G m b H  £ K G □ O H G
□
□
1 0 .0 0 1 - 5 0 .0 0 0
e .G .
4 .  W h a t  is  y o u r  m a r k e t  s h a r e  ( G e r m a n y ) ?
le s s  th a n  1 0 % □ 11% - 20% □ 2 1 % - 3 0 % □ □4 1 % - 5 0 %
□
□
□
5 0 .0 0 1 - 1 0 0 . o Q
o t h e r  ..........................
( p l e a s e  s p e c i f y )
51  %  o r  o v e r3 1 % - 4 0 %
5 . W h ic h  o f  t h e  f o l l o w i n g  s t a t e m e n t s  b e s t  d e s c r i b e s  y o u r  c o m p a n y 's  p o s i t i o n  in  G e r m a n y ?
O u r  c o m p a n y  is  t h e  m a r k e t  l e a d e r  j | O u r  c o m p a n y  is  c h a l l e n g in g  f o r  t h e  m a r k e t  l e a d e r  p o s i t io n
O u r  c o m p a n y  h a s  a n  a v e r a g e  m a r k e t  p o s i t io n  j j O u r  c o m p a n y  h a s  a  w e a k  m a r k e t  p o s i t io n
6 . W h a t  p e r c e n t a g e  o f  y o u r  c o m p a n y 's  t u r n o v e r  d o  y o u r  i n t e r n a t i o n a l  a c t i v i t i e s  g e n e r a t e ?
□
le s s  th a n  1 0 % □ I i%-2o% □ 2 1 % -30% 3 1 % - 4 0 %  4 1 % - 5 0 %  £ 51 %  o r  o v e r □
7 . H o w  w o u l d  y o u  d e s c r i b e  t h e  o r i e n t a t i o n  o f  y o u r  c o m p a n y  t o  o v e r s e a s  m a r k e t s  i n  g e n e r a l ?  ( p l e a s e  c i r c l e )
S t ra te g ie s  a r e  d e v e lo p e d  p r i m a r i l y  1 
fo r  t h e  h o m e  m a r k e t
2 3 4 5 S t r a t e g ic s  a r c  m o d i f i e d  s ig n i f i c a n t l y  to  
m e e t  o v e r s e a s  r e q u i r e m e n t s
S t ra te g ie s  a r e  d e v e lo p e d  p r i m a r i l y  1 
fo r  s p e c i f ic  r e g io n s  ( e .g .  E u r o p c .A s i a )
2 3 4 5 S t r a t e g ie s  a r e  p r im a r i l y  d e v e lo p e d  to  
m e e t  o n e  w o r l d - w id e  s t a n d a r d
P r o d u c ts  a re  s ta n d a r d is e d  w o r l d - w id e  1 2 3 4 5 P r o d u c t s  a r c  a d a p te d  t o  l o c a l  p r e f e r e n c e s
P r ic e s  a re  s t a n d a r d is e d  w o r l d - w i d e  1 2 3 4 5 P r ic e s  a r e  a d a p te d  to  l o c a l  p r e f e r e n c e s
P r o m o t io n  a c t iv i t i e s  a r e  s t a n d a r d i s e d  1 
w o r ld -w id e
2 3 4 5 P r o m o t io n  a c t i v i t i e s  a r e  a d a p te d  to  lo c a l  
p r e f e r e n c e s
D i s t r ib u t io n  a c t iv i t i e s  a r e  s ta n d a r d is e d  1 
w o r ld -w id e
2 3 4 5 D i s t r i b u t i o n  a c t i v i t i e s  a r e  a d a p te d  to  lo c a l  
p r e f e r e n c e s
P e r f o r m a n c e  c r i t e r i a  a r e  s e t  b y  1 
h e a d q u a r t e r s
2 3 4 5 P e r f o r m a n c e  c r i t e r i a  a r e  s e t  l o c a l ly
S t ra te g ic  d e c i s i o n s  a r c  f u l l y  1 
c e n tr a l i s e d
2 3 4 5 S t r a t e g ic  d e c i s i o n s  a r e  c o m p le te ly  
d e c e n t r a l i s e d
8 . W i t h  r e g a r d  to  t h e  f o l l o w i n g  f a c t o r s  p l e a s e  r a t e  y o u r  c o m p a n y ’s  p e r f o r m a n c e  in  t h e  G e r m a n  m a r k e t  o v e r  t h e  p a s t  
t h r e e  y e a r s .  (1  =  v e r y  u n s u c c e s s f u l ,  5  =  h i g h ly  s u c c e s s f u l )
M a rk e t  S h a r e  I 2  3 4  5
T u r n o v e r  1 2  3 4  5
N e t  P r o f i t  1 2  3  4  5
R e tu rn  o n  I n v e s tm e n t  1 2  3  4  5
C u s to m e r  S a t i s f a c t io n  1 2  3  4  5
□
 □
9 . W i t h  r e g a r d  t o  t h e  f o l l o w i n g  f a c t o r s  p l e a s e  r a t e  y o u r  c o m p a n y 's  w o r l d - w i d e  p e r f o r m a n c e  o v e r  t h e  p a s t  3  y e a r s .  
( I  =  v e r y  u n s u c c e s s f u l ,  5  =  h i g h ly  s u c c e s s f u l )
M a rk e t  S h a r e 1 2 3 4 5
T u r n o v e r 1 2 3 4 5
N e t P r o f i t 1 2 3 4 5
R e tu r n  o n  I n v e s tm e n t 1 2 3 4 5
C u s t o m e r  S a t i s f a c t io n 1 2 3 4 5
1 0 . H o w  i m p o r t a n t  a r e  t h e  f o l l o w i n g o v e r s e a s  m a r k e t s  t o  t h e  c u r r e n t  f i n a n c i a l  p e r f o r m a n c e  o f  v o u r  c o m p a n y ?
(1 =  n o t  i m p o r t a n t ;  5  =  v e r y  i m p o r t a n t )
c o u n t r y  s e r v e d  ( p l e a s e  t ic k )
F r a n c e O  y e s O  n o 1 2 3 4 5
U K O  y e s O  n o 1 2 3 4 5
I ta ly O  y e s O  n o 1 2 3 4 5
o t h e r  E U  m e m b e r  s ta te s O  y e s O  n o 1 2 3 4 5
o t h e r  E u r o p e a n  c o u n t r i e s O  y e s O  n o 1 2 3 4 5
N o r th  A m e r i c a  ( U S A /C a n a d a ) O  y e s O  n o 1 2 3 4 5
S o u t h /C e n t r a l  A m e r ic a O  y e s O  n o 1 2 3 4 5
J a p a n O  y e s O  n o 1 2 3 4 5
C h i n a O  y e s O  n o 1 2 3 4 5
o t h e r  A s ia n O  y e s O  n o 1 2 3 4 5
A u s t r a l ia / N e w  Z e a la n d O  y e s O  n o 1 2 3 4 5
A f r ic a O  y e s O  n o 1 2 3 4 5
o t h e r  ( p le a s e  s p e c i f y ) :  ................................. 1 2 3 4 5
1 1 . H o w  i m p o r t a n t  a r e  t h e  f o l l o w i n g  o v e r s e a s  m a r k e t s  l ik e lv  t o  h e  i n  t h e  n e x t  1 0  y e a r s  w i t h  r e t a r d  t o t h e  f i n a
p e r f o r m a n c e  o f  y o u r  c o m p a n y ?  (1 = n o t  i m p o r t a n t ;  5  =  v e r y  i m p o r t a n t )
F r a n c e 1 2 3 4 5
U K 1 2 3 4 5
I ta ly 1 2 3 4 5
o t h e r  E U  m e m b e r  s ta te s 1 2 3 4 5
o t h e r  E u r o p e a n  c o u n t r i e s 1 2 3 4 5
N o r th  A m e r i c a  ( U S A /C a n a d a ) 1 2 3 4 5
S o u t h /C e n t r a l  A m e r ic a 1 2 3 4 5
J a p a n 1 2 3 4 5
C h i n a 1 2 3 4 5
o t h e r  A s ia n 1 2 3 4 5
A u s t r a l ia / N e w  Z e a la n d 1 2 3 4 5
A f r ic a 1 2 3 4 5
o t h e r  ( p le a s e  s p e c i f y ) :  ................................. 1 2 3 4 5
P L E A S E  S E L E C T  O N E  O F  T H E S E  M A R K E T S  A N D  R E F E R  T O  T H I S  M A R K E T  O N L Y  W H E N  A N S W E R I N G  
T H E  F O L L O W I N G  Q U E S T I O N S .  P L E A S E  S E L E C T  T H E  O V E R S E A S  M A R K E T  Y O U  A R E  M O S T  F A M I L I A R  
W I T H .  ( I F  Y O U  D O  N O T  O P E R A T E  IN  A N  O V E R S E A S  M A R K E T  P L E A S E  N E G L E C T  T H E  F O L L O W I N G . )
1 2 . W h i c h  o v e r s e a s  m a r k e t  w o u l d  y o u  l ik e  to  r e f e r  t o  i n  t h i s  s t u d y ?  .....................................................................................................
F o r  p u r p o s e s  o f  t h i s  s t u d y  c o u l d  y o u  p l e a s e  a l s o  s e l e c t  o n e  p r o d u c t  o r  s e r v i c e  c a t e g o r y  a n d  i n d i c a t e  b e lo w  w h i c h  o n e  
y o u  h a v e  c h o s e n .  P l e a s e  s e le c t  t h e  p r o d u c t  o r  s e r v i c e  w h i c h  y o u  a r e  m o s t  f a m i l i a r  w i t h .
I n  t h i s  s t u d y  I w o u l d  l ik e  t o  r e f e r  t o  t h e  f o l l o w i n g  p r o d u c t  o r  s e r v i c e  c a t e g o r y :  ( p l e a s e  n a m e  o n e ) ...........................................
B A C K G R O U N D  T O  S P E C I F I C  O V E R S E A S  M A R K E T  S E L E C T E D
1 3 . N u m b e r  o f  e m p l o y e e s  i n  y o u r  s e l e c t e d  m a r k e t ?
l e s s  t h a n  10
5 . 0 0 1 - 1 0 .0 0 0
5 1 - 1 0 0
□  □
I------1 1 0 .0 0 1  a n d  o v e r
1 1 0 1 - 5 0 0  I 5 0 1 - 1 .0 0 0 . 0 0 1 - 2 .5 0 0 1 2 . 5 0 1- 5 .0 0 0
0 - 5 % □  6%-10% □ 11 %-2()%
1 5 . W h a t  is  y o u r  m a r k e t  s h a r e  i n  t h e  c h o s e n  o v e r s e a s  m a r k e t ?
l e s s  th a n  1 0 % | I I %-20%o 2 1 % -iO " / 3 l % - 4 0 %
□ 31 % - 4 0 %  J o v e r  4 0 %  £
□ 4  i % - 5 0 %  [ 5 0 %  o r  o v e r  |
16. H ow  d o  y o u  o p e r a t e  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t?
W h o lly  o w n e d  S u b s i d i a r y  □  D i s t r i b u to r  □  B y  F r a n c h i s in g  □  D ir e c t  E x p o r t  Q )
M a jo r ity  E q u i ty  J o i n t  V e n tu r e  q  M in o r i ty  E q u i t y  J o in t  V e n tu r e  q  o t h e r  ( p l e a s e  s p e c i f y ) .......................
17. W h ic h  o n e  o f  th e  fo llo w in g  b e s t d e s c r ib e s  y o u r  level o f  a c t iv i ty  in  y o u r  c h o s e n  o v e rs e a s  m a r k e t?
m a n u f a c tu r in g  □  s a le s  o p e r a t i o n s  □  s e r v i c e  o p e r a t i o n s  □  s a le s  a n d  s e r v i c e  o p e r a t i o n  □  d i s t r i b u t io n  □  
o th c r ( p le a s e  s p e c i f y ) ..................................................................................................
18. I lo w  s u c c e s s fu l  h a s  y o u r  c o m p a n y  b e e n  in  y o u r  c h o s e n  m a r k e t  in  th e  la s t  th r e e  y e a rs  w i th  r e g a r d  to  y o u r  
o b je c tiv e s ?  ( I  =  v e r y  u n s u c c e s s fu l ,  5 =  h ig h ly  s u c c e s s fu l)  ( p l e a s e  t ic k  i f  n o t  a p p l i c a b le )
M a rk e t S h a r e 1 2 3  4 5 O
T u r n o v e r 1 2 3  4 5 O
S a le s  G r o w th 1 2 3  4 5 o
N e t P r o f i t 1 2 3  4 5 o
R e tu rn  o n  I n v e s t m e n t 1 2 3  4 5 o
C u s to m e r  S a t i s f a c t i o n 1 2 3  4 5 o
19. H ow  s u c c e s s fu l  h a s  y o u r  c o m p a n y  
c o m p e ti to r s ?  (1 =  v e ry  u n s u c c e s s fu l ,  5
b e e n  in  y o u r  c h o s e n  
= h ig h ly  s u c c e s s fu l)
m a rk e t  in  th e  la s t th r e e  y e a r s  b y  c o m p a r is o n  w i th  y o u r
( p l e a s e  t ic k  i f  n o t  a p p l i c a b le )
M a rk e t  S h a r e 1 2 3  4 5 ( )
T u r n o v e r 1 2 3  4 5 o
S a le s  G r o w th 1 2 3  4 5 o
N e t P r o f i t 1 2 3 4 5 o
R e tu rn  o n  I n v e s t m e n t 1 2 3 4 5 o
C u s to m e r  S a t i s f a c t i o n 1 2 3 4 5 o
A S E E a : S O E  | H E  O V E R S E A S  M A R K E T  A N D  Y O U R  C U S T O M E R S
20. H ow  w o u ld  y o u  d e s c r ib e  th e  c h a r a c te r is t ic s  o f  y o u r  c u s to m e r s  in 
c u s to m e rs  in  th e  G e r m a n  m a r k e t?  ( 1= id e n tic a l ;  5 = h ig h ly  d if f e re n t)
y o u r  c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e d  w i th  th e
th e  w a y  c u s t o m e r s  p u r c h a s e 1 2 3 4 5
th e  b u y in g  c r i t e r i a  a d o p te d  b y  c u s to m e r s 1 2 3 4 5
f r e q u e n c y  o f  p u r c h a s e s 1 2 3 4 5
c u s to m e r  b a r g a i n in g  p o w e r 1 2 3 4 5
d e g r e e  o f  q u a l i t y  c o n s c i o u s n e s s 1 2 3 4 5
c u s to m e r  n e e d s 1 2 3 4 5
lo y a l ty  t o w a r d s  y o u r  p r o d u c t s 1 2 3 4 5
lo y a l ty  t o w a r d s  t h e  d i s t r ib u t io n  c h a n n e l 1 2 3 4 5
p r ic e  s e n s i t iv i ty 1 2 3 4 5
g e o g r a p h ic  c o n c e n t r a t i o n  o f  c u s to m e r s 1 2 3 4 5
21. H ow  w o u ld  y o u  d e s c r ib e  th e  s o c io -c u ltu ra l  c h a r a c t e r i s t i c s  in  y o u r  
G e rm a n  m a r k e t ?  ( 1=  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t )
c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e d  w i th  th e
( p le a s e  t ic k  i f  n o t  a p p l i c a b l e )
l a n g u a g e 1 2 3 4 5 o
a g e  s t r u c tu r e  o f  p o p u la t i o n 1 2 3 4 5 o
ty p ic a l  s iz e  o f  h o u s e h o ld s 1 2 3 4 5 o
i n c o m e  d i s t r i b u t i o n 1 2 3 4 5 o
life  s ty le 1 2 3 4 5 o
e d u c a t io n a l  l e v e l  o f  m a n a g e m e n t 1 2 3 4 5 o
sk il l  l e v e l  o f  w o r k f o r c e 1 2 3 4 5 o
in d u s t r ia l  s t r u c tu r e 1 2 3 4 5 o
22. H o w  w o u ld  y o u  d e s c r ib e  th e  e c o n o m ic  f a c to r s  
m a r k e t?  ( 1=  h ig h ly  s im i la r ;  5  =  h ig h ly  d if f e re n t)
o f  y o u r ch o se n o v e r s e a s i im rk e t in c o m p a r is o n  to  th e  G e r m a n
G D P 1 2 3 4 5
G D P  g r o w t h  r a t e 1 2 3 4 5
U n e m p lo y m e n t  r a te 1 2 3 4 5
I n f la t io n  r a te 1 2 3 4 Î
C u s to m e r  P u r c h a s i n g  P o w e r 1 2 3 4 5
I n te r e s t  R a te s 1 2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
23. H o w  w o u ld  y o u  d e s c r ib e  th e  p o li t ic a l  e n v i r o n m e n t  o f  y o u r  c h o s e n  o v e r s e a s  m a r k e t  in  c o m p a r is o n  to  th e  G e r m a n  
m a rk e t?  (1 =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t)
P o l i t ic a l  s y s te m  I
P o l i t ic a l  s ta b i l i ty  1
F o r e ig n  p o l ic y  1
F i s c a l /m o n e ta r y  p o l i c y  1
L e v e l o f  V A T  t a x  1
G o v e r n m e n t  i n te r v e n t i o n  in  c o r p o r a t e  b u s in e s s  I 
C o r p o r a t io n  ta x  1
24. H ow  w o u ld  y o u  d e s c r ib e  th e  p h y s ic a l  e n v i r o n m e n t  o f  y o u r  c h o s e n  o v e r s e a s  m a r k e t  in  c o m p a r is o n  to  th e  G e r m a n  
m a rk e t?  ( I  =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t)
c l im a te  1
to p o g r a p h y  1
a v a i l a b i l i t y  o f  r a w  m a t e r i a l s  1
a v a i l a b i l ty  o f  h u m a n  r e s o u r c e s  1
a c c e s s  t o  t e c h n o lo g y  1
m a rk e t?  (1 =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t)
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
o f  y o u r c h o s e n o v e r s e a s m a r k e t
L e g a l s y s te m  in  g e n e r a l 1 2 3 4 5
L a b o u r  p r o te c t io n  la w s 1 2 3 4 5
S o c ia l  la w s 1 2 3 4 5
P a te n t / c o p y r ig h t  p r o te c t i o n 1 2 3 4 5
E n v i r o n m e n ta l  l a w s 1 2 3 4 5
A d v e r t i s in g  la w s 1 2 3 4 5
E m p lo y m e n t  l a w s 1 2 3 4 5
C o m p a n y  L a w s 1 2 3 4 5
P a c k a g in g  L a w s 1 2 3 4 5
P r ic in g  L a w s 1 2 3 4 5
S h o p p in g  L a w s 1 2 3 4 5
26. In  c o m p a r is o n  to  th e  G e r m a n m a r k e t  h o w  e a sy  is  i t  to  s e t u p  a  <c o m p a n y  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  ?
(1 =  v e ry  e a sy ; 5  =  v e ry  d if f ic u lt ) 1 2 3 4 5
27. H o w  w o u ld  y o u  d e s c r ib e  th e  m a r k e t in g  s t r u c t u r e  o f  y o u r  c h o s e n  o v e r s e a s  m a r k e t  in  c o m p a r is o n  w ith  th e  G e r m a n  
m a rk e t?  ( I  =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t)
r a n g e  o f  y o u r  o f f e r e d  p r o d u c t s  
r e ta i l  p r ic e s  o f  y o u r  p r o d u c t  r a n g e  
a v a i la b i l i ty  o f  m e d ia  
a c c e s s  t o  t e l e v is io n s  
a c c e s s  to  r a d io s  
a c c e s s  to  p r in t e d  p u b l i c a t i o n s  
a c c e s s  to  th e  in te r n e t  
a v a i l a b i l i t y  o f  d i s t r i b u t io n  c h a n n e l s  
c u s to m e r  a c c e s s  t o  d i s t r i b u t io n  c h a n n e l s  
r a t i o  o f  sm a l l  t o  b i g  d i s t r i b u t io n  c h a n n e l s  
a v a i l a b i l i t y  o f  s k i l l e d  m a r k e te r s  
a v a i l a b i l i t y  o f  a d v e r t i s i n g  a g e n c i e s
28. D o y o u  w o r k  w i th  th e  s a m e  a d v e r t i s in g  a g e n c y  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  a s  y o u  d o  in  th e  G e r m a n  m a r k e t?
Y es O  N o  O
29. H o w  w o u ld  y o u  d e s c r ib e  th e  s ta g e  o f  th e  p r o d u c t  life  c y c le  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e d  w i th  th e
G e r m a n  m a r k e t?  h i g h ly  s im i l a r  1 2  3  4  5  h i g h ly  d i f f e r e n t
3 0 .  In  g e n e ra l ,  h o w  w o u ld  y o u  d e s c r ib e  y o u r  p r o d u c t / s e r v ic e  p o s i t io n in g  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e d
w ith  th e  G e r m a n  m a r k e t?  ( I  =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t )
h i g h ly  s im i l a r  1 2  3  4  5  h ig h ly  d i f f e r e n t
3 1 .  H o w  w o u ld  y o u  d e s c r ib e  y o u r  p r o d u c t /s e r v ic e  p o s i t io n in g  w i th  r e g a r d  to  t h e  fo llo w in g  in  y o u r  c h o s e n  o v e rs e a s  
m a r k e t  c o m p a re d  w i th  th e  G e r m a n  m a r k e t?  (1 =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t )
p r ic e  1 2  3  4  5
q u a l i t y  1 2  3  4  5
s e r v i c e  1 2  3  4  5
im a g e  1 2  3  4  5
3 2 .  In  g e n e ra l  h o w  w o u ld  y o u  d e s c r ib e  y o u r  t a r g e t  c u s to m e r s  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e d  w ith  th e  
G e r m a n  m a r k e t?
highly  similar highly different
3 3 . | |» w  w o u ld  y o u  d e s c r ib e  y o u r  t a r g e t  c u s to m e r  w ith  r e g a r d  to  t h e  fo llo w in g  in  y o u r  c h o s e n  o v e rs e a s  m a r k e t  
c o m p a re d  w i th  th e  G e r m a n  m a r k e t ?  ( I  =  h ig h ly  s im i la r ;  5  =  h ig h ly  d i f f e r e n t )
g e o g r a p h ic  c o n c e n t r a t i o n  o f  c u s to m e r s  I
d e m o g r a p h ic  p r o f i l e  o f  c u s to m e r  I
b e h a v io u r a l  p r o f i l e  o f  c u s to m e r  ( c .g .  u s a g e  r a t e )  I
p s y c h o g r a p h ic  p r o f i l e  o f  c u s to m e r  ( c .g .  l i f e s ty l e )  I 2
n o t  a t  a l l  c o m p e t i t iv e I
2 3 4 5
2 3 4 5
2 3 4 5
3 4 5
c h o s e n  o v e r s e a s  m a r k e t?
2 3 4 5 h i g h ly  c o m p e t i t i v e
3 5 . H ow  d o e s  th e  le v e l o f  c o m p e t i t io n  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  c o m p a r e  w i th  th e  c o m p e ti t io n  in  th e  G e r m a n  
m a rk e t?  ( 1= m u c h  lo w e r ;  5  =  m u c h  h ig h e r )
m u c h  lo w e r  1 2  3  4  5  m u c h  h i g h e r
3 6 . W h a t is  th e  n a t u r e  o f  y o u r  m a in  c o m p e t i to r ?
m a i n l y  lo c a l  c o m p a n i e s  1 2  3 4  5  o t h e r  f o re ig n  f i r m s
3 7 . I f  y o u r  m a in  c o m p e t i to r  in  y o u r  c h o s e n  m a r k e t  is  a n o t h e r  f o r e ig n  c o m p a n y ,  w h e r e  is it f ro m ?
U n i te d  K in g d o m  F r a n c e  □  I ta ly  □  G e r m a n y  □  o t h e r  E U  s t a t e s  □  o t h e r  E u r o p e a n  c o u n t r i e s  □
N o r th  A m e r i c a  ( U S A  /  C a n a d a ) q  S o u th  A m e r i c a  q  J a p a n  q  o t h e r  A s i a n  q  o t h e r  ( p le a s e  s p e c i f y ) ............................
3 8 . W h ic h  o n e  o f  th e  fo l lo w in g  s ta te m e n ts  b e s t d e s c r ib e s  y o u r  c o m p a n y 's  p o s i t io n  w i th  r e g a r d  to  i ts  m a rk e t  s h a r e  in  
y o u r  c h o se n  o v e r s e a s  m a r k e t?
O u r  c o m p a n y  is  t h e  m a r k e t  l e a d e r  j j O u r  c o m p a n y  is  c h a l l e n g in g  f o r  t h e  m a r k e t  l e a d e r  p o s i t io n
O u r  c o m p a n y  h a s  a n  a v e r a g e  m a r k e t  p o s i t io n  j j O u r  c o m p a n y  h a s  a  w e a k  m a r k e t  p o s i t io n
3 9 . W h ic h  o n e  o f  th e  fo l lo w in g  b e s t  d e s c r ib e s  y o u r  c o m p a n y 's  o r i e n t a t i o n  to  y o u r  c h o s e n  h o m e  m a r k e t?
T h e  c h o s e n  o v e r s e a s  m a r k e t  is  ( a s  a n y  f o re ig n  m a r k e t )  a s  im p o r t a n t  t o  u s  a s  o u r  G e r m a n  h o m e  m a r k e t  
( ) u r  c o m p a n y  p r im a r i ly  c o n s id e r s  t h e  lo c a l  p r e f e r e n c e s  o f  th e  w i d e r  g e o g r a p h i c a l  r e g io n  o f  t h e  c h o s e n  o v e r s e a s  m a r k e t  
O u r  c o m p a n y  p r im a r i ly  a d a p t s  s t r a te g i c s  o r ig i n a l l y  d e v e lo p e d  f o r  t h e  G e r m a n  m a r k e t  t o  t h e  c h o s e n  o v e r s e a s  m a r k e t  
O u r  c o m p a n y  p r im a r i ly  c o n c e n t r a t e s  o n  th e  G e r m a n  h o m e  m a r k e t  -  t h e  c h o s e n  o v e r s e a s  m a r k e t  is  o f  m in o r  i m p o r ta n c e
4 0 . H ow  w o u ld  y o u  d e s c r ib e  y o u r  c o m p a n y 's  o r g a n i s a t io n  in  y o u r  c h o s e n  o v e rs e a s  m a r k e t?
□
□
□
□
□
v e ry  f l e x i b le  1 2 3 4 5 v e ry  in f l e x ib l e
v e ry  i n f o r m a l  1 2 3 4 5 v e ry  h ie r a r c h i c a l
v e ry  l o o s e  c o n t r o l  1 2 3 4 5 t ig h t  c o n t r o l
d e c e n t r a l i s e d  c o n t r o l  1 2 3 4 5 c e n t r a l i s e d  c o n tr o l
d e c e n t r a l i s e d  p l a n n i n g  1 2 3 4 5 c e n t r a l i s e d  p la n n in g
4 1 . H ow  w o u ld  v o u  d e s c r ib e  th e  fo llo w im ; c h a r a c te r i s t i c s  o f  v o u r  p r o d u c t s  /  s e rv ic e s  in  v o u r  c h o s e n  o v e rs e a s  m a r k e t  in 
c o m p a r is o n  to  th e  G e r m a n  m a r k e t?  (1 =  id e n t ic a l ;  5  =  h ig h ly  d i f f e r e n t )
( p le a s e  t ic k  i f  n o t  a p p l i c a b l e )
p r o d u c t / s c r v ic e  f e a tu r e s  1 2 3 4 5 O
b r a n d  n a m e  1 2 3 4 5 O
p r o d u c t / s c r v ic e  d e s ig n  1 2 3 4 5 o
p r o d u c t / s c r v ic c  q u a l i t y  1 2 3 4 5 o
p r o d u c t / s c r v ic c  im a g e  1 2 3 4 5 o
p r o d u c t / s e r v ic e  p a c k a g in g  1 2 3 4 5 o
p r o d u c t / s c r v ic c  l a b e l l i n g  1 2 3 4 5 o
a f t e r - s a le s  s e r v i c e  1 2 3 4 5 o
w a r r a n t ie s  | 2 3 4 5 o
42. l i o n  w o u ld  y o u  d e s c r ib e  y o u r  n r lc iii i!  s t r a t e g y  In  y o u r  c h o s e n  o v e rs e a s  m a r k e t  in  c o m p a r is o n  to  th e  G e r m a n  
m a rk e t'. ' ( I  id e n t ic a l ;  i  -  h ig h ly  d i f f e r e n t)
( p le a s e  t ic k  i f  n o t  a p p l i c a b l e )
price ch a rg e d  to  e n d -u s e r  I
p rice  ch a rg e d  to  d e a le r  I
p ric in g  m e th o d  to  e n d -u s e r  I
p ric in g  m e th o d  to  d e a le r  I
price d isc o u n ts  to  e n d -u s e rs  1
price d isc o u n ts  to  d e a le rs  I
cred it te rm s  to  e n d -u s e rs  I
cred it te rm s to  d e a le rs  I
4 3 . I lo w  w o u ld  y o u  d e s c r ib e  th e  c h a r a c t e r i s t i c s  o f  y o u r  d i s t r i b u t io n  a p p r o a c h  in 
c o m p a r is o n  to  th e  G e r m a n  m a r k e t?  (1 =  id e n t ic a l ;  5  =  h ig h ly  d i f f e r e n t )
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
2 3 4 5 o
y o u r  c h o s e n  o v e r s e a s  m a r k e t  in  
(p le a se  tic k  i f  n o t a p p lic a b le )
g eo g rap h ic  c o n c e n tra t io n  o f  d is tr ib u tio n  o u t le ts  1 2 3 4 5 o
c h a n n e l(s )  o f  d is tr ib u tio n  1 2 3 4 5 o
task s  o f  th e  sa le s fo rc e  1 2 3 4 5 o
o rg an isa tio n  o f  sa le s  r e g io n s  1 2 3 4 5 o
m an ag em en t o f  s a lc s fo rc e  1 2 3 4 5 o
b arg a in in g  p o w e r  o f  d e a le rs /re ta ile r s  1 2 3 4 5 o
4 4 . I lo w  w o u ld  y o u  d e s c r ib e  th e  c h a r a c t e r i s t i c s  o f  y o u r  p ro m o t io n  a c t iv i t ie s  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  in  
c o m p a r is o n  to  th e  G e r m a n  m a r k e t ?  ( I  =  id e n t ic a l ;  5  =  h ig h ly  d i f f e r e n t)
(p le a se  tic k  if  n o t a p p lic a b le )
ro le  o f  a d v e rtis in g  in g e n e ra l 1 2 3 4 5 O
ad v e rtis in g  m e ssag e 1 2 3 4 5 O
ad v e rtis in g  a g e n cy  u sed 1 2 3 4 5 o
m ed ia  b u d g e t a llo c a tio n 1 2 3 4 5 o
use o f  T V  a d v e rtis e m e n t 1 2 3 4 5 o
use o f  p rin ted  a d v e rt is in g 1 2 3 4 5 o
use o f  rad io  a d v e rt is in g 1 2 3 4 5 o
use o f  th e  in te rn e t 1 2 3 4 5 o
app ro ach  to  p u b lic  re la tio n s 1 2 3 4 5 o
types o f  sa le s  p ro m o tio n 1 2 3 4 5 o
use  o f  d isp la y  m a te ria ls 1 2 3 4 5 o
use o f  free  sam p les 1 2 3 4 5 o
use o f  sp ec ia l ev e n ts , sp o n so r in g 1 2 3 4 5 o
use o f  c u s to m e r  tra in in g 1 2 3 4 5 o
use o f  p e rso n a l s e llin g 1 2 3 4 5 o
45. D o y o u  s u p p ly  p r o m o t io n  m a t e r i a l s  f r o m  th e  h e a d q u a r t e r s  to  y o u r  c h o s e n  o v e r s e a s  m a r k e t?
a lw a y s  1 2  3 4  5 n e v e r
46 . T o  w h a t  e x te n t  d o e s  y o u r  o p e r a t i o n  in  y o u r  c h o s e n  o v e r s e a s  m a r k e t  h a v e  r e s p o n s ib i l i ty  f o r  m a k in g  th e  fo llo w in g  
m a rk e tin g  d e c is io n s ?  ( I = s e t  b y  h e a d q u a r t e r s ,  2 = s e t  p r im a r i l y  b y  h e a d q u a r t e r s ,  3 = r e s p o n s ib i l i ty  e q u a l ly  s h a r e d  
b e tw e e n  h e a d q u a r te r s /o v e r s e a s  o p e r a t i o n ,  4 = se t p r im a r i l y  b y  o v e r s e a s  o p e r a t i o n ,  5 = se t b y  o v e r s e a s  o p e r a t io n )
se ttin g  m a rk e tin g  o b je c tiv e s 1 2 3 4 5
m a rk e tin g  p la n n in g  1 2 3 4 5
se ttin g  sa le s  ta rg e ts 1 2 3 4 5
b u d g e tin g 1 2 3 4 5
a d a p tin g  p ro d u c ts /se rv ic e s  to  lo c a l n e e d s 1 2 3 4 5
n ew  p ro d u c t d e v e lo p m e n t 1 2 3 4 5
d e c id in g  w h ich  p ro d u c ts  to  sell 1 2 3 4 5
p ric in g  p o licy 1 2 3 4 5
d is tr ib u tio n  p o licy 1 2 3 4 5
d es ig n  o f  p ro m o tio n  ac tiv itie s 1 2 3 4 5
se ttin g  p e rfo rm a n c e  c r i te r ia 1 2 3 4 5
c o n tro llin g  m a rk e tin g  p e rfo rm a n c e 1 2 3 4 5
ap p o in tm e n t o f  m a rk e tin g  p e rs o n n e l 1 2 3 4 5
in p u t in to  s tra teg ic  p la n n in g  o f  c o m p a n y 1 2 3 4 5
T H A N K  Y O U  V E R Y  M P C  I I  F O R  Y O U R  C’O - O P K R A T I O I N
If yo u  w o u ld  like to  a  su m m a ry  o f  t h e  f in d in g s  o f  th is  s tu d y  p le a se  a tta c h  y o u r  b u s in e s s  c a rd  to  th is  q u e s tio n n a ire .
IAPPENDIX 
li 2
Cernían Translation of the 
Questionnaire
M A R K E T I N G M I X  S T A N D A R D I S I E R U N G  I M  I N T E R N A T I O N A L E N  M A R K E T I N G  (D )
G E N E R E L L E  F I R M E N I N F O R M A T I O N E N  
F irm e n  N a m e : ....................................................................................................................
1. VVas is t d e r  p r im ä r e n  P r o d u k t /S e r v i c e b e r e ic h  I h r e r  F i r m a ? .....................
2 .  B e s c h ä f t ig te  ( w e l tw e i t ) ?
w e n ig e r  a ls  1 .0 0 0  Q  1 . 0 0 1 - 5 . 0 0 0  5 . 0 0 1 - 1 0 .0 0 0  ^
m e h r  a l s  1 0 0 .0 0 0  □
3 . W e lc h e  d e r  fo lg e n d e n  R e c h ts f o r m e n  b e s c h r e ib t  Ih r e  F i r m a  a m  b e s te n ?
A G  Q  G m b H  K G  Q  O H G
1 0 .0 0 1 - 5 0 .0 0 0 □ 5 0 .0 0 1 - 1 0 0 .0 0 0 □
a n d e r e ..............................
( b i t te  s p e z i f i z i e r e n )e °  □
4 . W ie  h o ch  is t d e r  M a r k t a n t e i l  I h r e r  F i r m a  ( in  D e u ts c h la n d )?
w e n ig e r  a ls  1 0 %  j— | 1 1 % - 2 0 %  j------ 1 2 1 % - 3 0 %  j----- j 3 1 % - 4 0 %  j-------j 4 1 % - 5 0 %  j-----j 5 1 %  o d e r  m e h r
5. W e lc h e  d e r  fo lg e n d e n  A u s s a g e n  b e s c h r e ib t  d ie  M a r k tp o s i t io n  I h r e r  F i rm a  in  D e u ts c h l a n d  a m  b e s te n ?
U n s e r e  F irm a  is t  M a r k t f u h r e r  □  U n s e r e  F i r m a  f o r d e r t  d e n  M a r k t f ü h r e r  h e r a u s
U n s e r e  F i rm a  h a t  e in e  d u r c h s c h n i t t l i c h e  M a r k t p o s i t io n  | | U n s e r e  F i r m a  h a t  e i n e  s c h w a c h e  M a r k t p o s i t i o n
6 . W ie  h o ch  is t d e r  p r o z e n t u a l e n  U m s a tz a n te i l ,  d e n  d ie  i n t e r n a t io n a l e n  A k t iv i tä te n  I h r e r  F i rm a  g e n e r i e r e n ?
w e n ig e r  a ls  10 ° ^  | 11 % - 2 0 %  |“ | 2 1 % - 3 0 %  Q  3 1 % - 4 0 %  □  41  % - 5 0 %  □  51  %  o d e r  m e h r
7. W ie  w ü r d e n  S ie  d ie  g e n e r e l l e  O r ie n t ie r u n g  I h r e r  F i r m a  A u s l a n d s m ä r k te n  g e g e n ü b e r  b e s c h re ib e n ?
2  3  4  5
□
□
S tr a te g ie n  w e r d e n  p r im ä r  
fü r  d e n  d e u ts c h e n  M a r k t  
e n tw ic k e l t
S t r a te g ie n  w e r d e n  p r i m ä r  
f ü r  s p e z i f i s c h e  R e g io n e n  
(z .B .  E u r o p a ,A s ie n )  c n t w i c k e
P r o d u k te  s in d  w e l tw e i t  
s ta n d a r d is ie r t
P r e is e  s in d  w e l tw e i t  
s ta n d a r d is i e r t
P r o m o t io n - A k t iv i t ä te n  s i n d  
w e l tw e i t  s t a n d a r d is i e r t
D i s t r i b u t io n s a k t iv i t ä t e n  
s in d  w e l tw e i t  s t a n d a r d i s i e r t
E r f o lg s k r i t e r i e n  v o n  
F i r m e n z c n t r a l e  f e s t g c l e g t
S t r a t e g is c h e  E n t s c h e i d u n g e n  
s in d  v o l l s tä n d ig  z e n t r a l i s i e r t
S t r a t e g ie n  w e r d e n  s ig n i f ik a n t  m o d i f i z i e r t ,  u m  d e n  
A n f o r d e r u n g e n  d e r  A u s l a n d s m ä r k te n  g e r e c h t  z u  
w e r d e n
S t r a t e g ie n  w e r d e n  p r im ä r  e n tw ic k e l t ,  u m  e in e n  
w e l tw e i te n  S t a n d a r d  z u  e n t s p r e c h e n
5  P r o d u k te  w e r d e n  d e n  lo k a le n  V o r l i e b e n  a n g e p a ß t
5  P r e is e  w e r d e n  d e n  lo k a le n  P r ä f e r e n z e n  a n g e p a ß t
5  P r o m o t io n - A k t i v i t ä t e n  w e r d e n  d e n  lo k a l e n  
P r ä f e r e n z e n  a n g e p a ß t
5  D i s t r i b u t i o n s a k t iv i t ä t e n  w e r d e n  d e n  lo k a l e n  
P r ä f e r e n z e n  a n g e p a ß t
5  E r f o l g s k r i t c r i e n  w e r d e n  lo k a l  f e s t g c le g t
5  S t r a t e g is c h e  E n t s c h e i d u n g e n  w e r d e n  k o m p le t t  
d e z e n t r a l  g e t r o f f e n
X .B itte  s c h ä tz e n  S ie  d i e  fo lg e n d e n  F a k to r e n  h in s ic h tl i c h  I h r e s  F i r m e n e r f o lg s  a u f  d e m  d e u t s c h e n  M a r k t  u n te r  
B e rü c k s ic h tig u n g  d e r  l e tz t e n  d r e i  J a h r e  e in . ( I  =  ü b e r h a u p t  n ic h t  e r f o lg re ic h ,  5  =  s e h r  e r f o lg re ic h )
M ark tan te il 1 2 3 4  5
U m satz 1 2 3 4  5
R ein g ew in n 1 2 3 4  5
K ap ita lrcn d ite 1 2 3 4  5
K u n d e n z u fr ie d e n h e it 1 2 3 4  5
□
 □
9. B itte  s c h ä tz e n  S ie  d ie  fo lg e n d e n  F a k to r e n  h in s ic h t l i c h  I h r e s  F i r m e n c r f o lg s  a u f  d e m  W e l tm a r k t  u n te r  
B e rü c k s ic h tig u n g  d e r  le tz te n  d r e i  J a h r e  e in . (I - ü b e r h a u p t  n ic h t e r f o lg re ic h ,  5 =  s e h r  e r fo lg re ic h )
M a rk ta n te i l 1 2 3 4 5
U m s a tz 1 2 3 4 5
R e in g e w in n 1 2 3 4 5
K a p i ta l r e n d i te 1 2 3 4 5
K u n d e n z u f r ie d e n h e i t 1 2 3 4 5
10. W ie  w ic h t ig  s in d  d ie  f o lg e n d e n  A u s l a n d s m ä r k te  h in s ic h t l i c h  Ih re s  m o m e n ta n e n , f in a n z ie l le n  n te r n e h m e n s e r f o lg ?
(1 =  u n w ic h t ig ;  5  =  s e h r  w ic h t ig )
L a n d  w ir d  b e d ie n t :
F ra n k re ic h O  j a O  n e in 1 2 3 4 5
G r o ß b r i ta n n ie n O  j a O  n e in 1 2 3 4 5
Ita lie n O  j a O  n e in 1 2 3 4 5
a n d e re  E U  M itg l ie d s s ta a te n O  j a O  n e in 1 2 3 4 5
a n d e re  e u r o p ä i s c h e  L ä n d e r O  j a O  n e in 1 2 3 4 5
N o r d a m e r ik a  ( U S A /K a n a d a ) O  j a O  n e in 1 2 3 4 5
S ü d / O  j a O  n e in 1 2 3 4 5
Ja p an O  j a O  n e in 1 2 3 4 5
C h in a O  j a O  n e in 1 2 3 4 5
a n d e re  A s i a t i s c h e  L ä n d e r O  j a O  n e in 1 2 3 4 5
A u s t r a l ie n /N e u s e e l a n d O  j a O  n e in 1 2 3 4 5
A fr ik a O  j a O  n e in 1 2 3 4 5
a n d e re  ( b i t t e  s p e z i f iz ie r e n ) :  ................. 1 2 3 4 5
11. W ie  n i c h t ig  w e r d e n  d ie  f o lg e n d e n  A u s l a n d s m ä r k te  h in s ic h tlic h  I h r e s  f in a n z ie l le n  l ln te r n e l i i n e n s e r f o lg  I h r e r  
K in s c h ä tz u n g  n a c h  in  d en  n ä c h s t e n  10 J a h r e n  f ü r  i h r  U n te r n e h m e n  s e in ?  (1 =  u n w ic h t ig :  5  =  s e h r  w ic h t ig )
F r a n k re ic h 1 2 3 4 5
G r o ß b r i ta n n ie n 1 2 3 4 5
I ta lie n 1 2 3 4 5
a n d e re  E U  M itg l ie d s s ta a te n 1 2 3 4 5
a n d e re  e u r o p ä i s c h e  L ä n d e r 1 2 3 4 5
N o r d a m e r ik a  ( U S A /K a n a d a ) 1 2 3 4 5
S ü d /Z e n tr a la m e r ik a 1 2 3 4 5
J a p a n 1 2 3 4 5
C h in a 1 2 3 4 5
a n d e re  A s ia t i s c h e  L ä n d e r 1 2 3 4 5
A u s t r a l ie n /N e u s e e la n d 1 2 3 4 5
A fr ik a 1 2 3 4 5
a n d e re  ( b i t t e  s p e z i f iz ie r e n ) :  ......................................................... 1 2 3 4 5
B IT T E  W Ä H L E N  S IE  E IN E N  A U S L A N D S M A R K T  A U S  U N D  B E Z I E H E N  S IC H  A U S S C H L I E S S L I C H  A U F  
D IE S E N  B E I D E N  N U N  F O L G E N D E N  F R A G E N . B I T T E  W Ä H L E N  S I E  D E N  A U S L A N D S M  A R K T  M I T  D E M  S I E  
P E R S Ö N L IC H  A M  M E I S T E N  V E R T R A U T  S IN D . ( S O L L T E  I H R E  F I R M A  A U F  K E IN E M  A U S L A N D S M A R K T  
A K T IV  S E IN , S IN D  A L L E  F O L G E N D E N  F R A G E N  N IC H T  A U S Z U F Ü L L E N )
12.A u f  w e lc h e n  A u s l a n d s m a r k t  m ö c h te n  S ie  s ic h  b e i  d ie s e r  S tu d ie  b e z i e h e n ? ..................................................................................
B IT T E  W Ä H L E N  S IE  F Ü R  D I E  F O L G E N D E N  F R A G E N  A U C H  E IN E  P R O D U K T -  O D E R  
S E R  V IC E  K A T E G O R IE  A U S . B I T T E  W Ä H L E N  S I E  D IE  K A T E G O R I E  A U S , M IT  D E R  S I E  A M  
V E R T R A U T E S T E N  S IN D .
In d ie s e r  S tu d ie  m ö c h te  i c h  m ic h  a u f  fo lg e n d e  P r o d u k t /S e r s ic e k a t e g o r ie  b e z ie h e n :  ( e in e  b i t te  b e n e n n e n )
IN F O R M A T IO N E N  Z U M  A U S G E W Ä H L T E N  A U S L A N D S M A R K T  
I J .B e s c h ü f ig te n z a h l  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t?
w e n ig e r  a ls  1 0  |--------1 1 1 - 5 0  |— j 5 1 - 1 0 0  | — j 1 0 1 - 5 0 0  |— j 5 0 1 - 1 . 0 0 0  j—j
5 .0 0 1 - 1 0 .0 0 0
1 .0 0 1 - 2 .5 0 0 □□
! 1 0 .0 0 1  u n d  m e h r |— |
14.W a s  f ü r  e in e n  p r o z e n tu a le n  A n te i l  h a t d e r  a u s g e w ä h l t e  M a r k t  a n  I h r e m  U n te r n e h m e n s u m s a tz ?
0 - 5 %  □  6 % - 1 0 %  □  11 % - 2 0 %  EU 2 1 % - 3 0 %  □  3 1 % - 4 0 %  □
2 .5 0 1 - 5 .0 0 0
□ 5 0 %  u n d  m e h rchrD1 5 .W ie  h o c h  is t  d e r  M a r k t a n t e i l  I h r e s  U n t e r n e h m e n s  in  d e m  a u s g e w ä h l t e n  A u s l a n d s m a r k t ?w en ig e r a ls  10 %  Q  11 % - 2 0 %  Q  2 1 % -3 0 %  Q  3 1 % -4 0 %  j ~ J  4 1 % -5 0 %
1 6 .In  w e l c h e r  F o r m  o p e r i e r e n  S i e  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t ?
IOO-% igc T o c h te rg e se l ls c h a f t □  D is tr ib u te u r  □  D u rch  F ra n c h is in g  □  D irek t E x p o r t □
D urch  M eh rh e itsa n te il a n  e in e m  J o in t V e n tu re  □  D u rch  M in d e rh e its a n te il  a n  e in e m  Jo in t V e n tu re  □
In a n d e re r  F o rm  (b itte  s p e z i f iz ie r e n ) .......................................................................................................................................................................
1 7 .W e lc h e  d e r  f o lg e n d e n  A k t i v i t ä t e n  b e s c h r e i b t  a m  b e s t e n  I h r e  U n t e r n e h m e n s a k t i v i t ä t e n  i m  a u s g e w ä h l t e n  
A u s l a n d s m a r k t ? □ □□ □ □
F ertig u n g  V e rk a u fsa k tiv itä te n S erv ic e V e rk a u fs -u n d  S e rv ic e  A k tiv itä te n D is tr ib u t io n
IK.VVie e r f o l g r e i c h  is t  I h r  U n t e r n e h m e n  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  i n  H i n b l i c k  a u f  I h r e  / . ¡ e i e  i n  d e n  l e t z t e n
J a h r e n  g e w e s e n  ?  (1 -  ü b e r h a u p t  n i c h t  e r f o l g r e i c h , 5 =  s e h r  e r f o l g r e i c h )
(bitte ankreuzen  falls nicht
passend)
M ark ta n te il 1 2 3 4 5 O
U m sa tz 1 2 3 4 5 O
U m sa tz  w achst um 1 2 3 4 5 o
R ein g ew in n 1 2 3 4 5 o
K a p ita lrc n d itc 1 2 3 4 5 o
K u n d e n z u frie d e n h e it 1 2 3 4 5 o
19. W ie  e r f o l g r e i c h  i s t  I h r  U n t e r n e h m e n  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  i m  V c r g l e i c h z u  I h r e n  M i t b e w e r b e r n  in
l e t z t e n  d r e i  J a h r e n  g e w e s e n  ?  (1 =  ü b e r h a u p t  n i c h t e r f o l g r e i c h ,  5 =  s e h r  e r f o l g r e i c h )
(b itte an k reu /en  falls nicht
passend)
M ark ta n te il 1 2 3 4 5 O
U m sa tz 1 2 3 4 5 O
U m sa tz  w achst um 1 2 3 4 5 o
R ein g ew in n 1 2 3 4 5 o
K a p ita lre n d ite 1 2 3 4 5 ( )
K u n d e n z u frie d e n h e it 1 2 3 4 5 o
\ S I - K K  I K l )K S  A U S I . ,XIS » M A R K T E S  U N I )  l ) K K  D O R  I K .K IN  M I N D E N
2 0 .W ie  w ü r d e n  S ie  d i e  K u n d e n c h a r a k t e r i s l i k a  i m  a u s g e w ä h l t e n  A u s l a n d s m a r k t  im  V e r g l e i c h  z u  I h r e n  d e u t s c h e n  
K u n d e n  b e s c h r e i b e n ?  ( I i d e n t i s c h ;  5  =  h o c h g r a d i g  v e r s c h i e d e n )
K a u fv e rh a lte n  d e r  K u n d e n 1 2 3 4 5
K a u fk rite rie n  d er K u n d en 1 2 3 4 5
K au ffre q u e n z 1 2 3 4 5
V erh a n d lu n g ss tä rk e  d e r  K u n d e n 1 2 3 4 5
A u sm a ß  d es  Q u a li tä tsb e w u ß tse in s 1 2 3 4 5
K u n d e n  B ed ü rfn isse 1 2 3 4 5
P ro d u k tlo y a litä t d e r  K u n d e n 1 2 3 4 5
K u n d e n lo y a litä t b ez g l. D is tr ib u tio n s k a n a ls 1 2 3 4 5
P re is se n s ib ilitä t d e r  K u n d e n 1 2 3 4 5
G e o g ra p h isc h e  K o n z e n tra tio n  d e r  K u n d en 1 2 3 4 5
2 1 .W ie  w ü r d e n  S ie  d i e  s o z i o - k u l t u r e l l e n  C h a r a k t e r i s t i k a  i n  d e m  a u s g e w ä h l t e n  A u s l a n d s m a r k t  im  V e r g l e i c h  
d e u t s c h e n  M a r k t  b e s c h r e i b e n ?  ( 1 =  s e h r  ä h n l i c h ;  5  =  h o c h g r a d i g  v e r s c h i e d e n )
(bitte ankreuzen falls nicht passend)
S p ra c h e 1 2 3 4 5 O
A lte rss tru k tu r  d e r B e v ö lk e ru n g 1 2 3 4 5 O
T y p isc h e  H au sh a ltsg rö ß e 1 2 3 4 5 o
E in k o m m e n sv e r te ilu n g 1 2 3 4 5 o
L e b e n ss til 1 2 3 4 5 o
A u sb ild u n g sn iv e a u  d e s  M a n a g e m e n t 1 2 3 4 5 o
A u sb ild u n g sg ra d  d e r  A rb e ite rsc h a f t 1 2 3 4 5 o
In d u s tr ie lle  S tru k tu r 1 2 3 4 5 o
2 2 .W ie  w ü r d e n  s ie  d ie  ö k o n o m is c h e n  F a k to r e n  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  im  V e r g le ic h  z u m  d e u ts c h e n  M a r k t  
b e s c h re ib e n  ?  ( 1=  s e h r  ä h n l i c h ;  5  =  h o c h g r a d ig  v e r s c h ie d e n )
B ru tto so z ia lp ro d u k t i 2 3 4 5
W a c h stu m sra te  d e s  B ru tto so z ia lp ro d u k ts i 2 3 4 5
A rb e its lo se n ra te i 2 3 4 5
In fla tio n sra te i 2 3 4 5
K u n d e n k a u fk ra ft i 2 3 4 5
Z in sra ten i 2 3 4 5
2 3 .W ie  w ü r d e n  S ie  d ie  p o l i t i s c h e  U m w e lt  d e s  a u s g e w ä h lte n A u s l a n d s m a r k t e s  im  V e r g le ic h  z u m  d e u ts c h e n  M a r k t
b e s c h r e ib e n ?  (1 =  s e h r  ä h n l ic h ;  5 =  h o c h g r a d ig  v e r s c h ie d e n )
P o litisch e  S y ste m i 2 3 4 5
P o litisch e  S ta b ilitä t i 2 3 4 5
A u s la n d sp o litik i 2 3 4 5
F isk a l/F in a n z p o litik i 2 3 4 5
N iv ea u  d e r  M e h rw e r ts te u e r i 2 3 4 5
A u sm aß  s ta a tlic h e r  In te rv e n tio n  in  G e s c h ä f te i 2 3 4 5
U n te m e h m e n s s te u e r i 2 3 4 5
2 4 .W ie  w ü r d e n  S ie  d ie  p h y s is c h e  U m w e lt  d e s  a u s g e w ä h l te n A u s l a n d s m a r k te s  im  V e r g le ic h  z u m  d e u ts c h e n  M a r k t
b e s c h r e ib e n ?  (1 =  s e h r  ä h n l i c h ;  5  =  h o c h g r a d ig  v e r s c h ie d e n )
K lim a i 2 3 4 5
T o p o g ra p h ie i 2 3 4 5
V erfü g b a rk e it v o n  R o h m a te r ia lie n i 2 3 4 5
V erfü g b a rk e it v o n  m e n sc h lic h e n  R e sso u rc e n i 2 3 4 5
Z u g a n g  z u  T e c h n o lo g ie i 2 3 4 5
2 5 .W ie  w ü r d e n  S ie  d ie  j u r i s t i s c h e  U m w e lt  d e s  a u s g e w ä h l t e n A u s l a n d s m a r k te s  im  V e r g le ic h  z u m  d e u t s c h e n  M a r k t
b e s c h r e ib e n ?  (1 =  s e h r  ä h n l i c h ;  5  =  h o c h g r a d ig  v e r s c h ie d e n )
R ec h tssy s te m  g e n e re ll i 2 3 4 5
A rb e itssc h u tz -G e se tz e i 2 3 4 5
S o z ia lg ese tze i 2 3 4 5
P a te n t/C o p y rig h ts c h u tz i 2 3 4 5
U m w e ltsc h u tz g e se tz e i 2 3 4 5
W e rb e g ese tz e i 2 3 4 5
B e sc h ä ft ig u n g sg e se tz e i 2 3 4 5
F irm e n g ese tze i 2 3 4 5
V e rp a c k u n g sg e se tz e i 2 3 4 5
P re is re g e lu n g e n i 2 3 4 5
E in k a u fsz e it-G e se tz e i 2 3 4 5
2 6 .W ie  e in fa c h  is t  es  im  a u s g e w ä h l te n  A u s l a n d s m a r k t  i m  V e rg le ic h z u m d e u t s c h e n M a r k t  e in e  n e u e  F i r m a  zu
g r ü n d e n  ?  (1 =  s e h r  e in f a c h ;  5  =  s e h r  s c h w ie r ig
i 2 3 4 5
2 7 .W ie  w ü r d e n  S ie  d ie  M a r k e t in g - S t r u k tu r  im  a u s g e w ü h l t e n  A u s l a n d s m a r k t  im  V e rg le ic h  z u m  d e u t s c h e n  M a r k t
b e s c h re ib e n  ?  (1 =  s e h r  ä h n l ic h ;  5  -  h o c h g r a d ig  v e r s c h i e d e n )
A n g e b o te n e  P ro d u k tk o lle k tio n i 2 3 4 5
V e rk a u fsp re ise  d e s  S o r tim e n ts i 2 3 4 5
V o rh a n d e n se in  v o n  M e d ia i 2 3 4 Î
Z u g a n g  zu  F e rn s e h e rn i 2 3 4 5
Z u g a n g  z u  R a d io s i 2 3 4 5
Z u g a n g  z u  D ru c k m e d ie n i 2 3 4 5
Z u g a n g  z u m  In te rn e t i 2 3 4 5
V e rfü g b a rk e it v o n  D is tr ib u tio n s k a n ä le n i 2 3 4 5
K u n d e n z u g a n g  z u  D is tr ib u tio n s k a n ä le n i 2 3 4 S
V e rh ä ltn is  v o n  k le in e n  z u  g ro ß e n  D is tr ib u tio n ss tä tte n i 2 3 4 5
V o rh a n d e n se in  v o n  a u sg e b ild c te n  V e rk a u fsk rä fte n i 2 3 4 5
V o rh a n d e n se in  v o n  W e rb e a g e n tu re n i 2 3 4 5
2 8 .A rb e ite n  S ie  m i t  d e r  s e lb e n  W e r b e a g e n t u r  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  w ie  im  d e u ts c h e n  M a r k t?
Ja  O  N e in  O
2 9 .W ie  w ü r d e n  S ie  d ie  e r r e i c h te  P h a s e  d e s  P r o d u k t le b e n s z y k lu s  im  a u s g e w ä h l te n  A u s l a n d s m a r k t s  im  V e rg le ic h  z u m  
d e u ts c h e n  M a r k t  b e s c h r e ib e n ?  s e h r  ä h n lic h  I 2  3 4  5 seh r v e rs c h ie d e n
3 0 . W i e  w ü r d e n  S i e  I h r e  P r o d u k t / S e r v i c e  P o s i t i o n i e r u n g  i m  a u s g e w ä h l t e n  A u s l a n d s m a r k t  i m  V e r g l e i c h  / u m  d e u t s c h e n  
M a r k t  i n s g e s a m t  b e s c h r e i b e n ?  ( I  =  s e h r  ä h n l i c h ;  5  =  h o c h g r a d i g  v e r s c h i e d e n )
se h r  ä h n l ic h  I 2
P r e is
Q u a l i t ä t
S e r v ic e
I m a g e
3 4 5 s e h r  v e rs c h ie d e n
A u s la n d s m a r k t  im  V e rg le ic h  / u m  d e u ts c h e n
ä h n l ic h ;  5 = h o c h g r a d ig  v e r s c h ie d e n )
3 4 5
3 4 5
3 4 5
3 4 5
3 2 .  W ie  w ü r d e n  S ie  g e n e re l l  I h r e  K u n d e n - Z ie lg r u p p e  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  im  V e rg le ic h  / u m  d e u ts c h e n  
M a r k t  b e s c h re ib e n ?
s e h r  ä h n lic h  1 2  3 4  5  s e h r  v e rsc h ie d e n
3 3 . W ie  w ü rd e n  S ie  I h r e  K u n d e n - Z ie lg r u p p e  im  a u s g e w ä h l te n  A u s l a n d s m a r k t  in  H in b lic k  a u f  d ie  fo lg e n d e n  A sp e k te  
u n d  im  V e rg le ic h  z u m  d e u t s c h e n  M a r k t  b e s c h r e ib e n ?  ( I  =  s e h r  ä h n l i c h ;  5 =  s e h r  v e r s c h ie d e n )
G e o g ra p h isc h e  K o n z e n tra tio n  vo n  K u n d e n  1 2  3 4 5
D e m o g ra fisc h es  P ro fil v o n  K u n d e n  1 2 3 4 5
V e rh a lte n sp ro f il v o n  K u n d e n  (z .B . G e b ra u c h s ra te )  1 2  3 4 5
P sy c h o g ra fisc h e s  P ro f ile  v o n  K u n d e n  (z .B . L e b e n s s t i l )  1 2  3 4 5
3 4 .W ie  w ü r d e n  S ie  d a s  W e t tb e w e r b s n iv e a u  im  a u s g e w ä h l te n  A u s l a n d s m a r k t  b e w e r te n ?
ü b e rh a u p t n ic h t k o n k u r r ie re n d  1 2 3 4 5 se h r  k o n k u rr ie re n d
3 5 .W ie  w ü r d e n  S ie  d a s  W e t tb e w e r b s n iv e a u  im  a u s g e w ä h l te n  
M a r k t  v e rg le ic h e n ?  ( 1= v ie l g e r in g e r ;  5  =  s e h r  v ie l h ö h e r )
A u s l a n d s m a r k t m it d e m W e t tb e w e r b  im  d e u ts c h e n
v ie l g e r in g e r  1 2  3 4 5 v ie l h ö h e r
3 6 .W e r  s in d  I h r e  h a u p t s ä c h l i c h e n  M i tb e w e r b e r  im  a u s g e w ä h l te n  A u s l a n d s m a r k t?
v o r a l le m  e in h e im is c h e  U n te rn e h m e n  1 2  3 4 5 p r im ä r  a n d e re  
a u s lä n d is c h e  F irm e n
3 7 .F a lls  I h r  l l a u p tm i tb e w e r b e r  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  e in e  a n d e r e  a u s lä n d is c h e  F i r m a  is t ,  w o h e r  is t s ie ?
F ran k re ich  O  G ro ß b rita n n ie n  D  Ita lie n  D  D eu tsc h la n d  O  a n d e re  EU  S ta a te n  D  a n d e re  e u ro p ä is c h e  L ä n d e r ^  
N o rd  A m erik a  (U S A  /  C a n a d a )  CH S ü d  A m e rik a  Ja p a n  Q  a n d e re r  A sia te n  CH a n d e re  (b i t te  s p e z i f iz ie r e n ) ..................
3 8 .W e lc h e  d e r  fo lg e n d e n  A u s s a g e n  b e s c h r e ib t  d ie  M a r k tp o s i t io n  I h r e r  F i rm a  im  A u s l a n d s m a r k t  a m  b e s te n ?
U n se re  F irm a is t M a rk tf lih re r □ U n se re  F irm a  fo rd e r t d e n  M a rk tf l ih re r  h e ra u s □
U n se re  F irm a h a t e in e  d u rc h s c h n ittl ic h e  M a rk tp o s it io n  | [ U n s e re  F irm a  h a t e in e  s c h w a c h e  M a rk tp o s it io n  □
3 9 .  W e lc h e  d e r  f o lg e n d e n  A u ss a g e n  b e s c h r e ib t  a m  b e s te n  d ie  O r i e n t i e r u n g  ih r e s  U n te r n e h m e n s  z u m  a u s g e w ä h l te n  
A u s la n d s m a r k t?
D e r  au sg e w ä h lte  A u s la n d sm a rk t ist (w ie  j e d e r  A u s la n d s m a rk t)  fü r  u n s  g e n a u  so  w ic h tig  w ie  d e r  d e u tsc h e  M ark t CH
U n se r  U n te rn eh m en  b e rü c k s ic h tig t p r im ä r  d ie  lo k a le n  B e d ü rfn isse  d e r  w e ite re n  g e o g ra p h is c h e n  R e g io n  d e s  A u s la n d s m a rk te s  □
U n se r  U n te rn e h m e n  p aß t p r im ä r  S tra te g ie n  a u f  d en  a u s g e w ä h ltc n  A u s la n d s m a rk t a n , d ie  u rs p rü n g lic h  fü r  d e n  d e u tsc h e n  
M ark t en tw ic k e lt w o rd e n  w aren  □
U n se r  U n te rn e h m e n  k o n z e n tr ie r t  s ich  p r im ä r  a u f  d e n  d e u tsc h e n  In la n d sm a rk t - d e r  g e w ä h lte  A u s la n d s m a rk t ist von  
u n te rg e o rd n e te r  O rd n u n g
4 0 . W ie  w ü r d e n  S ie  d ie  O r g a n is a t io n  I h r e s  U n te r n e h m e n s  im  a u s g e w ä h l t e n  A u s l a n d s m a r k t  b e s c h r e ib e n ?
s e h r  fle x ib e l 1 2 3 4 3 s e h r  in f le x ib e l
s e h r  in fo rm e ll 1 2 3 4 5 s e h r  h ie ra rc h is c h
s e h r  lo c k e re  K o n tro lle  1 2 3 4 3 s ta rk e  K o n tro lle
d e z e n tra l is ie r te  K o n tro lle  1 2 3 4 5 z e n tra lis ie r te  K o n tro lle
d e z e n tra l is ie r te  P la n u n g  1 2 3 4 5 z e n tra lis ie r te  P la n u n g
4 1 . W i e  w ü r d e n  S i e  d i e  f o l g e n d e n  C h a r a k t e r i s t i k a  I h r e r  P r o d u k t e / S e n i c e  i m  a u s g e w ä h l t e n  A u s l a n d s m a r k t  i m  
V e r g l e i c h  z u m  d e u t s c h e n  M a r k t  b e s c h r e i b e n  ( I  =  i d e n t i s c h ;  5  =  h o c h g r a d i g  a n d e r s )
(bille ankreuzen  falls nicht passend)
P ro d u k t/S c rv ic e  E ig e n sc h a f te n 1 2 3 4 5 O
B ran d n am e 1 2 3 4 5 O
I’rix lu k l/S c rv ice  D es ig n 1 2 3 4 5 ( )
P ro d u k l/S e rv ic e  Q u a li tä t 1 2 3 4 5 O
P ro d u k t/S e rv ic e  Im a g e 1 2 3 4 5 O
P ro d u k t/S c rv ic e  V e rp a c k u n g 1 2 3 4 5 ( )
P ro d u k t/S c rv ice  E d ik e lt ie ru n g 1 2 3 4 5 o
A fter-S a le s-S e rv ice 1 2 3 4 5 o
G aran tien 1 2 3 4 5 ( )
dt W t .  M o r d e n  S i e  d i e  P r e i s s t r a t e e i e  i m  a u s e e w ä h l t e n  A u s l a n d s m a r k t  i m  
b e s c h r e i b e n ?  ( 1  =  i d e n t i s c h ;  $  =  h o c h g r a d i g  a n d e r s )
V e r g l e i c h  z u m  d e u t s c h e n  M a r k t
(bille ankreuzen  falls nicht passend)
P reis , d en  d e r  E n d v e rb ra u c h e r  za h lt 1 2 3 4 5 o
P reis , d en  d e r  H ä n d le r  za h lt 1 2 3 4 5 o
P re ism e th o d e  fü r E n d v e rb ra u c h e rp re is 1 2 3 4 5 o
P re ism e th o d e  fü r d e n  H ä n d le rp re is 1 2 3 4 5 «
P re isn a c h lä sse  fü r  d e n  E n d v e rb ra u c h e r 1 2 3 4 5 o
P re isn ac h lä sse  fü r  d e n  H än d le r 1 2 3 4 5 o
Z a h lu n g s b e d in g u n g  fü r  d e n  E n d v e rb ra u c h e r 1 2 3 4 5 o
Z a h lu n g s b e d in g u n g  fü r  d e n  H ä n d le r 1 2 3 4 5 ( )
4 5 .  W i e  w ü r d e n  S i e  d i e  D i s t r i b u t i o n s s t r a t e g i e  i m  a u s g e w ä h l t e n  A u s l a n d s m a r k t I m V e r g l e i c h  z u n d e u t s c h e n  M a r k t
b e s c h r e i b e n ?  ( I  =  i d e n t i s c h ;  5  =  h o c h g r a d i g  a n d e r s )
(buie ankreuzen  falls nieht passend)
G e o g ra p h isc h e  K o n z e n tra tio n  v o n  D is tr ib u tio n s p u n k te n  1 2 3 4 5 O
D is tr ib u tio n sk a n a l 1 2 3 4 5 o
A ufg ab en  d e r  V e r tr ie b sm ita rb e ite r  1 2 3 4 5 o
O rg an isa tio n  d e r  V e r tr ie b s re g io n e n  1 2 3 4 5 o
M an ag em en t d es  V e rtr ie b s  1 2 3 4 5 o
V e rh a n d lu n g sm a e h t vo n  H ä n d le rn  1 2 3 4 5 o
44. W i e  w ü r d e n  S i e  d i e  k o i i i m u n i k u t i o n s s t r a t c i ’ i c  i m  a u s u e w ü h l t e n  
b e s c h r e i b e n ?  (1 i d e n t i s c h ;  5 =  h o c h g r a d i g  a n d e r s )
A u s l a n d s m a r k t  i m  V e r g l e i c h  z u m  d e u t s c h e n  M a r k t
(bitte an k reu /en  falls nicht passend)
G en ere lle  R o lle  v o n  W e rb u n g  1 2 3 4 5 o
W e rb e b o tsc h a ft 1 2 3 4 5 o
A u sg e w ä h ltc  W e rb e a g e n tu r  1 2 3 4 5 o
W e rb e b u d g e t A llo k ic ru n g  1 2 3 4 5 o
G eb rau ch  v o n  F e rn s e h w e rb u n g  1 2 3 4 5 o
G e b ra u c h  v o n  W e rb u n g  in P r in tm e d ie n  1 2 3 4 5 o
G e b ra u c h  vo n  R a d io w e rb u n g  1 2 3 4 5 o
G eb rau ch  d e s  In te rn e ts  1 2 3 4 5 o
H altu n g  g e g e n ü b e r  PR  (p u b lic  re la tio n s )  1 2 3 4 5 o
T y p e n  vo n  V e rk a u fs fö rd e ru n g  1 2 3 4 5 o
G e b ra u c h  vo n  V K F -M a tc r ia l (D is p la y s  c te .)  1 2 3 4 5 o
G eb rau ch  vo n  k o s te n lo se n  P ro b e n  1 2 3 4 5 o
G eb rau ch  v o n  b e s o n d e re n  V e ra n s ta l tu n g e n , S p o n so r in g  1 2 3 4 5 ( )
G eb rau ch  v o n  K u n d c n s c h u lu n g c n  1 2 3 4 5 C)
G eb rau ch  v o n  P e rs ö n lic h e m  V e rk a u f  1 2 3 4 5 o
4 5 . V e r s o r g t  I h r e  F i r m c n z c n t r a l e  d e n  a u s g e w ä h l t e n  A u s l a n d s m a r k t  m i t  K o m m u n i k a t i o n / P r o m o t l o n  M a t e r i a l ?
im m er I 2  3 4  5  n iem als
4 6 .1 n  w e l c h e m  A u s m a U  h a b e n  I h r e  M i t a r b e i t e r  i m  a u s g e w ä h l t e n  A u s l a n d s m a r k t  V e r a n t w o r t u n g  f ü r  d i e  f o lg e n d e n  
M a r k e t i n g e n t s c h e i d u n g e n ?  ( l = a l l e i n i g e  V e r a n t w o r t u n g  d e r  Z e n t r a l e ,  2 = p r i m ä r  V e r a n t w o r t u n g  in  d e r  Z e n t r a l e ,  
3 = V e r a n t w o r t u n g  z u  g l e i c h e n  T e i l e n  z w i s c h e n  Z e n t r a l e  u n d  A u s l a n d s m a r k t  g e t e i l t ,  4 = p r i m ä r  V e r a n t w o r t u n g  i m  
A u s l a n d s m a r k t ,  5 = a l l e in i g e  V e r a n t w o r t u n g  b e i m  A u s l a n d s m a r k t )
F e s t le g e n  v o n  M a r k e t in g z i e l e n 2 3 4 5
M a r k c t in g p la n u n g 2 3 4 5
F e s t le g u n g  v o n  V e r k a u f s z i e l e n 2 3 4 5
B u d g e t ie r u n g 2 3 4 5
A d a p t io n  v o n  P r o d u k te n / S e r v i c e  a n  lo k a le  B e d ü r f n i s s e 2 3 4 5
E n tw ic k lu n g  n e u e r  P r o d u k te 2 3 4 5
E n ts c h e id u n g ,  w e lc h e  P r o d u k te  z u  v e r k a u f e n 2 3 4 5
P r e is p o l i t ik 2 3 4 5
D i s t r i b u t io n s p o l i t i k 2 3 4 5
D e s ig n  v o n  P r o m o t io n  A k t i v i t ä t e n 2 3 4 5
F e s t le g u n g  v o n  E r f o lg s k r i t e r i e n 2 3 4 5
K o n t r o l le  d e r  M a r k e t in g  P e r f o r m a n c e 2 3 4 5
E r n e n n u n g  d e s  M a r k e t in g  P e r s o n a l s 2 3 4 5
I n p u t  z u r  s t r a te g i s c h e n  P l a n u n g  d e s  U n te r n e h m e n s 2 3 4 5
V I E L E N  D A N K  F f l R  I H R E  K O O P E R A T I O N
W e n n  S ie  g e r n e  e in e  K o p i e  d e r  E r g e b n is s e  d i e s e r  S t u d ie  e r h a l te n  m ö c h t e n ,  l e g e n  S i e  b i t t e  d i e s e m  F r a g e b o g e n  I h r e  
V i s i t e n k a r t e  b e i .
APPENDIX
Further Company 
Characteristics 
and their Impact on 
Standardisatio n
Market Position in the German Market
Market position Frequency
Market leader 51.8%
Market challenger 28.2 %
Average market position 20%
Weak market position 0 %
Total 100%
International Turnover as Share of Total Business
International Turnover of business Frequency
<10% 20.7 %
11-20% 14.6%
21-30% 11 %
31-40% 4.9 %
41-50% 18.3%
51 % and more 30.5 %
Total 100%
Chosen Overseas Market of Responding Companies
Industry Frequency
North America 40.6 %
European Union 31.8%
(within EU: UK 7.2 %)
(within EU: France 5.8 %)
(within EU: Italy 4.3 %)
Other European (NON EU) 13 %
Asia 10%
Others 4.6%
Total 100%
l
Market Share in the German Market and the Standardisation of
Distribution and Promotion Policy
Number of
Cases Mean T
Sig.
(2-
<30% >30% <30% >30% Tailed)
Distribution factors 53 27 2.73 2.40 2.25 .027*
Geographic concentration 53 27 2.83 2.44 1.37 .174
Distribution channels 
overseas
53 27 2.57 2.26 1.30 .199
Sales force tasks overseas 53 27 2.51 2.07 2.12 .038*
Sales regions 
organisation
53 27 2.81 2.44 1.54 .127
Sales force management 53 27 2.68 2.37 1.31 .195
Bargaining power of 
dealers
53 27 3.00 2.81 .72 .473
Promotion factors 53 27 2.77 2.30 2.96 .004**
Advertising role in 
general
53 27 2.91 2.33 2.58 .012*
Advertising message 53 27 2.70 2.56 .61 .543
Ad agency used 53 27 3.19 2.74 1.53 .130
Media budget allocation 53 27 2.85 2.52 1.46 .148
Use of TV ads 53 27 2.74 2.22 1.72 .090
Use of print 53 27 2.66 2.52 .78 .440
Use of radio ads 53 27 2.64 2.37 .92 .359
Use of internet 53 27 2.85 2.26 2.23 .029*
Approach to PR 53 27 2.81 2.04 3.64 .000***
Sales promotion types 53 27 2.74 2.22 2.54 .013*
Use of displays 53 27 2.70 2.04 2.52 .014*
Use of free samples 53 27 2.55 2.04 1.99 .051
Use of sponsoring, events 53 27 2.66 2.41 .94 .349
Customer training use 53 27 2.80 2.07 4.02 .000***
Personal selling use 53 27 2.77 2.22 2.62 .011*
***p<0.001, **p<0.01, *p<0.05, p<().IO, all 2-tailed
Group 1 =less than 30% market share; Group 2=more than 30% market share
Market Share in the German Market and the Standardisation of
Product and Price Policy
N u m b e r  o f
C a s e s
M e a n
T
S ig .
( 2 - T a i le d )
< 3 0 % > 3 0 % < 3 0 % > 3 0 %
P r o d u c t  f a c t o r s 5 3 2 7 2 .3 6 2 .0 5 1 .8 0 .0 7 5
product features 53 27 2.30 1.93 1.80 .076
brand name 53 27 2.17 2.04 .44 .660
product design 53 27 2.30 2.11 .77 .444
product quality 53 27 2.00 1.93 .31 .755
product image 53 27 2.36 2.07 1.31 .195
product package 53 27 2.40 2.00 1.67 .099
product labelling 53 27 2.42 2.04 1.43 1.57
after-sale service 53 27 2.62 2.19 1.92 .059
Warranties 53 27 2.66 2.15 1.90 .061
P r i c e  f a c t o r s 5 3 2 7 2 .8 1 2 .51 1 .9 0 .0 6 2
end user price 53 27 2.98 2.52 2.13 .036*
dealer price 53 27 2.83 2.56 1.28 .204
pricing to end
53 27 2.64 2.41 1.10 .273
users
pricing to dealers 53 27 2.74 2.56 .82 .413
end user discounts 53 27 2.96 2.59 1.49 .142
dealer discounts 53 27 2.89 2.52 1.67 .099
credit to end users 53 27 2.81 2.52 1.32 .191
credit to dealers 53 27 2.66 2.41 1.05 .295
*p<0.05, p<0.10, both 2-tailed
Group Mess than 30% market share; Group 2=more than 30% market share
International Turnover and the Standardisation of the Product and
Price Policy
N u m b e r  o f
C a s e s
M e a n s
T
S i g . (2 - 
T a i l e d )
< 3 0 % >30% < 3 0 % > 3 0 %
P r o d u c t  f a c t o r s 3 8 4 4 2 .3 4 2 .2 5 .5 5 .5 8 4
Product features 38 44 2.21 2.14 .38 .704
brand name 38 44 2.42 1.95 1.70 .093
Product design 38 44 2.31 2.20 .48 .632
Product quality 38 44 2.08 1.95 .57 .573
Product image 38 44 2.53 2.16 1.86 .066
Product package 38 44 2.29 2.25 .17 .864
Product
labelling
38 44 2.34 2.34 .00 .996
after-sale service 38 44 2.47 2.55 -.34 .738
Warranties 38 44 2.37 2.68 -1.24 .219
P r i c e  f a c t o r s 3 8 4 4 2 .71 2 .8 2 - .4 3 .6 7 2
End user price 38 44 2.84 2.91 -.34 .733
Dealer price 38 44 2.84 2.71 .67 .503
Pricing to end 
users
38 44 2.58 2.68 -.54 .589
Pricing to 
dealers
38 44 2.74 2.66 .38 .707
End user 
discounts
38 44 2.82 3.00 -.82 .413
Dealer discounts 38 44 2.66 2.93 -1.31 .194
credit to end 
users
38 44 2.63 2.93 -1.47 .144
credit to dealers 38 44 2.58 2.70 -.55 .587
p<0.10,2-tailed
Group 1 : less than 30% and 30%, Group 2:morc than 31%
International Turnover and the Standardisation of the Distribution and
Promotion Policy
N u m b e r  o f
C a s e s
M e a n s
T
S ig .
(2 -
< 3 0 % > 3 0 % < 3 0 % > 3 0 % T a i l e d )
D i s t r i b u t i o n  f a c t o r s 3 8 4 4 2 .7 5 2 .5 4 .8 8 .3 8 3
Geographic distribution 
concentration
38 44 2.71 2.77 -.24 .813
Distribution channels
38 44 2.55 2.39 .75 .454
overseas
Sales force tasks overseas 38 44 2.63 2.16 2.49 .015*
sales regions organisation 38 44 2.89 2.55 1.55 .124
Sales force management 38 44 2.74 2.43 1.41 .162
Bargaining power of 
dealers
38 44 2.95 2.95 -.03 .976
P r o m o t i o n  f a c t o r s 3 8 4 4 2 .6 9 2 .6 0 .5 9 .5 5 8
Advertising role in general 38 44 2.87 2.61 1.19 .238
Advertising message 38 44 2.76 2.61 .69 .494
ad agency used 38 44 3.26 2.84 1.56 .122
Media budget allocation 38 44 2.68 2.82 -.63 .533
use of TV ads 38 44 2.55 2.61 -.21 .831
use of print 38 44 2.63 2.61 .11 .916
use of radio ads 38 44 2.45 2.66 -.78 .440
use of internet 38 44 2.84 2.57 1.10 .276
Approach to PR 38 44 2.79 2.43 1.71 .091
sales promotion types 38 44 2.74 2.52 1.15 .253
use of displays 38 44 2.58 2.50 .32 .751
use o f free samples 38 44 2.29 2.50 -.86 .395
use o f sponsoring, events 38 44 2.55 2.64 -.33 .741
Customer training use 38 44 2.63 2.57 .35 .728
Personal selling use 38 44 2.74 2.50 1.16 .251
*p<0.05, p<0.10, both 2-tailed,
Group 1: less than 30% and 30%, Group 2:morc than 31%
s
Degree of Marketing Standardisation with regard to the Percentage of 
Turnover from International Activities
C o m p a r e d  
g r o u p s  ( g r o u p  
n o .)
P r o d u c t P r i c in g D is t r i ­
b u t i o n
P r o m o ­
t io n
M a r k e t in g
P r o c e s s
le s s  t h a n  1 0 %  (1 )
Mean 2.34 2.67 2.97 2.71 3.28
Std .83 .82 .64 .60 .74
l l % - 2 0 %  (2 )
Mean 2.16 2.55 2.28 2.45 3.36
Std .82 .88 .80 .70 .85
2 1 % - 3 0 %  (3 )
Mean 2.57 3.00 2.94 2.98 3.12
Std .53 .71 .74 .57 .64
3 1 % - 4 0 %  (4 )
Mean 2.42 2.69 2.29 2.32 2.96
Std .55 .54 .64 .52 .54
4 1 % - 5 0 %  (5 )
Mean 2.30 2.89 2.84 2.64 3.06
Std .73 .62 .78 .76 .65
5 1 %  o r  o v e r  (6 )
Mean 2.19 2.79 2.40 2.62 3.04
Std .74 .59 .82 .74 .63
F  R a t i o
L S D  te s t  
D u n c a n  t e s t  
T u k e y  H S D  te s t  
S c h e f f e  t e s t
.4 6 .5 9 2 .3 5 *
1 > 2 ,6
1 > 2 ,6
N o n e
N o n e
.80 .6 5
*p<0.05
None means "No two groups are significantly different at the 0.10 level”
Results of Reliability Analysis on Marketing Process Variables
Variables Measure Cronbach Alpha
Marketing management process A 14-item measure .92
Internal factors
Delegation of authority with 
regard to nature of organisation
A 2-item measure .83
Delegation of decision-making 
authority
A 14-item measure .92
Degree of Marketing Process Standardisation
M a r k e t i n g  P r o c e s s  A c t iv i ty M e a n  R a t i n g S t d  d e v ia t io n
New product development 2.52 1.35
Input into strategic planning 2.72 .95
Setting performance criteria 2.79 1.15
Setting marketing objectives 2.83 1.08
Setting sales targets 3.03 1.05
Budgeting 3.05 .92
Controlling performance 3.12 1.00
Deciding which products to sell 3.32 1.06
Pricing policy 3.36 1.03
Marketing planning 3.39 .91
Design of promotion activities 3.50 1.03
Adapting products and services 3.72 1.07
Appointment of marketing personnel 3.78 1.08
Distribution policy 3.80 .86
Mean rating : 1= set by headquarters, 5= set by overseas operation
^7
Marketing Process Standardisation and Corporate Orientation
Compared groups 
(group no.)
P r o d u c t P r i c i n g D i s t r i b u t i o n P r o m o t i o n M a r k e t i n g
p r o c e s s
Geocentric 
orientation (1)
Mean 1.97 2.58 2.42 2.41 3.21
Std .55 .76 .67 .64 .70
Regiocentric 
orientation (2)
Mean 2.32 2.81 2.67 2.67 3.24
Std .82 .88 .94 .85 .77
Polycentric 
orientation (3)
Mean 2.16 2.60 2.57 2.51 2.92
Std .79 .73 .81 .87 .66
Ethnocentric 
orientation (4)
Mean. 1.80 2.85 2.92 2.68 3.51
Std .65 .64 .54 .62 .77
F Ratio 1.36 .47 .64 .52 1.14
LSD test 
Ducan test 
Student-Nevsnian 
Keuls
Tukey HSD test 
Scheffe test
“None" means "No two groups are significantly different at the 0.10 level.
Linear Regression Models of Controlling Interest
Independent Products Pricing Distribution Promotion
Variables ß T -v a lu e ß T -v a lu e ß T -v a lu e ß T -v a lu e
Delegation of authority 
(Control loosc/tight)
.08 .69 .14 1.14 .07 .58 -.08 -.67
Delegation of authority 
(Control
decentral iscd/centraliscd)
-.22 -1.82 -.10 -.83 -.25 -2.15* -.08 -.68
Model statistics
R .196 .131 .234 .136
R-square .0.38 .017 .055 .019
Adjusted R-square .015 -.007 .032 -.005
F-value model 1.66 .724 2.368 .784
SignifF .196 .488 .100 .460
*p<0.05
S r
Linear Regression Models of the Influence o f various Decision­
making Variables and Marketing Standardisation
. . . Products Pricing Distribution PromotionIndependent _______________ __________________________
V ariables_____________ß T -v a lu e  ß T - v a lu c  ß T -v a lu c  ß T -v a h ic
S e tt in g  m a rk e tin g  o b je c t iv e s  
M ark e tin g  p la n n in g  
S e tt in g  s a le s  ta rg e ts  
B u d g e tin g
A d a p tin g  p ro d u c ts /sc rv ie e s  
N ew  p ro d u c t  d e v e lo p m e n t
D e c id in g  w h ic h  p ro d u c ts  to  
se ll
P r ic in g  p o lic y  
D is tr ib u t io n  p o licy
D es ig n  o f  p ro m o tio n  
a c tiv i tie s
S e tt in g  p e r fo rm a n c e  c r i te r ia
C o n tro l l in g  m a rk e tin g  
p e r fo rm a n c e
A p p o in tm e n t o f  m a rk e tin g  
p e rso n n e l
In p u t in to  s tra te g ic  p la n n in g  
o f  c o m p a n y
Model statistics
R
R-square
Adjusted R-square 
F-value model
.16 .91 .10 .5 4
.05 .2 9 .13 .7 4
-.12 -.6 4 -.14 - .7 0
-.1 9 • 1.12 -.21 -.1 2 1
.01 .04 -0 1 - .0 7
.10 .53 .3 0 1 .5 7
44 2 .5 3 * .32 1 8 0 +
-.1 6 -.9 2 -.2 7 - 1.51
-.3 3 - 1.74 + -.25 - 1 .2 8
-.0 8 9 4 16 1.01
20 84 -.3 0 - 1 .5 7
.9 9 .33 .07 .3 8
1.75 .0 8 + -.0 9 -.6 1
.55 .5 9 24 . 1 .5 6
.465 .412
.216 .170
.061 .006
1.40 1.036
31 1.74+ .0 2 14
.02 -  11 2 0 1.27
.11 -.5 6 .02 II
12 -.71 - .1 7 •III
.03 -.1 8 - .0 9 -.71
.10 .53 .4 8 2 .8 3 * *
.20 III .1 7 1.04
04 -.2 5 - .1 6 - 1.02
.06 -.2 9 -.0 2 - 13
.12 -.7 7 .22 1.51
17 -.8 6 -  18 -1 02
.17 .99 14 .92
.21 - 1.37 -.4 2 - 3.01  • •
.33 2 15* .1 9 1.35
. 4 5 6 .5 9 1
.2 0 K . 3 4 9
.0 4 9 . 2 2 0
1 .3 1 1 2 . 7 1 6
APPENDIX
C 2
Further Characteristics of the 
Overseas Operations and 
their Impact on Marketing 
Standardisation
Degree of Product and Price Standardisation with regard to Type of
Operation in the chosen Host Market
N u m b e r  O f
C a s e s
M e a n s S ig .
(2 -
T a i l e d )
G r o u p
1
G r o u p
2
G r o u p
1
G r o u p
2
1
P r o d u c t  f a c t o r s 5 4 18 2 .1 5 2 .1 9 - .1 8 .8 6 0
product features 54 18 2.04 2.11 -.31 .761
brand name 54 18 1.87 2.28 -1.17 .244
product design 54 18 2.09 2.33 -.82 .412
product quality 54 18 1.87 1.77 .35 .729
product image 54 18 2.19 2.22 -.14 .887
product package 54 18 2.26 1.78 2.11 .038*
product labelling 54 18 2.31 1.83 2.07 .042*
after-sale service 54 18 2.30 2.83 -2.01 .049*
Warranties 54 18 2.43 2.50 -.22 .825
P r i c e  f a c t o r s 5 4 18 2 .7 0 2 .7 4 - .1 9 .8 5 2
end user price 54 18 2.76 3.06 -1.08 .283
dealer price 54 18 2.78 2.61 .62 .535
pricing to end 
users
54 18 2.44 2.89 -2.29 .026*
pricing to dealers 54 18 2.67 2.61 .21 .827
end user discounts 54 18 2.94 2.64 1.09 .281
dealer discounts 54 18 2.87 2.44 1.56 .124
credit to end users 54 18 2.61 3.06 -1.59 .116
credit to dealers 54 18 2.56 2.67 -.37 .716
*p<0.05 2-tailed
Group l=Wholly owned subsidiary, Group 2= other types of operation
Degree of Distribution and Promotion Standardisation with regard to
Type of Operation in the chosen Host Market
N u m b e r  O f
C a s e s
M e a n s
T
S ig .
(2 -
T a i l e d )
G ro u p
1
G ro u p
2
G ro u p G r o u p
2
D i s t r i b u t i o n  f a c t o r s 5 4 18 2 .5 6 2 .8 1 -1 .1 0 .2 7 4
geographic distribution 
concentration 54 18 2.67 2.83 -.49 .627
distribution channels 54 18 2.31 2.78 -1.65 .104
overseas
sales force tasks overseas 54 18 2.24 2.61 -1.49 .140
sales regions organisation 54 18 2.65 2.83 -.61 .543
sales force management 54 18 2.46 2.89 -1.51 .136
bargaining power of 54 18 3.00 2.89 .35 .725
dealers
P r o m o t i o n  f a c t o r s 5 4 18 2 .5 9 1 .5 3 2 .8 7 .0 0 5 * *
advertising role in 
general
54 18 2.72 1.66 2.71 .008**
advertising message 54 18 2.52 3.00 -1.75 .084+
ad agency used 54 18 3.09 1.72 2.93 .004**
media budget allocation 54 18 2.78 2.16 2.35 .021*
use of TV ads 54 18 2.76 1.73 3.44 .001**
use of print 54 18 2.34 2.72 -1.13 .264
use of radio ads 54 18 2.63 2.17 1.30 .038*
use of internet 54 18 2.44 3.17 -2.24 .028*
approach to PR 54 18 2.39 2.89 -1.83 .072+
sales promotion types 54 18 2.48 2.67 -.73 .470
use of displays 54 18 2.46 2.13 1.33 .022*
use of free samples 54 18 2.41 2.06 1.12 .268
use of sponsoring, events 54 18 2.65 2.11 2.00 .012*
customer training use 54 18 2.52 2.56 -.16 .877
personal selling use 54 18 2.57 2.56 0.07 .945
***p<0.001, **p<0.01, *p<0.05, +p<0.10, all 2-tailed
Ciroup 1 Wholly owned subsidiary. Group 2 Other types of operation
Product and Price Standardisation with regard to the Level of Activity
in the chosen Host Market
N u m b e r  O f
C a s e s
M e a n s
T
S ig . (2 -  
T a i l e d )G r o u p
1
G r o u p
2
G r o u p
1
G r o u p
2
P r o d u c t  f a c t o r s 3 2 3 9 1 .9 6 2 .2 0 - 1 .1 5 .2 5 2
product features 32 39 1.93 2.22 -1.42 .160
brand name 32 39 1.78 2.10 -1.05 .296
product design 32 39 1.93 2.31 -2.01 .038*
product quality 32 39 1.58 1.94 -1.85 .067+
product image 32 39 2.31 2.07 .94 .300
product package 32 39 2.03 2.21 -.74 .458
product labelling 32 39 2.12 2.23 -.38 .706
after-sale service 32 39 2.53 2.33 .82 .415
Warranties 32 39 2.44 2.44 .01 .996
P r i c e  f a c t o r s 3 2 3 9 2 .8 8 2 .5 7 1 .7 0 .093+
end user price 32 39 3.09 2.62 2.02 .047*
dealer price 32 39 3.00 2.51 2.13 .037*
pricing to end 32 39 2.72 2.41 1.39 .170
users
pricing to 32 39 2.90 2.43 2.04 .045*
dealers
end user 32 39 3.09 2.67 1.59 .116
discounts
dealer discounts 32 39 2.94 2.62 1.33 .188
credit to end 32 39 2.69 2.74 -.22 .824
users
credit to dealers 32 39 2.59 2.56 .11 .912
*p<0.05, +p<0.10, both 2-tailed
Group l=sales and service operation. Group 2= all others
Distribution and Promotion Standardisation with regard to the Level
of Activity in the chosen Host Market
Number of
Cases Means Sig.
(2-
Tailcd)(•roup Group
2
Group
1
Group
2
Distribution factors 32 39 2.61 2.61 .02 .986
Distribution concentration 32 39 2.69 2.72 -.14 .893
Distribution channel 32 39 2.50 2.36 .56 .577
sales force tasks overseas 32 39 2.31 2.33 -.10 .923
Sales regions organisation 32 39 2.69 2.69 -.02 .986
Sales force management 32 39 2.53 2.59 -.23 .818
bargaining power/dealers 32 39 2.97 2.97 -.02 .984
Promotion factors 32 39 2.70 2.47 1.31 .195
Advertising role general 32 39 3.00 2.46 2.28 .026*
Advertising message 32 39 2.59 2.67 -.29 .769
Ad agency used 32 39 3.13 2.90 .69 .491
Media budget allocation 32 39 2.87 2.59 1.16 .249
Use of TV ads 32 39 2.65 2.41 .76 .453
Use of print 32 39 2.63 2.54 .44 .662
Use of radio ads 32 39 2.59 2.44 .50 .619
Use of internet 32 39 2.72 2.53 .63 .529
Approach to PR 32 39 2.81 2.26 2.34 .022*
Sales promotion types 32 39 2.72 2.36 1.63 .109
Use of displays 32 39 2.53 2.33 .68 .499
Use of free samples 32 39 2.31 2.31 .02 .986
Use of sponsoring, events 32 39 2.65 2.38 .92 .362
Customer training use 32 39 2.56 2.48 .36 .721
Personal selling use 32 39 2.75 2.41 1.46 .148
*p<0.05, 2-tailed; Group I sales and service operation, Group 2 all others
Degree of Product and Price Standardisation with regard to the Market
Share in the chosen Host Market
N u m b e r  O f
C a s e s
M e a n s
T
S ig .
G r o u p
1
G r o u p
2
G r o u p
1
G r o u p
2
( 2 - T a i le d )
P r o d u c t  f a c t o r s 2 7 19 2 .2 1 2 .2 9 - .3 6 .7 2 2
Product features 27 19 2.07 1.95 .49 .627
Brand name 27 19 2.00 2.00 .00 1.00
Product design 27 19 1.93 2.47 -1.82 .076+
Product quality 27 19 1.85 2.16 -1.07 .289
Product image 27 19 2.33 2.47 -.53 .600
Product package 27 19 2.07 2.32 -.73 .470
Product labelling 27 19 2.26 2.37 -.29 .770
After-sale service 27 19 2.59 2.32 .85 .403
Warranties 27 19 2.74 2.53 .61 .543
P r i c e  f a c t o r s 2 7 19 2 .6 4 2 .8 4 - .7 9 .4 3 6
End user price 27 19 2.70 3.05 -1.18 .243
Dealer price 27 19 2.67 2.79 -.39 .700
Pricing to end 27 19 2.44 2.79 -1.24 .221
users
Pricing to dealers 27 19 2.70 2.74 -.11 .915
End user 27 19 2.79 2.95 -.49 .623
discounts 
Dealer discounts 27 19 2.70 2.84 -.40 .695
Credit to end 27 19 2.63 2.84 -.67 .504
users
Credit to dealers 27 19 2.52 2.74 -.63 .530
+p<(). 10, 2-tailed 
Group 1 = 10% or less Group 2 = more than 20 %
Degree of Distribution and Promotion Standardisation with regard to
the Market Share in the chosen Host Market
Number Of
Cases Means T Sig.Group
1
Group
2
Group
1
Group
2
(2-Tailed)
Distribution factors 27 19 2.52 2.72 -.70 .489
Geographic distribution 
concentration
27 19 2.74 2.89 -.40 .688
Distribution channels overseas 27 19 2.37 2.47 -.33 .745
Sales force tasks overseas 27 19 2.22 2.21 .04 .968
Sales regions organisation 27 19 2.59 2.79 -.57 .569
Sales force management 27 19 2.37 2.53 -.47 .638
Bargaining power of dealers 27 19 2.85 3.42 -1.63 III
Promotion factors 27 19 2.63 2.58 .23 .819
Advertising role in general 27 19 3.04 2.42 1.90 .064*
Advertising message 27 19 2.96 2.42 1.67 .102
Ad agency used 27 19 2.96 3.00 -.08 .933
Media budget allocation 27 19 2.59 2.84 -.71 .483
Use of TV ads 27 19 2.56 2.89 -.80 .429
Use of print 27 19 2.59 2.68 -.38 .706
Use of radio ads 27 19 2.52 2.89 -.95 .346
Use of internet 27 19 2.67 2.32 1.00 .322
Approach to PR 27 19 2.62 2.36 .78 .438
Sales promotion types 27 19 2.63 2.32 1.12 .268
Use of displays 27 19 2.56 2.36 .51 .610
Use of free samples 27 19 2.19 2.53 -.97 .338
Use of sponsoring, events 27 19 2.52 2.47 .12 .907
Customer training use 27 19 2.56 2.58 -.09 .931
Personal selling use 27 19 2.48 2.53 -.14 .888
tp<0.10, 2-tailed
Group 1 = 10% or less Group 2 = more than 20 %
u
Degree of Marketing Standardisation with regard to the Market Share
in the chosen Host Market
C o m p a r e d  
g r o u p s  ( g r o u p  
n o .)
P r o d u c t P r i c i n g D is t r i ­
b u t i o n
P r o m o ­
t io n
M a r k e t in g
P ro c e s s
Mean 2.20 2.64 2.52 2.63 3.09
Std .78 .84 .85 .78 .75
1 1 -2 0 %  (2 )
Mean 1.95 2.64 2.51 2.42 3.19
Std .62 .65 .69 .71 .66
2 1 - 3 0 %  (3 )
Mean 2.30 2.83 2.67 2.61 3.29
Std .78 .85 .62 .63 .83
3 1 - 4 0 %  (4 )
Mean 1.94 2.88 2.38 2.57 2.93
Std .61 .60 .72 .62 .59
4 1 - 5 0 %  (5 )
Mean 2.16 2.19 2.92 1.30 3.18
Std .71 .82 .59 .68 .65
51 a n d  o v e r  (6 )
Mean 3.00 3.50 3.50 3.70 3.96
Std .60 .71 .71 .55 .53
F  R a t io  
L S D  te s t
D u n c a n  te s t
T u k c y  I I S D  te s t  
S c h e f f e  te s t
1 .12 .7 4 .6 4 2 .4 6 *
1 ,2 ,3 ,4 , 
6 > 5  
6 > 1 ,2 ,5  
1 ,2 ,3 ,6 >  
5
6 > l ,2 ,5
6 > 5
N o n e
.7 3
*p<0.()5, 2-tailed
None means "No two groups are significantly different at the 0. It) level”
Grouping of Overseas Markets for a T-test Analysis with regard to
chosen overseas markets and marketing standardisation
G r o u p i n g  o f  m a r k e t s
o v e r s e a s
G r o u p  1 G r o u p  2
C a s e  1 North America All others
C a s e  2 UK All others
C a s e  3 EU members Non-EU Europeans
C a s e  4 All Europeans All others
C a s e  5 Asians All others
C a s e  6 EU members North America
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